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Skid-mounted or mobile bunkering 
blender designed and built by 


utilizing Brodie BiRotor Meters 


Compact unit provides positive 
control at dockside for fast accu- 


BUNKERING/ BLENDING rate bunkering of ships. 
with BRODIE fefelere 


BiRotor METERS ahd le 
a es 
B.I.F Proportioneers, leading engineering ) F ~ 
designers and builders of systems and — 
equipment for positive control of petro- 
leum products, rely on dependable Brodie 
BiRotor Meters for many of their unique, 
custom-built installations. Whether it’s a 
versatile mobile bunkering blender, pipe- RALPH N. BRODIE COMPANY 
line, refinery or marketing application, eae ar 
Brodie BiRotor Meters are noted for high sa albeaia wn incest 
° ° . » N.Y... te umbus Ave, 
sustained accuracy and low maintenance. DALLAS 7, TEXAS, 167 noes “ny oo 
In every bulk transfer operation — from SEATTLE 9, WASH., 221-9th Ave. N. 
. CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Il. 
cy area wna sna LOS ANGELES 22, CALIF, 5401 Sheila Stree 
ave to “baby” a Brodie BiRotor Meter. 
It’s safe to operate at full rated capacity. 


Whatever your metering need, call your 
nearby Brodie Metering Specialist! 


REPREGCENTATIVES WITH STOCKS AND FERVICE FACIES 1-86 ALA PRIMEVAL CREPES 
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THE FAMOUS DRAKE WELL, birthplace of the oil in- 
dustry, is now part of Drake Well Memorial Park in 
Titusville, which also. includes the Drake Museum. 
Seeing your local history is part of the magic that’s al, 


around you—any time yéu pick upa mapand start driving. 


Titusville 


OWL CREEK, the shallow but vital waterway of the area, 
\. was used in the boom days to transport oil to market 
horse-drawn flatboat. Today, streams like this are ; 
mde noted for scenic drives, but as you drive along the Petroleum ; . 
banks, think of the history that's lurking there Center @ - r ip ida 


a 
. & ONE OF THE cpeapincattons OIL WELLS can 
= be seen at Oil City, Called “McClintock No. 1,” 
THE STATELY HOMES Of Parly.gil men are still to Pithole i: was drilled jp*August).1861, and is still produc- 
be seen—like “the old McKinney M ing to@&¥"Tn your own Magic Circle, there are 
ville. And when you drive by sucha landmark, 4 Es ola AE all around you; 
anywhere, the fun is in knowing what bnce hap 
and seeing what it looks Like now. 


lace” in Titus- 


2 





pened there 


ol Cite 


 —S/ SE 
renting 
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On August 27, 1859, a man named Drake drilled 
the first oil well in the United States—and quickly 
turned this quiet section around Titusville, Pennsyl- 
vania, into a roaring area of colorful boom towns. 
And here, the Petroleum Industry was born. 

Today, the mementos of those times make this 
area an “Oil Centennial Magic Circle’’—and a per- 
fect example of the kind of thing you can find in your 
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(To obtain 


own area. Because all around you, anywhere you 
live, there’s a “Magic Circle’ full of fascinating 
things to see and do by car. 


This series of advertisements is published by Ethyl 
Corporation, to help you get more enjoyment oul of 
your car. Ethyl Corporation manufactures antiknock 
compounds used by oil companies everywhere to im- 
prove their gasolines and your driving pleasure, 


more data on advertised products see page 200) 








The Fastest ( ; 
a CO Safest, Surest Coupling Known! 


—_— ~2sS OPW KAMLOKS add extra life to hose . . . guarantee 
% — greater security in handling all types of liquids. A perfect- 
— i ; ly, tight. no-leak seal is made instantly without twisting, 
. : kinking or straining of hose. Merely slip Adaptor into 
Coupler and = cam levers down. No threads to engage, 

no twisting friction against gaskets, no tools required for 





a connection that holds fast, stays tight. 


OPW KAMLOKS are available in any combination to meet 
coupling requirements in sizes from 2” to 6” inclusive. 


ALL OPW KAMLOKS ARE 100% GAUGED FOR COMPLETE INTERCHANGEABILITY. 
4 All styles of Adaptors fit in all styles of Couplers of the 


same size. 


BRONZE » MONEL © ALUMINUM © STAINLESS STEEL » SEMI STEEL 








Free Catalog F-10R provides de- 
tailed recommendation and sizing, 


charts — factual information to 
help in planning, selecting and opw C @ g e te ) # AT t & & 
determining installation. —\ 2735 Colerain Ave., Cincinnati 25, Ohio, Kirby 1-5400 
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Semiannual survey: Motor oil ratios still dropping 
Fuel Oil 

Here are four more ways to cut nozzle coking 
Transportation 

How Shell’s new separator cuts pipeline costs 
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What oil marketers can learn from other retailers 


New Ideas in Stations 
Phillips puts new slant in station design 


Automotive 
What diesel cab experiments mean to oil men 


Tires-Batteries-A ccessories 
Why customers should be sold on better batteries 
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Dilemma: Too many pumps, too few buyers 
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Ahead cf the News About Oil People ... 
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Letters 
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Refinery/terminal prices ; 214 ee Ideas . 


Crude oil prices wee a Regions 
Tank wagon prices 216 What They're Saying 


Top of the Month 


CENTURY SPECIAL: From the Drake well 
to the Atlas ICBM—that takes in oil's 
first 100 years. It’s been a pretty unusual 
century, and this is a pretty unusual issue 
of NPN (which passed its own _ half- 
century mark last February). 


HELLO, 2000. For one thing, this issue 
will be part of the oil time capsule to be 
sealed at Titusville, Pa., on Aug. 27 
(see p103) and opened in 2000. That puts 
the emphasis on permanence. Here are 
some of the features that should be as 
interesting in 2000 as they are today: 


O1L’S ROLE ‘IN ‘MODERN HISTORY—A 
graphic panorama of people, places and 
events of oil's first hundred years. It’s 
something you'll want to keep, and you'll 
find it on page 113. 


HOW TO KEEP UP WITH THE INDUSTRY— 
A glossary of oil terms from each seg- 
ment, written especially for marketers. 
Page 119. 


NPN‘s HALL OF FAME—A gallery of Big 
Men in the industry who helped make 
marketing what it is today. Page 137. 


AND DON’T MISS any of the other fea- 
tures in NPN’s special centennial section. 
It starts on page 111. 
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JAKE YOUR 
PROBLEMS TO THE EXPERTS... 


Your 
Mobil Specialists! 


YOU'RE MILES AHEAD WITH MOBIL! 


LOOKING FOR NEW DEALERS? 


Finding the right men to represent you. Training them. 
Keeping them! That's knowledge vital to your business. 
And it’s yours in the Mobil Dealer Selection Program. 
At your request, a trained specialist will be glad to 
help analyze your personnel situation and make defi- 
nite recommendations. Additional experts are avail- 
able to assist you with other tough problems too. 
For instance, help you reduce loading time. . . help 
set up a preventive maintenance program . . . help 
institute management procedures that make running 
a business easier—and more profitable. 

That’s why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products . . . 
add up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He’s your 
direct line to the specialists. 


Tune in “‘TRACKDOWN”’ every week, CBS-TV. 
See your local paper for time and station. 
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Behind Our Headlines 


Black Gold Jubilee 


HIS IS a double-barreled anniversary year: the oil 
: industry’s one-hundredth and NPN’s fiftieth. 
Co Last February we celebrated NPN’s birthday with 
the Golden Anniversary issue. 
o With this issue we pay tribute to the oil industry’s 
ae centennial. I think you'll find it unique. Call it the oil 
ae Ree marketer’s tribute to the industry’s century jubilee. We 
aed selected August to commemorate the occasion because 
it was just 100 years ago this month that oil was 
discovered in Titusville, Pa. 
Let me tell you about the special feature we have 
for marketers. 
e@ Our own spectacular is a chart that shows how 
Sey oil’s progress has paralleled national and world de- 
velopment over the past century. We call it: Oil’s 
preg Contribution to Human Progress. 
re ae When NPN introduced it in 1936, this chart was an 
Say immediate hit with our readers. Many of them framed 








TC 








ons ON: Marvin a : the chart for display in their offices. 
on 2-1793, CHICAGO: Lew You can give a lot of credit for this chart to Halsted 
¥ ve, MOha k 4-5800. DET : Park, Gulf jobber in Katonah, N.Y. For five years 








now, he has carried out a one-man campaign to have 
NPN bring the chart up to date. Now I can thank him 
for his persistent needling, although there were many 
times I felt like ducking out of sight because I knew 
he was going to nag me about the chart. 

e A marketer’s guide to the oil industry is another 
unusual feature (page 119). 

It’s a combination primer-glossary designed to ex- 
plain to marketers the other segments of the oil indus- 
try: exploration, production, refining and transporta- 
tion. 

It’s done in the same spirit we gave you “Quick 
History of Oil Marketing” in February. It’s a painless 

poe tek p Rit sient eyed Pils dosage of vital information, interesting and educational. 
a PE Tene lie Beye oe This will be very handy for training programs and 
eh ie | eae  Advertis : refresher courses. 

e@ The oilmen’s Hall of Fame is another NPN in- 
novation (page 137). 

In this gallery are some of the men whose impact 
was so great they exerted a decisive influence on the 
industry. NPN does not pretend that the roster is 
complete, but at least it embodies a nucleus of per- 
sonalities who must be considered “Big Men” in the 
industry. 

For a further rundown on the centennial salute, see 
the table of contents (page 3), and then turn to page 
111 for the centennial section. 

Many happy returns, Industry! If the next 100 
years are half as exciting as the first hundred, they'll 
beat any thriller hollow. 
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The only important 
concept in metering 


In the few minutes it takes to load just 
one big transport, a bulk meter measures 
product worth as much as the meter itself! 
That same meter may handle a million 
dollars of your money this year. Think 
how much a slight unsuspected error 
could cost you! 

The same’s true for tank truck meters, 
too. A small error on one truck alone could 
easily give away $2,000 in one year. 

Accuracy is the only important factor 
when buying a meter. All other factors 
such as lower loss of head, or lower price 
take a back seat. 

Make sure you get true three- 
dimensional accuracy. The first dimension 

..accuracy at one rate of flow at any one 
time... is easy. Most meters have it. But 
be sure your meters have the second 
dimension...accuracy over a wide range 


of flows. Most important, buy meters with 
the third dimension: accuracy that’s sus- 
tained over many years...accuracy that 
doesn’t shift or drift every time you turn 
your back. 

Neptune’s fine reputation and leader- 
ship is based on true three-dimensional 
accuracy. Some of the reasons you can see 
with your eyes. (A Neptune representa- 
tive will be glad to show you.) For posi- 
tive personal proof, make your own tests 
...keep comparative records. And ask 
your neighbors. 

Ask too about Neptune’s cost-saving 
and time-saving Unit Replacement Plan, 
designed to keep busy meters always at 
peak accuracy without tying up racks 
and trucks...another reason why more 
Neptune petroleum meters are in use than 
any other make. 


for a better / measure of profit 


NEPTUNE METER COMPANY / I9 West 50th Street, New York 20, N.Y. 





GREATEST OUTPUT AT THE NOZZLE Ke! WHERE IT COUNTS 


RAM submerged pumps have greater capacity at the dispenser 
nozzle than any other units of similar type. And you enjoy 
complete flexibility with RAM, the pumping unit that’s designed 
to handle fuel developments of the future. No chance of vapor 
lock, no matter how volatile the fuel. 


HIGH OUTPUT 14 H. P. 4-stage RAM is your best bet for 
those stations demanding top performance from up to three 
dispensers on one pumping unit. As a matter of fact, it can’t be 
beat at the nozzle. 


HIGH OUTPUT % H. P. 4-stage RAM exceeds gallonage 
requirements for the busiest super service station! With 
automatic nozzles operating simultaneously, this RAM unit gives 
eight vehicles all the motor fuel the average car fill can handle. 


And for MATCHED-FLOW performance, Bennett recommends 
its 2000 Series dispensers with the exclusive “friction-free” 
all-metal “fuel-proof” meter. Write or see your Bennett 
representative for more information. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION ¢ Muskegon, Michigan 


Standard District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
for Dallas * Denver © Detroit * Kansas City © Little Rock « Los Angeles * New Orleans « New York 
° Philadelphia « Pittsburgh * Rochester * Salt Lake « Seattle « St. Paul * San Francisco 
Comparison IN CANADA: JOHN WOOD COMPANY LIMITED © Toronto » Montreal © Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N, Y. Cable “‘WOODINTER”’ 
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An Independent Strikes Back 


Wipe out the private brander and you wipe out 


all independents, argues a Midwest independent 


alarmed by a branded jobber’s call for war 


To THE EDITOR: 


I was alarmed at the attitude of such 
independents as Titus Williamson 
towards his fellow independents that 
are independents and who pioneered a 
place in this business for independents. 
[Williamson, an Amoco jobber in 
southeastern North Carolina, called 
for war by majors and their distribu- 
tors against unbranded gasoline sales, 
NPN—July p32]. 

Private brands in the oil industry 
are not new or novel. Who were many 
majors if they were not started by 
independents with a private name for 
their products? 

What are majors doing about private 
brands now?—they are buying private 
brand companies and continuing to 
operate them under the independent 
brand with their same price policies. 
Mr. Williamson doubtlessly has some 
of these operations right under his 
nose. In our area Standard of New 
Jersey is “Hoosier Pete” and “Okla- 
homa.” Oklahoma is into it pricewise 
with Sun. Our markets are demoral- 
ized by this feud—no independent is 
at fault or knows what to do about it. 

These incidents are under my nose 
and account for a fraction of a per- 
centage of similar deals all around us 
(NPN—July pp 80-81). 

If the private brands are growing 
and building fine stations, it is because 
the majors want them and perhaps are 
furnishing them with capital for im- 
provements in return for their busi- 
ness. Why does Gulf supply Spur and 
why does Spur buy from Gulf? One 
major in our area promotes and 
finances independents under various 
brand names and is paid off by the 
gallon. Some of these can be taken 
over by the supplier whenever he be- 
lieves it to be advantageous. 

Some of Mr. Williamson’s sugges- 
tions are good but impossible because 
of anti-trust laws. I am wondering if 
the majors are enjoying the protection 
of these laws. 

What can Mr. Williamson be think- 
ing, if he is an independent jobber, 
when he intimates that the right to 
make gasoline and sell it is a special 
right for the major companies? By 
right and might he would have them 
wipe out the independent. Wipe out 
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the independent private brand and you 
wipe out all independents. 

JAMES A. HOGSHIRE 

President 

Wake Up Oil Co. 

Indianapolis, Ind. 


>Being a small unbranded operator, 
I contend that I have as much right 
to advertise price as another man has 
to advertise brand. With “exchange 
of product” being as it is, many re- 
tailers are selling a brand other than 
that advertised and are unaware of the 
fact. 

The solution of this problem is quite 
simple. Have Congress pass a law that 
no product can be sold under more 
than one brand name. Have this pro- 
posed law cover all fields (food, cloth- 
ing, appliances, etc.). The result 
would make oldtimers wish for the 
“good old days.” 

WATSON A. TROWBRIDGE 
Watson Oil Co. 
Chandlerville, Ill. 


Figuring Fuel Costs 
PIt has always been surprising to 
me, in contact with as many fuel oil 
marketers across the country as | 
must be, how relatively few oilmen 
have even an elementary understand- 
ing of the simple arithmetics involved 
in making fuel costs comparisons 
(“How to Figure Gas vs. Oil Cost” 
NPN—July p114). Yet one of the first 
service should know is how his mer- 
chandise compares, costwise, to other 
things a purveyor of any product or 
available goods or services. Your 
article thus is most timely and valu- 

able. 

FRED S. BURROUGHS 
Secretary 
National Fuel Oil Council 
New York, N. Y. 


Many an oilman has been com- 
pletely bewildered by a_ prospect 
choosing gas after he had been shown 
a 20% saving in fuel costs if he chose 
oil heat. Even a freshman gas sales- 
man knows how to do it. 

First he deducts 15% 





off oil’s Btu 


output, per the efficiency ratings in | 


the AGA handbook. Then he adds 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 
Coupling 


pn 


EVER-TITE Dust Protectors 


(To obtain more data on advertised products see page 200) 





LARGHST 
SALES FORCE 


ANYWHERE IN U.S. 


Day-to-day availability of Scovill salesmen and 
technicians assures finest service and advice! 
When you specify fuel oil and gas pump couplings 
by Scovill, the technical advice and services of the 
industry’s biggest sales force become immediately 
available. You get expert, personalized service when 
and where you want it. You get fast delivery, too 
... all orders are processed the day received. 


Every size is always available for immediate ship- 
ment. That’s because Scovill makes a complete 
range—from */,” to 3” in fuel oil couplings... and 
all standard sizes in gas pump couplings. For full 
details, write: Scovill Manufacturing Company, 
Hose Coupling Department, Waterbury 20, Conn. 


Ee 


MAIN OFFICE: 99 Mill Street, Waterbury, Conn. CLEVELAND: 4635 W. 160th Street LOS ANGELES: 6464 E. Flotilla Street MOUSTON: 2323 University Bivd. SAN FRANCISCO: 434 Brannan Street TORONTO: 334 King Street East 


(To obtain more data on advertised products see page 200) 


Hose couplings 
by SCOVILL 
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$10 for operating oil burner motors, 
then another $15 for burner service 
(which they give free). Next he de- 
preciates the more expensive oil equip- 
SOG 5! Fs 
This is all written down in an au- 
thoritative-looking comparison chart. 
In our area, they have no trouble re- 
ducing the 30% gas disadvantages to 
a point where oil costs more than gas. 
ROBERT LYNCH JR. 
Secretary 
Better Home Heat Council 
Hartford, Conn. 


Not Me 


> Your July regions column (p17) tells 
of a new unbranded operation in 
Greenville, S. C., the Consolidated 
Oil Co. A section reads, “To make 
jobber tempers even shorter in Green- 
ville, the unbranded product is coming 
from a Charleston, S. C. oilman. He 
sells major-brand gasoline in Charles- 
ton and both major and private-brand 
products in Greenville.” 

To keep the records straight, I 
would like to point out that our com- 
pany does not supply Consolidated Oil 
Co. with its petroleum products in 
Greenville, S. C., and is not the com- 
pany referred to in the article. 

J. H. WHITE 
President 

Port Oil Co. 
Charleston, S. C. 


Portable Skid-Tank Stations 


I believe the “Skid-Tank Invasion” 
(NPN—June p87 and July p95) is 
a natural reaction on the part of the 
independent, since the majors have 
entered the private brand field 
through the purchase of “matured” 
independents. 

The private branders who have not 
sold are in the position of having ex- 
panded into near major status as far 
as investment, quality products and 
good operations are concerned. Yet 
they are unable to meet the competi- 
tion of the majors’ recently acquired 
private brand stations, together with 
their huge advertising appropriations 
and other major advantages. 

It appears we have completed an- 
other cycle. Possibly the skid-tank 
version is . . . “shirtsleeves to shirt- 
sleeves” for the private brander. 

JAMES A. HOGSHIRE 
President 

Wake Up Oil Co. 
Indianapolis, Ind. 


Sales of unbranded gasoline have 
been increasing rapidly, and _ these 
people seemingly can do more with 
a facility so designed than we can 
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where price and price alone is a de- 
termining factor. 

Whether these inexpensive skid- 
mount stations will grow tremen- 
dously in years to come will have 
to be seen. It appears to me there is 
a limit someplace along the road as 
to how much of the market potential 
they can secure. 


E. L. HEMMING 
Coordinator 

Retail & Jobber Sales 
Gulf Oil Corp. 


Letters 


Over-All vs. Driver Bonus 


>I was very much interested to 
read about Morton Oil Co.’s bonus 
setup (July pll2). I have steered 
away from any similar setup as I feel 
that many complications can arise. 
Much can be done by more modern 
procedures and with modern equip- 
ment that is not attributable to the 
efficiency of the delivery man. This 
can make former quotas inequitable. 
And where will bonus payments stop? 
Efficient operation is dependent upon 





NEWS 





your air 


compressor 





mail coupon today! 





| 
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Yes, it’s right in there working for you every hour — hoisting, 





operating air tools, lubricating, tire servicing, painting, spray- 


o? 


washing and even crushing oil cans! That’s why it makes so 
much sense to get a compressor you can depend on —a reliable 
Quincy. Models available for every automotive need — genuine 


Quincy parts and service available almost everywhere. Clip and 


QUINCY COMPRESSOR CO. Dept. NPN-859 
QUINCY, ILL. 

Gentlemen: 

Send free catalog of Quincy Compressors for 
automotive use. 
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COMPRESSORS 





COMPANY 





ADDRESS 





city 
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How Thermoid made ground-refueling hose 
to meet toughest government specifications 


1. Developed a tube compound that can carry all aircraft 
fuels without showing appreciable signs of swelling or loss of 
adhesion to the carcass. A tube that withstands constant 
bending, twisting, and flexing without ply separation. Per- 
forms well in the range —40°F to +130°F. 


2. Developed a tube reinforcement that is lightweight for easy 
handling and storage, yet able to withstand extremely high 
pressure without bursting. Resists weather, mildew, rot, 
and oil. 


3. Developed an abrasion- and oil-resistant cover compound 
that protects the tube and reinforcement from damage when 
the hose is dragged over concrete aprons. 


4. Completely bonded all component parts by an exclusive 
process of curing and manufacturing to provide a ground- 
refueling hose that is not only strong and easy to handle, but 
the safest ever built. 


Get complete information on Thermoid-Quaker ground-refuel- 
ing hose from your local Thermoid industrial distributor, or 
write Thermoid Division, H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


THERMO/D DIVISION 


H.K.PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION: Electrical Equipment— 
DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION; Copper and Alloys—RIVERSIDE-ALLOY METAL 
DIVISION; Refractories—REFRACTORIES DIVISION; Electric Furnace Steel—CONNORS STEEL DIVISION, VULCAN- 
KIDD STEEL DIVISION; Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN WIRE 
ROPE DIVISION, MOULDINGS DIVISION, H. K. PORTER COMPANY DE MEXICO, S. A.; and in Canada, Refractories. 
“Disston” Tools, “Federal Wires and Cables, “Nepcoduct’” Systems—H. K. PORTER COMPANY (CANADA) LTD. 








| 
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Letters 


dispatchers and other office workers. 
Why should they not be on a bonus 
basis also? 

We have used a simple plan for 20 
years. We set-up a quota which is the 
average of our output for the same 
month of the two previous years. One 
ton of coal equals one unit; 200 gal. 
of oil equals a unit; $20 of equipment 
sales is a unit. If the quota is exceeded, 
everyone in the organization gets a 
bonus of $7.50. If we exceed the 
quota by 15%, everyone gets $15. If 
it is the biggest month ever, everyone 
gets $30. 

We feel this has a tendency to make 
each and every employe interested in 
the whole success of our operation. 

T. R. LotzEAux Sr. 
T. R. Loizeaux Fuel Co. 
Plainfield, N. J. 


Through June, Loizeaux employes had 
earned four $7.50 bonuses and one $15 
bonus. In 1958 there were three $15 
bonuses and one $30 bonus. 


The one big hitch (in a driver 
bonus plan) seems to be in trying 
to avoid friction in dispatching the 
drivers so that the large and the small 
deliveries are spread evenly. Regard- 
less of how conscientiously a dis- 
patcher may try, there always seem 
to be some drivers who think they 
are being discriminated against so that 
the plan sooner or later bogs down 
because of lack of interest on the 
driver’s part. 

A definite means of handling this 
without causing suspicion would go a 
long way in eliminating one of the 
biggest obstacles to this or any other 
plan. 

W. D. ROTH 
Dahl Oil Co. 


Norwich, Conn. 


>I am collecting experiences from all 
oil companies that I can find that 
have an incentive plan. We have a 
man assigned to study our delivery 
system, our degree day operation, our 
customers individually, one by one; 
and we are weeding out the ones that 
are too expensive to service. We are 
hoping to decide on some sort of in- 
centive plan and have it in operation 
by: fall......... 

Who are the companies using in- 
centive plans, and where are they lo- 
cated? I will send a man to visit every 
one of them. We need that informa- 
tion now so that we can have our 
plan ready before Oct. 1. 

WILLIAM F., BrIGGs 
President 

Valley Oil Co. 
Middletown, Conn. 
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Here’s the best way fo tell customers, Prolong engine life 


“It Pays To Change Oil | | 
Every 1,000 Miles” Change it regularly 
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Display motor oil at the pump island where your 
customers can see and buy. It’s a constant reminder 
to you and your customers that it pays to change oil 
every 1,000 miles. 

And to help you sell more motor oil...help you 
speed up service on the driveway, there’s a complete 
line of SELo1L Cabinets . . . the correct model for every 
service station need. 





have stainless steel guard shields 
on channels, stainless steel sliding door at drain chute, 
and removable display section at front to give easy 
access to waste can receptacle. 








give the greatest amount of dis- 
play at the lowest cost possible ... built to give de- 
pendable service for years. DELUXE 


display motor oil on both sides and are Lowboy Model 56 


equipped to drain and store can cutters and empty Displays 56 quarts of motor oil. 
cans. Finish is two coats of high gloss enamel baked D a fe . a 
on Bonderized steel. Overnight locking covers and Base size 22" x 25". Height 56°. 
doors are controlled by a single lock. Write for full The ideal match for lowboy pumps. 
information today. 











ECONOMY ECONOMY DELUXE DELUXE DELUXE TBA 
MODEL EC-28 MODEL EC-42 MODEL 48 MODEL 72 MODEL 60 


Displays 56 cans. Bose 22” Displays 84 cans. Base 30” Displays 48 cans. Base 22” Displays 72 cans. Base 22” Displays 60 cans. 4 shelves 
x 25". Height 54”. x 25". Height 54”. x 25". Height 48”. x 25". Height overall 66". ot top. Base 26%" x 29". 
Height overall 71”. 


Modern Metal Products Company 
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A NATIONAL INCENTIVE PLAN provides a substan- 
tial boost in sales while improving employee morale. 


“Our @alional Incentive Plan 
$ 
saves us 2,200 a year... 


pays for itself every 12 months!?’—tenhart's Service Center 


Irwin, Pennsylvania 


“A marked improvement in customer 
service and employee morale became 
apparent since we installed National’s 
Incentive Plan for service stations,” 
writes Donald R. Lenhart, owner, Len- 
hart’s Service Center. “Of course, this 
increased working efficiency means 
extra dollars both to myself and to 
each employee. 

‘‘National’s Incentive Plan influ- 
ences each employee to take a more ac- 
tive interest in his job. For instance, 
customers are waited on immediately, 
T. B.A. and oil sales have increased 
substantially, and the separate drawer 
makes each employee personally re- 
sponsible for all the money and records 
he handles. This in turn reduces cash 


and gas shortages by a sizable margin. 
Now our reputation for fast, courteous 
service has rewarded us with many 
new customers — thanks to National’s 
Incentive Plan! 

“T strongly recommend the National 
Incentive Plan to anyone in the service 
station business. It is the only way to 
operate a station whether you have one 
employee or ten. Our National Incen- 
tive Plan saves us $2,200 a year... 
pays for itself every 12 months!” 


Aral Oe ail 


owner 
Lenhart’s Service Center 


THE NATIONAL CASH REGISTER COMPANY, vayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 75 YEARS OF HELPING BUSINESS SAVE MONEY 


14 (To obtain more data on advertised products see page 200) 


LENHART’S SERVICE CEN- 
TER, Irwin, Pennsylvania. 


DONALD R. LENHART, 
Lenhart’s Service Center. 


Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay forthemselves 

quickly through sav- 

ings, then continue to 1884 
return a regular year- MN alional 
ly profit. National's ay po 
world-wide service or- «J 
ganization will protect YEARS 
this profit. 1959 


* TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


ner paper (No Carson Required) 


NATIONAL PETROLEUM NEWS * August, 1959 





Money-Making Ideas 


A PRIVATE DISCOUNT deal for 
regular customers has doubled volume 
and profits in eight months for Fred 
Low’s Mobil station in San Francisco. 
Membership in Low’s Low Price 
Service (LPS) costs $3.50. A member- 
ship card and a windshield sticker 
entitle you to 3¢ gal. off on gasoline 
and 30% off on oil, plus substantial 
discounts on service work and retail 
purchases. 

Low got his idea from two success- 
ful San Francisco department stores 
operating on the private-membership 
principle. Both have gasoline outlets. 

Low advertised his plan throughout 
his neighborhood with handbills. He 
says word of mouth has built mem- 
bership to 500, and it’s still growing. 


$ 


HI-FI STEREO recordings of engine 
and pre-ignition knock were used by 
D-X Sunray to emphasize engine ef- 
ficiency to 10,000 dealers, distributors 
and salesmen during spring sales 
meetings. The demonstrations pin- 
pointed the advantages of high-octane 
gasoline in improving engine per- 
formance and mileage. 


$ 


FOR JOBBERS, consignees and _ all 
who distribute TBA merchandise with 
the help of a combination sales and 
delivery truck, here’s a way to save 
back-tracking and pick up extra busi- 
ness: Have some one in the office 
phone the previous afternoon to each 
station on the truck route for the 
next day. Ask if there’s anything 
special they want so you can be sure 
it’s on the truck when it leaves. 


$ 


A NEW YORK fuel oil jobber keeps 
his tenement and apartment gallonage 
growing this way: He gets advance 
information on pending property sales 
and then tries to get in on the closing 
by testifying on the value of fuel oil 
in the tanks. He says this gives him 
a chance to sell the new property 
owner on his company’s service. 


$ 


HERE’S ONE dealer’s way of keep- 
ing a new-battery prospect on the 
string: “I sell him a used battery for 
$4. Maybe he can’t afford a new 
battery right away. But I tell him 
that when he’s ready to buy to bring 
the battery back and I'll give him $4 
discount on a new one. It’s like leav- 
ing a deposit on a new one.” 





TANK CAR— 
TANK TRUCK 
UNLOADING HOSE 


Legtdiveight ...EOR EASY HANDLING 
Niukproof. ... FOR FULL, FAST FLOW 


Chowecble ... FOR LONG SERVICE LIFE 


For important savings in handling gasoline from tank car or truck, 
be sure the hose you buy is “NEWTYPE”. 

Full inside diameter, even on sharpest bends. 

Highest resistance to wear and weather. 

Yellow spiral stripe for easy identification. 

Sizes 1%" to 4" 1.D., in maximum lengths of 50 feet. 


“if it’s GOODALL, it Must be GOOD!” 





Goodall Rubber Company Date 
Whitehead Road, Trenton 4, N. J. 


Gentlemen: 

O Send “NEWTYPE” Catalog and Prices (©) Have your representative call 
Company 
Address 
City. 
Alt. of 


























Standord of Quality—Since 1870 Mi) HOSE - BELTING - FOOTWEAR - CLOTHING 
W</ AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODALL Company 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 
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What They’re Saying 


About expansion opportunities ... fighting electric heat 


The Rube Goldberg effect . 


6¢ There is no type of business, 
whether it produces merchandise or a 
service, or distributes any type of 
merchandise at wholesale or retail, 
which cannot, by the application of 
fresh and imaginative creativeness, 
expand its market.” C. G. Mortimer, 
president, General Foods Corp. 


¢¢ It would be cheaper to tear down 
a school and rebuild it than to try 
to replace resistance-type electric heat 
once it has been installed.” J. W. Kirk, 
Fuel Oil Equipment Co., Roanoke, Va. 


6¢ Often the unexpected thing that 
happens when the machinery of the 
law grinds into motion is that, out of 
nowhere, behind the man who pulled 
the original lever a giant boot appears, 
swings into action, and kicks him hard, 
right where he will feel it most. This 
Rube Goldberg effect can happen 
with any law or any piece of legisl»- 
tion.” John J. Scott, general counsel, 
Socony Mobil Oil Co. 


.. breaking up the majors’ 


¢¢ There are two alternatives to the 
problem of oversupply: voluntary re- 
duction by the refiners or government 
control over the refineries.” W. D. 
Macgill, president, Virginia Petroleum 
Jobbers Assn. 


¢¢ Few private labels, charged with 
the cost of research, warehousing or 
market development could sell at their 
present price tickets. In a word, for 
the most part they ride the coat tails, 
travel the well blazed paths of makers’ 
brands.” Henry E. Abt, president, 
Brand Names Foundation. 


¢¢ The future will be tough for the 
fuel oil distributor. He must alter his 
operations, change his office proce- 
dure, even give up his own bulk plant. 
He will have to promote his own 
or major brand more. The majors, 
through subsidiaries and peddlers, may 
leave no room for the distributors.” 
Julius Loeffler, president, Commerce 


¢¢ ‘Break up the majors’ [divorce- 
ment] is just a Congressional version 
of the old mid-winter pastime known 
as ‘break up the Yankees’—the only 
difference being that ‘break up the 
Yankees’ is a lot more fun because 
you can try to guess who would get 
Yogi Berra.” W. B. Hawke, assistant 
manager, foreign sales, Texaco, Inc. 


¢¢ When one of you gentlemen [job- 
bers] builds a new station, or rebuilds 
an existing one, or abandons an un- 
economic one, that’s progress. If your 
own supplier opens a station in the 
next county to your area, that’s pro- 
gress too because it should help the 
acceptance of the brand you represent. 
But if a competitor opens a new sta- 
tion in your territory, that’s over- 
building.” George D. McDaniel, man- 
ager, dealer and distributor relations, 
Mobil Oil Co. 


Saying-of-the-Month . . . 





¢¢ If someone were to ask me to pen a 
sentiment for the benefit of young 
men who have to face the temptations 
of the world, I do not know of any- 
thing better to say than, ‘Tell the boys 
to drink water.” Coal Oil Johnny 
Steele, notorious playboy of early oil 
boom days, quoted in “The Great Oil- 


Petroleum Co., Chicago. dorado,” by Hildegarde Dolson. 


VIKING PUMP SALUTES 
PETROLEUM 


our no. 1 customer 


A hearty Viking salute to the Petroleum Industry on 100 years of progress. Since 
1911, when Viking Pump Company was founded, we've progressed with you. 
Today, Vikings pump more petroleum products than any others. Ranging from 
LP-gas through gasoline, fuel oil, lubricants and petro-chemicals to heavy greases 
and asphalts, those products require a variety of Vikings—from little 374 GPM 
lubricating pumps to 1050 GPM barge terminal giants. 


Viking Pump's original 'gear-within-a-gear" principle has 
proved itself through 48 years of petroleum pumping. It's 
positive action and economical operation have made it 
readily adaptable. In fact, there seems to be no end to the 
uses for Viking Pumps. And there is definitely no end to 
the gratitude we feel toward the petroleum industry. 


VIKING PUMP COMPANY 





(To obtain more data on «¢ 


Cedar Falls, lowa, U.S.A. In Canada, it’s “ROTO-KING” pumps 
Offices and Distributors in Principal Cities. See Your Classified Telephone Directory. 
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Get your dealers to enter 


PUROLATORS 


126,000° 


DEALER PRIZARAMA 


@® Over 2400 fabulous prizes! @ No limit to entries . . . the more the dealer 
3 Mammoth Drawings! sends in the better his and your chances! 


@ For Service Station, Garage and ® No jingles—No puzzles— 
Car Dealer Personnel only *! Nothing to buy! 


*Purolator Supplier Salesman gets a duplicate 
of dealer prize in Drawing No. 3. 


Here’s all the dealer 
has to do— 


Dealer places a Purolator “Seal of Protection” 
sticker on a customer’s car or truck. 
There’s a sticker in each Purolator carton. 


Sweepstakes entry blank is printed on the 
back of the ‘Seal of Protection.’ Dealer 
peels it off when sticker is placed on vehicle 
—fills out entry neatly and completely. 


Dealer mails entries in an envelope to 
Sweepstakes headquarters in time for each 
of the 3 drawings (July 31, Sept. 30, 

Nov. 30). Remember, no limit to entries. 


Get your dealers to start sending entries now! 
; eee The Standard Equipment Line 
on mnree,. § 
J PUROLATOR 
a sPurcaor” an “Saper Mron” OIL, AIR, & FUEL FILTERS 
PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontarie, Canada 


August, 1959 + NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 200) 





there’s more to Cities Service 
than meets the eye! 


“Old Faithful” is as entertaining as it is punc- 
tual. But few observers realize they are actually 
watching the steaming aftermath of great vol- 
canoes which raged thousands of years ago. 
Similarly, the facts of oil company operations 
escape the casual observer. Not many for ex- 
ample, would imagine that Cities Service prod- 
ucts are found not only at service stations but as 
ingredients in drugs, plastics, clothing, building 
materials and countless other items. Few envi- 
suladien of weleamaen hak eniied sion the world-wide operation this entails. 
thousands of years ago. Still To help meet present petroleum needs, Cities 
hot, voleanic rock deep beneath Service has invested a billion dollars in modern 
the earth heats water around facilities. Meeting future demands will be even 
it beyond surface boiling tem- more costly. Thus, within the past two years, 
peratures. This water expands Cities Service has spent over $350 million for 
under pressure into steam, ex- 
ploding upward with such this purpose. 
force that it pushes a column Only in this way can America be given what 
of water as high as 150 feet she must have for progress—more jobs, more 
and more into the air. and better petroleum products. 


“Old Faithful” is a modern re- 


cewtet CYS First ceyruRY 
; Deinang IN FREEDOM 
vest WORKING FOR PROGRESS 
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The Midwest 


Why Indiana Standard’s 
giving burner service 


STANDARD OIL (Indiana) is now 
offering for the first time a package 
burner service plan in many of the 
company’s marketing regions. 

Although _his- 
torically Standard 
has shunned 
burner service, 
the company last 
year conducted a 
full year’s testing 
of burner service 
in the Milwaukee 
area and appar- 
ently was pleased 
with its findings. 

“Just good 
business,” says a 
company official. “After all, we sell 
the customer the fuel.” But he admits 
the burner service plans of competi- 
tive marketers were a factor in 
Standard’s decision. 

Three Plans—<Actually, the com- 
pany will offer three plans. 

The basic (comprehensive) provides 
a full year’s guaranteed service, in- 
cluding annual inspection and clean- 
ing of the heating unit plus 24-hour 
emergency service throughout the 
year. 

This plan also provides for replace- 
ment of certain parts: such as, burn- 
er motor, blower motor, storage 
tanks, belts, thermostat controls. 

Price may vary slightly from re- 
gion to region, but company officials 
say it will run under $40. It'll be 
prorated over a nine-month heating 
season and added to the monthly bill. 

A second plan, less expensive, of- 
fers annual inspection and cleaning 
and 24-hour emergency service but 
not replacement of parts. 

A third plan, least expensive, gives 
only 24-hour emergency _ service. 
Parts are extra, too. 

In the latter two plans, the cost 
of any necessary parts would be pro- 
rated to monthly heating-season pay- 
ments. 

All servicing will be done under 
contract by local burner service firms. 
Standard will dictate specifications. 

Upshot—It’s up to regional man- 
agers to put the burner service plan 
into operation in their areas. Already 
the plan’s been adopted for key cities 
like Chicago, Detroit, Milwaukee and 
Duluth. As the heating season draws 
nearer, more will undoubtedly be 
added. 


By Lewis Brigham 


“Death of a 
Salesman’‘‘ is 
having a long 
run in Anderson, 
Ind., where this 
sign greets mo- 
torists on State 
Road 9. It’s on a 
station owned by 
jobber Arnold 
Jones. 


The full impact of the plan prob- 
ably won’t be known until early fall. 
In the Chicago region, company of- 
ficials report “it seems to be catching 
on pretty well.” 

(Footnote: Trading stamps, which 
Standard started giving in the Chi- 
cago area last year on fuel oil pur- 
chases, will not be offered on the 
cost of the burner service plan.) 


>The Illinois House of Representa- 
tives killed a bill that had national 
as well as state overtones. 

The House voted down a proposal 
that would have allowed Cook 
County (Chicago and suburbs) to 
levy a special 1¢ tax on gasoline with- 
in the county border. Proceeds would 
have gone to finance mass transit im- 
provements for the Chicago Transit 
Authority. 

This proposal first came up in 1957 
when the then deficit-ridden CTA was 
looking for a way out of its fiscal 
dilemma. It was beaten then, too. 

Even though the bill has been beat- 


IN NEXT MONTH’S 


NPN 


“What's Hot in Heating Oil’—a 
special report on the newest and 
hottest trends and methods in the 
heating oil business today. You'll 
get the latest information on: 

@ Sales and consumption trends 
. » « weather forecasting for in- 
creased efficiency . . . fast-fill 
equipment .. . the trend in mar- 
gins 

®@ Getting leads on new busi- 
ness ... premium billing . . . 
modernizing your plant (and your 
customer's)... free service .. . 
and many more 
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en again, it alarms oil men. That's 
because it involves another kind of 
diversion of highway user tax reven- 
ues. 

The bill’s proponents reason that 
urban transit systems are simply “ex- 
tensions” of conventional highways 
and, as such, merit a share of highway 
user tax revenues. 

Moreover, they argue, most city 
planners see future urban transporta- 
tion as a combination of car and pub- 
lic transport: that is, commuter park- 
ing at the fringe of the city and urban 
transit facilities to get downtown. 

Of 89 votes needed for passage, 
the bill picked up 75. There were 30 
absences and abstentions. 


Shell Oil Co. will be able to store 
420,000 bbl. of butane, a gasoline 
blending component, in underground 
storage at its Wood River, Ill., re- 
finery by mid-1960. 

The company will sink two 42-in. 
diameter steel-lined shafts 450 ft. 
deep. Massive machinery will be low- 
ered to working depth piece by piece 
and reassembled in the cavern. 

Butane will be pumped into stor- 
age by refinery units and will be 
pumped out of storage by two units 
installed in the cavern. 


In North Dakota, bulk gasoline 
dealers now allow a tax credit to re- 
tail dealers to take care of “shrink- 
age” that always occurs at the service 
station. This allowance, adopted by 
the 1959 legislature, became effective 
July 1. 

Under the law, the bulk dealer 
credits the retail dealer with 1% of 
the total fuel tax. This amount is 
noted on the face of the invoice at 
time of delivery. 

The bulk dealer then may deduct 
the total credit allowances granted to 
retail outlets from his payments to 
the state auditor. 

(More regions on page 21) 
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TAMPICO TAMPICO 
GULF OF MEXICO VERACRUZ VERACRUZ* 


PORTS MINATITLAN MINATITLAN 
NANCHITAL 


GUAYMAS GUAYMAS 
PACIFIC OCEAN MANZANILLO | MANZANILLO 
PORTS SALINA CRUZ | SALINA CRUZ 


* EFFECTIVE NOVEMBER DIESEL BUNKERS 
WILL BE AVAILABLE AT VERACRUZ 





PRICES AS PUBLISHED IN THE NATIONAL 
PETROLEUM NEWS (SUBJECT TO CHANGE) 
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Regions 


The Rockies: Oil Pitches Into Centennial 


Majors help Colorado 
celebrate birthday 


OIL COMPANIES are playing a big 
role in Colorado’s own centennial 
celebrations reaching a_ peak this 
summer. 

The celebra- 
tion is a _ year- 
long affair but 
concentrates on a 
“Rush to the 
Rockies” tourist 
promotion. That’s 
when Colorado’s 
weather, fishing, 
sports and moun- 
tain _ recreations 
are considered 
best. 

Standard Oil 
(Indiana) calls attention to Rockies 
travel with its “As you travel, ask 
us” program at 28,000 Standard, Uto- 
co and Amoco service _ stations 
throughout the nation. 

Dealers give motorists detailed 
information on Colorado hotel ac- 
commodations, restaurants, church 
locations, sports and entertainment 
attractions, scenic and highway in- 
formation. 

Standard’s coordinated radio, tele- 
vision and newspaper campaign in- 
vites motorists to visit Colorado for 
“hundreds of special events being 
held in every city in the state as a 
part of the Centennial year celebra- 
tion.” 

Travelers are urged to stop at 
Standard stations on the way to Colo- 
rado for more detailed information. 

Continental Oil Co., biggest mar- 
keter in the Rockies, featured in the 
June edition of its Red Triangle mag- 
azine a “Salute to Colorado.” The 
inagazine is distributed throughout 
the United States and in several for- 
eign countries. 

fhe Conoco Salute gives special at- 
tention to events in Denver, the Air 
Force Academy and _ Colorado 
Springs. The article notes that Con- 
oco, founded at Ogden, Utah, in 1875, 
expanded to Denver a year later and 
has long been identified with Colo- 
rado’s growth. 

Frontier Refining Co., capitalizing 
on its name, features pioneer dress 
at its stations. Frontier also uses the 
early West motif in its television pro- 
motions. 

Sinclair ran full-page four-color 
advertisements in several national 
magazines, featuring Bear Lake in 


Ne eer ae 
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By Frank Pitman 
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Rocky Mountain National Park. The 
ads carried the invitation “Come ride 
the warriors’ trail across the Great 
Divide.” This refers to Trail Ridge 
Road, highest continuous automobile 
road in the world, that crosses the 
Continental Divide over a route pio- 
neered by the Ute Indians. 

The advertisements appeared in 
Time, Newsweek, Saturday Review 
and National Geographic. 
>A major-company executive has 
urged the Rocky Mountains to con- 
sider curbing oil production and mar- 


This new Tokheim Model 86 Electric 
Power Pump is designed, built and 
priced to your consumer needs. Self- 
priming rotary vane-type pumping 
unit is powered by a 4 h.p. capacitor 
motor which starts easily on low volt- 
age often encountered in rural areas. 
Direct drive. No mechanical seals, 
belts or packing; increases efficiency. 
Pump delivers 12 gal. per minute. 


General Products Division 


keting in the interest of conservation. 

In a statement to Continental Oil’s 
directors, president L. F. McCollum 
said: 

“I think the people of the region 
should consider holding production 
and marketing down. This is an un- 
popular view with oil men, but that 
doesn’t bother me. I think it would be 
the best thing in the long run. 

“This is an irreplaceable natural 
resource. You have to find oil at a 
tremendous rate to replace that which 
is produced.” 


NOW-a better pump 


for your consumer trade 


Tokheim Model 86 
Electric Power Pump 


Includes removable strainer screen, 
check, by-pass and relief valves. No 
foot valve is necessary. Tokheim de- 
signed meter with easy-to-read 
counter and totalizer. Handsome, low 
contour styling, rugged baked enamel 
finish. One-year guarantee. Model 86, 
we believe, is ahead of anything in 
the field. See it! Compare it! We think 
you will agree. Write for new catalog. 


Symbol of Excellence 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


1650 WABASH AVENUE 


FORT WAYNE, INDIANA 





Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 


(To obtain more data on advertised products see page 200) 





In two words... 


consumer 
acceptance 





...the remarkable consumer accept- 
ance that has consistently been 
accorded Raybestos brake lining and 
lined shoes. In every independent 
survey of recent years, Raybestos 
has been acclaimed the first choice 
of both dealers and car owners. And 
in 1958 and in 1959, every car that 
crossed the finish line in the Indianap- 
olis “500” used Raybestos. With 
Raybestos, your dealers can offer 
their customers a brand they not 
only know and accept but actually 
prefer because of performance. 


A few of the many outstanding bene- 
fits your dealers will gain from using 
Raybestos brake service products 
are these: 


e National distribution 
Whether you are a national or 
regional marketer, Raybestos can 
fully service your stations, providing 
prompt delivery at all times and 
thus eliminating the need for exten- 
sive inventories. 


¢ Proven merchandising plan 
The Raybestos 7-Point Brake Check 
is the one plan that motivates 
drivers to have their brakes in- 
spected. And your dealers get paid for 
every car they check. 

¢ Helpful merchandising aids 
We are ready to assist you in your 
TBA promotional programs and, if 
you wish, to supply your dealers 
with colorful sales-prompting point- 
of-purchase material. 


If you would like to discuss the possibilities of Raybestos in your service station 
plans, just write to us. We will be delighted to meet with you at your convenience. 


AMERICA’S BIGGEST 


RAYBESTOS DIVISION of Raybestos-Manhatt 


SELLING FRICTION MATERIAL 


Inc., BRIDGEPORT, CONN. 





RAYBESTOS-MANHATTAN, INC., Brake Linings « Brake Blocks « Brake Fluid « Clutch Facings « Industrial 
Rubber « Mechanical Packings « Asbestos Textiles « Engineered Plastics « Sintered Metal Products « Rubber Cov- 
ered Equipment Laundry Pads and Covers « Abrasive and Diamond Wheels « Industrial Adhesives « Bowling Balls 


(To obtain more data on advertised products see page 200) 





Regions 


The East 


Proposed laws may 
cause problems...More 


jobbers switch brands 


MAJORS, consignees, jobbers and 
contract haulers will find their operat- 
ing costs in New Hampshire shooting 
up if the state’s lawmakers go along 
with several pro- 
posed laws. 

Here are the is- 
sues: (1) increase 
weights and meas- 
ures _ inspection 
fees about 100%, 
(2) increase truck 
and load registra- 
tion fees 44%- 
66.7%, and (3) 
open the door to 
higher gasoline 
taxes and regis- 
tration fees and possibly a sales tax. 

The upward move _ has. started. 
Since July 1 New Hampshire is col- 
lecting 1¢ gal. more in gasoline taxes. 
The levy is now 7¢ gal. This puts 
the New Hampshire tax on a_ par 
with Maine’s. Both states now have 
the highest tax in the region. 

The extra cent will bring in about 
$1.9-million a year to cut the $13- 
million deficit in the state highway 
fund. 

Since the bill to increase weights 
and measures inspection fees is an 
administration bill, its chances of pass- 
.ng are good. And if it does become 
iaw, inspection fees would go up like 
this: gasoline pumps, from $1.50 to 
$3; truck meters, from $3 to $6; bulk 
plant meters, $5 to $10; compart- 
ment calibration, $3 to $5. 

Truck license fees (in the classes 
that would include most gasoline and 
heating oil delivery trucks and gaso- 
line and oil transports) would be: (1) 
75¢ per 100 lb. for trucks 8,000-20,- 
000 Ib. loaded, (2) 85¢ per 100 Ib. 
for 20,000-40,000 Ib. loaded, and (3) 
$1 per 100 Ib. for over 40,000 Ib. 
loaded. This proposed schedule com- 
pares with the present flat 60¢ per 
100 Ib. for all trucks over 8,000 Ib. 
loaded. 

The prospect for still higher gaso- 
line taxes and higher license fees for 
trucks, together with a state sales 
tax, hinges on what happens to a 
proposal to issue $86-million in bonds 
to speed up the state highway con- 
struction program. Just where the 
money is coming from to pay back 
the borrowed funds isn’t spelled out 
in the legislation. But the oil industry 
and others who oppose the bond 


7 By 
Cornelius Brodersen 
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issue say it can only come from high- 
er motor fuel taxes, higher vehicle 
license fees and a sales tax. 

At present, these proposed new 
taxes, inspection fees and license fees 
affect only New Hampshire. But the 
idea can spread to other states in 
the area and further boost costs for 
oil marketers. 


>What happens to a plan to boost 
motor fuel taxes in Massachusetts 
0.5¢ depends on how state senators 
react to the administration’s budget. 
The bill to move the tax levy up to 
6¢ gal. from 5.5¢ gal. passed the 
lower house but got snagged in Sen- 
ate politics. Democrats decided to 
table action until they see what the 
state budget figures look like. 


Amoco is the latest major to hit 
the toll-road trail. By offering 7.89¢ 
gal. plus 10% of other sales, American 
Oil Co. took over operation of two 
new stations on the Berkshire section 
of the New York State Thruway. The 
road links with Massachusetts Turn- 
pike. 

American outbid Tidewater and 
Texaco for the outlets. Tidewater, 
seeking its first Thruway outlet as 
American was, offered 6.67¢ a gal. 
Texaco, with five other stations on 
the Thruway, bid 5.01¢ a gal. 

Amoco’s bid is the second highest 
ever made to the Thruway, surpass- 
ing a previous Texaco bid of 7.62¢. 
Sinclair’s bid of 8.03¢ per gal. still 
stands as the highest. 


De Blois Oil Co., gasoline and heat- 
ing oil jobber in Pawtucket, R. L., 
has changed suppliers. After 27 years 
with Esso, De Blois switched to Tex- 
aco’s Green T. 

The switch involves more than 7- 
million gal. of gasoline and about 
10-million gal. of heating oil. As an 
Esso jobber, De Blois served about 
50 stations (12 company-owned and 
16 on long-term leases) and more 
than 5,000 home heating accounts in 
Rhode Island and part of Massachu- 
setts. De Blois also has some No. 5 
oil gallonage. 


> Tidewater Oil Co. has purchased 
George W. Hall Sales Corp., its 


branded jobber for 30 years in Put- | 
Dutchess 


nam, Westchester and 
Counties in New York. 
Tidewater will market in the tri- 
county area through a consignment 
distributor, Lakeland-Merit, Inc. 


Dave Stark’s Acme Oil Co., Sche- 
nectady, N. Y., is back in the Cities 
Service jobber family. 

Since 1946 Acme has been repre- 
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senting Calso (now Chevron) in the 
Albany-Troy-Schenectady area as a 
full-line jobber. 

In switching to Cities, Acme goes 
back to the supplier it had on its 
pre-Calso days. 

Involved in the change were 35 
gasoline outlets and about 1,500 home 
heating oil accounts. 


In another switchover, Tri-County 
Oil Co., Berwick, Pa., has dropped 


its affiliation with Cities Service to 
take on Tidewater’s products in Mon- 
tour and Columbia Counties. Tri- 
County’s partners, Marion W. Thomp- 
son and Hilary M. Bond, serve 14 
stations and about 600 commercial 
and farm accounts with gasoline and 
heating oil. 
Note to Hy Finn: All those old 
Calso station signs are being junked. 
For proof, see page 102. 

(More regions on next page) 


REGARDLESS OF PRICE 
THERE ARE NO SUBSTITUTES 


for 


LOADERS 


LONG-RANGE LOADER 


Swing Joints Equipped with 
Timken Roller Bearings 


V4 





This is the new Oilco long-range loader that has won 
favor in the petroleum industry, because it DOES 
everything that a good loader should do without 
question, friction or argument. 

Here are stability and quality expressed in a 
loader of extreme long range which, without re- 
spotting, loads transports and tank cars with greater 
speed, greater flexibility and less trouble-free hand- 
ling. It does the job handsomely. 

This perfected loader includes two of the new 
Oilco (No. 857) swing joints, equipped with TIM- 
KEN tapered roller bearings (an Oilco exclusive) 
which insure positive alignment and friction-free 
load capacities. 

The assembly and alignments are perfectly engi- 
neered in keeping with Oilco’s high standards with 
precision hardened ground bearings. 

Let us send you Folder A-2 which will give you 
complete description. You'll find it interesting 


Write for descriptive folder A-2 for details. 


INCORPORATED 


3100 VERMONT AVE., LOUISVILLE 11, 


(To obtain more data on advertised products see page 200) 
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Regions 


The West: Manpower Cure? 


Employment agencies specializing in station 
jobs fill the bill for San Francisco dealers 


THE DEALER HELP problem is an 
old affliction. Dealers, suppliers and 
jobbers have tried practically every- 
thing to solve it. 

San Francisco is watching a plan 
that seems to work, although it hasn’t 
been notably successful in other parts 
of the country. 

It’s the employment agency. Lasar 
Placement Agency in Oakland is in its 
ninth year of specializing in service 


station employment, Cantando Em- 
ployment Agency in Berkeley in its 
second. 

Dealers who use the agencies say 
the main advantage is the time sav- 
ing. “When I put an ad in the paper 
I know Ill be interviewing people all 
day, and most of them won’t be any 
good,” says one operator. “That 
means a lot of time wasted. I’d rather 
tell the agency what I need. That 


way, I sometimes have to talk to only 
one applicant—I hire him straight 
off.” 

The agencies give several reasons 
in favor of their services: 

e They screen applicants for the 
dealer, sending out only the most 
promising. 

e They check applicants’ refer- 
ences, guard the dealer against thieves, 
drunks and undependables. (They keep 
a permanent file of rejects.) 

e They can usually get more hon- 
esty from applicants about abilities 
and preferences. 

e They can do a better job of 
finding the right place for a given 
applicant, because they have many 
candidates and many employers to 
match up. In direct hiring, neither 


the job-seeker nor the employer gets 
to look the field over to the extent 
the agency can. 

Neither agency charges the dealer. 
They charge the applicant 25% of his 
first month’s wage—30% if paid in 
instalments. If the man quits or is 
fired within 90 days the fee is ad- 
justed downward, usually to 8%-15% 
of the total wages earned. 

What Agencies Seek—The Bay 
Area firms work mainly for major- 
brand lessee or independent dealers. 
The turnover rate at private-brand 
stations is too high, says one agency. 
P And a company with a chain of 
We’re proud to have served you | salaried stations, like Standard of 


| California, is well known as a source 
—and hope the next 100 ain | of jobs, so an agency isn’t needed. 
wi// be even more progressive — Cantando will place men with no 
f | experience; Lasar will not. Lasar says 
and proftitable—through the Safety 
Services you offer your customers. 


We Salute... 


the Oil Industry’s 
Contribution to 





| dealers no longer want inexperienced 
| help. 

Lasar looks for salesmanship first. 
| Appearance is also important, and 

Lasar tries to gage whether a man 
| is living within his means. 
| In placing a man, Lasar looks first 
| for the job that requires the type and 
| amount of experience the applicant 

has to offer. Then Lasar tries to find 

a station in the area where the man 
| lives. The next item is salary. Finally, 
| Lasar tries to find a job with the 
| hours the applicant is looking for. 

Both agencies handle all types of 

station help—from pump island at- 
| tendants to straight lube, straight 
| brake and tuneup specialists. 

Many applicants are newcomers to 
| California or the Bay Area who have 
| Service station experience back home. 
| A number of college boys who work 

part time also apply. They come to 
| an agency because it’s not easy to 
find a dealer who can use an at- 
tendant during the hours a student 
| has free. 

Generally the agencies have had no 


BRAKE-MOBILE 


The new streamlined heavy duty 

BRAKE-MOBILE was especially 

designed for the retail gasoline 

dealer. It provides for complete 

Precision Brake Service. 

ie 


It's portable... stores anywhere... snust teat 


merchandises and sells Brake Service! 


A Real Profit Producer 


BARRETT EQUIPMENT CO. 2101 CASS AVE., ST. LOUIS 6, MO 


Branch Operations. Miami, Fla Los Angeles, Calif Philadelphia, Pa Cleveland, Ohio 


Export, Springfield, III larelatele lel Toronto, Edmonton 
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NEW BUCKEYE * Alarm Emergency Valve 


.) PROTECTS AGAINST 
FIRE AND IMPACT 


Fire Protection 


Fusible link is located 
up and away from valve 
body to speed shut-off 
response to fire and 
heat. Bracket is held 
by non-conductive wire, 


; eliminating possibility 
Severe Impact Protection Sab aula Rady will act 


Severe impact will sever _ a 7 4 

Cadmium Shear Neck ~ -- icrens 

causing valve to close. 

Shear groove is in 

adapter, rather than in 

body. You replace just : ee ‘ A 

the inexpensive adapter. ee hy ij 3 ; impact Protection 

4 : 360° non-directional 

sensitivity to impact. 
Sharp blow to pump 
trips impact pin. Valve 
snaps shut instantly. 
Cuts off fuel flow. Easy 
to reset by hand. 


Available with threaded Model +9484* 
or Dresser-type end 


BUCKEYE UNDERPUMP EMERGENCY VALVE FOR 
REMOTE PUMPING SYSTEMS 


Buckeye, first with an emergency valve for space for emergency operation. Valve will not 

remote pumping systems (the 431-D which is still trip accidentally from pump vibration. 

available), now brings you the #9484—a new, Cast iron hot dipped galvanized body 

single disc underpump valve that responds Assembled with fireproof sealing compound 

instantly in fire and impact emergencies. \,” NPT plugged opening for pressure testing 
Wrench hexes on the body simplify installa- Excellent flow characteristics 

tion. Wrench torque is not transferred across Maintenance free 

the shear point. Compact installation dimen- Tight metal-to-metal seal means valve remains 


sions. Special design requires no additional effective even if composition disc burns out 


ie For full details write to: Buckeye 
*UL listed 


BUCKEYE IRON & BRASS WORKS - P.O. Box 883, Dayton 1, Ohio 
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Regions 


luck with boys just out of high school. 
“They won't work hard enough,” says 
one. The best age: 25-26. 

Lasar says, “We sometimes steer 
a particularly good applicant to a 
dealership that’s available. We don’t 
charge him for this; we figure he'll 
be a client some day.” 

What Marketers Say—A San Fran- 
cisco dealer association spokesman 
likes the idea of using an employment 
agency that can check an applicant’s 


background. “The agency gets a lot of 
practice sizing up a man,” he says, 
“so it may do a better job of it than 
the dealer.” 

The fact that the applicant rather 
than the dealer is charged for the 
placement service makes it popular 
with the dealers, he adds, but some 
applicants think it’s too expensive. 

Supplier comments tend to agree 
with the Tidewater official who says, 
“Any device that helps is fine.” 





Congratulations PETROLEUM 
INDUSTRY 


The Southeast 


Fair Trade is hot now 


in North Carolina 


WHEREVER North Carolina oilmen 
get together, hottest topic these days 
is fair trade. 

Gulf started fair trading June 1. 
Esso followed in 
mid-June. Both 
companies set 
heir three-grade 
gasoline prices at 
19.9¢, 22.9¢ and 
25.9¢ (plus 10¢ 
state and federal 
taxes). 

Amoco and 
Sinclair went on 
fair trade later 
with their two 
grades, Amoco at 
19.9¢ and 24.9¢, Sinclair at 19.9¢ and 
23.9¢. 

The fair-trade move came in an 
attempt by these majors to stabilize 
the “chaotic” gasoline market in the 
state. Says H. R. Dowd, manager of 
Esso’s Carolinas sales division, condi- 
tions there “are destructive to har- 
monious dealer-supplier relationships 
and to the high quality of service on 
which public acceptance, in large part, 
ultimately depends.” 

Jobbers in North and South Carol- 
ina are keeping an eye on a perennial 
trouble spot, the Charlotte-Kannapolis 
area on Highway 29. Wars start there, 
spill over into South Carolina, and 
spread north toward Salisbury and 
Winston-Salem. 

After Gulf and Esso went on fair 
trade, an NPN reporter checked out 
the trouble stretch on Highway 29 
north of Charlotte. Here’s what he 
found: 

All Gulf stations on the 10-mile leg 
were selling at 29.9¢ (that’s the fair- 


By B. E. Barnes 


DUBUQUE. lOwa 


U.S.A, 


trade level plus 10¢ tax). Only one 
Esso station was selling below 29.9¢. 
This outlet, located on a fiercely com- 
petitive corner, posted 27.9¢, the 
going rate of the 20 non-fair-trading 
major-brand stations in the area. 

However, 40 miles north, a Texaco, 
Amoco and Gulf station at the same 
intersection each posted 29.9¢. 

North Carolina oilmen aren’t ask- 
ing, “How long will fair trade last?” 
but rather, “Who'll be next to fair 
trade?” 


A SLOGAN EARNED THROUGH SERVICE 


"OIL EQUIPMENT HEADQUARTERS” 


THE INDUSTRY’S GUARANTEE FOR THE FUTURE 


MORRISON BROS. CO. 


DUBUQUE, IOWA 


In its first oil-heat promotion cam- 
paign, Better Home Heat Council of 
Florida is updating the old stand-by 
background. “The agency gets a lot of 
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Fe a eles ERS 


Now... while planning your fall and winter gasoline blends 


Build your sales strategy around Du Pont RP-2 


Add Du Pont RP-2 to your winter 
gasoline blends and you also add three 
potent sales points plus a phosphorus 
bonus for yourself. 

This four-purpose additive... 
PREVENTS STALLING due to carburet- 
or icing. Gasolines treated with suffi- 
cient RP-2 give stall-free operation at 
minimum additive cost. 

KEEPS CARBURETORS CLEAN. RP-2 
adds a detergent action to your gaso- 
lines which not only keeps new car- 
buretors clean, but gradually cleans 
the throttle plate and throat of car- 
buretors which are already dirty. 

CONTROLS RUST. RP-2 forms a bar- 
rier between metal and moisture. This 
blocks rust formation throughout the 
entire fuel system from gas tank to 
carburetor. Stops rust during storage 
at refinery and at service stations, too. 


August, 1959 * NATIONAL PETROLEUM NEWS 


CONTAINS PHOSPHORUS. Conse- 
quently, you can take a “phosphorus 
credit” if you’re already using phos- 
phorus for control of surface ignition. 

For more information on this addi- 
tive and a complete program for mar- 
keting its advantages in your gaso- 
lines, call in your Du Pont representa- 
tive or write Petroleum Chemicals 
Division, E. I. duPont deNemours & 
Co. (Inc.), Wilmington 98, Delaware. 


O86. u. 5. pat. OFE 


Better Things for Better Living 
« « « through Chemistry 


ple 
advertising kit shows how you can use RP-2 to 
create new market excitement for your brand of 


gasoline. See your DuPont representative or write 
for the kit. 


Tetraethyl Lead 


and other 


Petroleum Additives 
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Report No. 1 on trends in service station lighting 


35-40 footcandle illumination 
costs only $1.19 more a day 


An outstanding example of service station lighting is this crisp, 
bright Sewell Oil Company D-X station in Topeka, Kansas. 
It uses big multiple mercury Revere Ultra-Lites and Revere 
Island Lighters to produce 37 footcandles average illumination 
over the entire service area. 


Original installation (amortized over a 10-year period), 
maintenance and operating costs total only $1.19 per day over 
that of more conventional, less effective installations. The slight 
additional expense is far outweighed by the economic advan- 
tages of superior lighting — plenty of light under the car hood 
makes for better, faster service; flashlights aren’t needed for 
checking the oil or battery; and the attendant is able to spot 
defective fan belts and water hoses, paving the way for increased 
sales of these high-profit items. 


The high intensity, uniform light bathing the service area 
and driveways and extending into the street gives the station 
a bright appearance and inviting atmosphere. Ladies certainly 
are not afraid to drive into this station at night. Motorists spot 
it blocks away, giving them time to slow down and drive in. 


SSRs same 




















1. Four Revere No. 5440 Ultra-Lites provide overlapping 
square light patterns for complete coverage of service area 
and drives with plenty of light extending into the street. 


2. Ultra-Lites are mounted on Revere No. 199-DB-24 
Hinged Poles for easy cleaning and maintenance. Fewer 
poles are needed where high-intensity Ultra-Lites are used. 


3. Revere No. 3048 Mercury Island Lighters accentuate 
the pump islands and add more light for under-the-hood 
servicing of water, oil and battery. Color-improved JH-1 
lamps are used throughout. 


4. Revere Cluster-Lites are mounted on top of center two 
Island Lighters. Weather-tight Cluster-Lites provide sup- 
plemental illumination for lighting up station exterior. 


5. Eleven Revere No. 1352 two-lamp transformers are 
installed inside station to operate the twenty-two 400 watt 
mercury lamps used in Ultra-Lites and Island Lighters. 


Send for your copy of Revere's lighting equipment catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. * 


7420 Lehigh Ave. ° Chicago 371, Ill. 


Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


(To obtain more data on advertised products see page 200) 


NATIONAL PETROLEUM NEWS * August, 1959 





description of oil heat: “modern, 
clean and economical.” 

“The Florida group thinks these 
words have been taken over by na- 
tural gas, thus robbing oil heat of 
some of its thunder. So they’ve thought 
up sOme new ones. 

To get the modern idea across, oil 
heat in Florida will be described as 
“the jet-age fuel.” On cleanliness, 
further emphasis will be given by 
calling oil heat ‘“white-glove clean.” 
And instead of simply referring to oil 
heat as economical, the Florida group 
will say oil heat is “luxury heat at no 
extra cost.” 


>South Carolina jobbers were dis- 
turbed when they learned recently 
that the 835 miles of interstate high- 
way in that state will have no gasoline 
brand signs on the right-of-way. 

They were assured by state highway 
department officials, however, that 
“service signs,” easy to read at speeds 
up to 70 mph, would be placed to 
inform motorists of upcoming service 
facilities. 

Signs off the right-of-way will be 
permitted, at least initially, said high- 
way Officials. But the signs must be 
150 ft. from the highway centerline. 


>Here’s a break for oil transporters. 
The North Carolina legislature has 
increased the maximum weight limit 
for tandem semi-trailers. The new 
limit is 65,100 Ib. (including 5% 
overweight tolerance). The former 
limit was 58,800 Ib. (including toler- 
ance). 

For oilmen, this weight increase 
will mean 1,000 gal. more product 
per load. However, license fees are 
higher: $48 increase for private car- 
riers, $68 for common carriers. 
Nevertheless, net savings will be 
substantial. 


Virginia jobbers favor a state law 
prohibiting gasoline price signs, but 
oppose community bans. One reason: 
stations in a local sign-ban area suffer 
a disadvantage to stations outside the 
area, jobbers believe. 

This is the case in Lynchburg, 
which has such an ordinance, says 
Sun jobber Bill Murphy. The law has 
eliminated price wars, but Lynch- 
burg stations can’t compete with 
those outside the city line. 

Transient motorists seem to pa- 
tronize stations that display prices, 
Murphy says. 


Portsmouth, Va., is becoming a 
graveyard of service stations unable 
to compete with the huge post ex- 
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change establishments. C. E. Russell, 
Pure Oil jobber, Portsmouth, reports 
that about 40 stations are closed, in- 
cluding several new stations which 
have never been opened. 
Portsmouth is near Norfolk naval 
base, said to be staffed by more per- 
sonnel than any other in the world. 


Lion Oil Co. has set up a new 
district office in Jackson, Miss., to 
expedite handling of station sales ac- 
tivities in Mississippi and northwest- 


Regions 


ern Alabama. This is Lion’s initial 
move in a _ southern expansion 
program. 


North Carolina’s government has 
formally agreed to open retail credit 
card sales to all majors who will give 
the state a 2¢ discount and deduct the 
3¢ federal tax. Previously, Esso got 
the trade exclusively. Sinclair has ex- 
tended its official agreement to meet 
this provision. Six to eight other ma- 
jors are expected to follow suit soon. 








YOUR PROFIT 


in fuel oil marketing is 
dependent upon efficient 
delivery procedures 


VET TT curb to curb time of a domestic 


delivery truck averaged minutes. The use 


of the Scully VENTALARM® Signal reduced this 


time so that RIUM Tamron curb to curb time of 


an efficient operator had dropped to [minutes. 
With the introduction of the Scully UNIFIL® System 


and other Scully delivery aids, further time savings 


were made possible. M{:Vathe curb to curb 


time can be EJ minutes or less. 


What is your curb to curb time? 


Write today for all the facts about the Scully 
developments which can help you make more money! 


—) 


SCULLY sicnar ccna 


174 Green Street - Melrose 76, Massachusetts 


NOrmandy 5-3900 


IN CANADA: E. S. Gallagher Sales, Ltd. — 10 Hafis Road. Toronto. Ontario 


Copyright August 1959 Scully Signal Company 
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The Southwest 


Premier purchase has 
long-range implication 


ACQUISITIONS of unbranded and 
independent marketing companies con- 
tinues to keep oil circles buzzing in 
the Southwest. 

One of the lat- 
est, Western Nat- 
ural Gas’s pur- 
chase of Premier 
Oil & Refining 
properties from 
City Products 
Corp. of Chicago, 
may have more 
long-range signifi- 
cance than recent- 
purchases of job- 
bing outfits by 
Continental and 
Humble. 

Western Natural is a big independ- 
ent producer headed by Paul Kayser. 

This gentleman also happens to be 
head of El Paso Natural Gas Trans- 
mission and El Paso Natural Gas 
Products. 

City Products, which bought Pre- 
mier in 1956 for only $3.5-million, 
agreed to sell to Western Natural for 
$8,850,000. 

Through this acquisition, Western 
Natural gets three refineries located at 
Longview, Baird and Ft. Worth (total 
capacity about 15,000 b/d); about 
700 stations owned or leased by Pre- 


By Marvin Reid 


NOW! 











“I don’t know what it is. It just doesn’t look right to me.” 





% 








mier; and three pipelines and gathering 
lines. It also gets a firm well known 
and well established as an independent 
marketer in North and East Texas. 
Possible significance of this deal is 
that the Premier brand could in time 
be replaced by the El Paso emblem. 
This is denied by Western Natural 
Officials. They say their company is 
an independent firm and is not El 





Refinished 


INDENTED COMPUTER WHEELS 


for as little as 


$97 


PER COMPLETE SET 
Of 18 WHEELS 
F.O.B. East Dedham, Mass. 


You can get refinished gasoline pump com- 
puter wheels (with INDENTED figures) by 
sending in your used, old-style computer 
wheels as exchange replacements. Save 
money in your pump-repair program, reduce 


maintenance costs, an 


insure longer com- 


od life in-the-field. Try our GUARAN- 

EED service and prompt delivery for the 

very finest there is in computer-wheel and 
totalizer refinishing. 


WRITE TO-DAY 
for Complete Details 


the Cambridge company 
80 MILTON STREET, EAST DEDHAM, MASS. 
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Paso’s subsidiary or anything like it. 
Despite such denials, the fact remains 
that Kayser heads up both. Besides, 
El Paso is said to have a controlling 
interest in Western Natural. 

El Paso, it is well known, has been 
trying vigorously to find a place for 
its branded products in Western and 
Southwest markets. In Texas, El Paso 
so far has pushed most of its expan- 
sion in the western part of the state. 
The conversion of the Premier facili- 
ties would give the company branded 
representation across the state to the 
Arkansas and Louisiana borders. 

But Western Natural claims it’s out 
to build an integrated oil company 
of its own (NPN—July p70). An 
established producer, the company 
recently bought a McBride Oil re- 
finery at Brownsville, Tex., and is 
now in the process of revamping it 
for asphalt production. 

The acquisition of the Premier 
properties does give Western Natural 
the facilities needed to be integrated 
—production, transportation, refining 
and marketing. 

W. K. Davis, Western Natural vice- 
president in charge of operations, 
says emphatically his company has 
no intention at this time of doing 
anything with the Premier properties 
other than continuing to operate them 
as they’ve been operated in the past. 
Willis Reed, Beaumont jobber, re- 
ports the so-called “Beaumont ordi- 
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TEST-PROVEN on over 200 corrosive services 
NEW COATED VALVES — 
REPLACE COSTLY ALLOY VALVES 


New factory-applied special coatings on Rockwell- 
Nordstrom standard lubricated plug valves will give 
you the corrosion resistance benefits of special alloy 
valves .. . at a fraction of the cost. Now available 
with K-51! and Kanigen? coatings, these new coated 
valves have proven themselves on well over 200 spe- 
cific services (see list above) which include most caus- 
tics, acids and organic or inorganic solvents. 

Of course a valve has to do more than just resist 
corrosion .. . the only real purpose of any valve is to 
close-off flow. In Rockwell-Nordstrom valves, pres- 
surized lubricant forms a positive pressure barrier 


1. K-51 (Penton) is a chlorinated polyether of high molecular weight, linear in 
nature and crystalline in character. 


2. Kanigen coatings, applied by General American Transportation Company, 
is 9 chemical coating of 90-92% nickel and 8-10% phosphorus. 


against leakage of even lightest gasses . . . and lubri- 
cation assures the smooth, easy operation and economy 
that you just can’t expect from anything but a lu- 
bricated mechanism. 


Get complete details, specifications 
and application data on the new 
Rockwell-Nordstrom coated valves 
in this free booklet. Write: Rockwell 
Manufacturing Co., Pittsburgh 8, 
Pa. Canadian Valve Licensee: Pea- 
cock Brothers Limited. 


ROCKWELE- Nordstrom VALVES 


© 


another fine product by 


ROCKWELL 
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DELIVERS MORE GALLONS— 
WITH LESS WORK 

On farms and construction Jobs 
in garages and factories 


BENNETT BIG 
TRANSFER PUMP 


Sturdy all-metal construction withstands roughest 
treatment. High vacuum self-priming Big G delivers 
a constant flow of 20 gallons a minute — with up to 
a 20-foot lift. 
Big G pumps. 

© KEROSENE © FUEL OILS ¢ MOTOR OILS 

© GASOLINE @ LUBRICATING OILS 

@ OTHER FLUIDS FROM SKID TANKS AND DRUMS 
Die-cast aluminum piston and automotive-type pis- 
ton rings assure dependable service under severe 
conditions. Vacuum breaker prevents siphonage and 
provides complete hose drainage. No foot valve. Wide 


variety of models. Patent 2,843,051 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal *« Winnipeg © Vancouver 
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Regions 


ance” has been ruled illegal by the 
city attorney. This ordinance would 
have created a board of service sta- 
tion dealers empowered to decide who 
could and couldn’t operate a station 
in that city (NPN—June p19). 

The ordinance was submitted to 
the attorney for a legal opinion before 
the city council acted on it. 


Speaking of acquisitions, there was 
a strong rumor in June that Gulf 
might buy Cosden Petroleum. Both 
companies denied the report. 


Southwest dealers feel their oper- 
ations are cramped by supplier poli- 
cies—if a recent gathering of 100 
dealers is representative. The dealers 
were attending a panel discussion put 
on by API’s service station advisory 
committee this summer in Houston. 

In some cases, the dealers criticized 
suppliers for not adopting recommen- 
dations made previously by the ad- 
visory committee. 

For instance, several said they de- 
sire long-term leases but can’t obtain 
them from their suppliers. They ar- 
gued that three- to five-year pacts 
are necessary to give a dealer the 
incentive to invest and build up his 
business. 

A few dealers criticized their com- 
panies for not allowing them to use 
“spare space” at their stations for 
such things as automobile repair work. 
A number said they needed extra 
display and merchandising areas. 

One dealer sharply objected to what 
he called “inexperienced” supplier per- 
sonnel who call on dealers. Too many 
of these, he said, haven’t worked in 
stations and can’t fully understand 
the dealer’s problems. He recom- 
mended more career men, with sta- 
tion backgrounds, be hired as retail 
representatives. 


>Anti-stamp and anti - price - sign 
movements that have emerged in the 
Southwest recently seem to be peter- 
ing out. 

In Houston, so-called “spontaneous” 
meetings of dealers for the avowed 
purpose of booting trading stamps 
have all but died out. Some dealers 
who had dropped stamps have started 
handling them again. 

Sources in Arkansas and Louisiana 
report no significant successful anti- 
stamp campaigns in those states. In 
Hot Springs, Ark., however, a super- 
market has discontinued stamps in 
favor of giving $1,000 in cash peri- 
odically. 

Texas had an anti-price-sign law in 
the legislative hopper this year, but 
lawmakers didn’t get around to it. 
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antme on FIRESTONES! 


They cut costs on fuel oil deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 

And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! 


TRANSPORT SUPER ALL TRACTION 


j 


Wa 


y 
_ 








LOOK FOR NEW LOW COSTS PER MILE WITH LONG-WEARING FIRESTONE TRUCK TIRES FI r e $ f 0 n e@ 
we yw Ad 7 


Copyright 1959, The Firestone Tire & Rubber Company BETTER RUBBER FROM START TO FINISH 


August, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 200) 33 














At Mobil service stations, internally-lighted pole signs have PLEXIGLAS faces, letters and trademark insignia. Signs measure 
approximately four by eight feet. 


You build more sales 
with signs of 





PLEXIGLAS 

















Nearby, or down the road, nothing catches the eye 


and invites business like a sign made of PLEXIGLAs® 


acrylic plastic. 


Day and night, PLEXIGLAS signs are attractive in 
appearance, colorful and legible. ‘To the public, 
they signify locations that are clean, modern and 
“a good place to do business”. That is why leading 
merchandisers in many fields have adopted sign 


programs based on PLEXIGLAS. 


Send for this full 
color brochure, 
*“PLENXIGLAS for 
SIGNS”. It tells how 
PLEXIGLAS has 
brought about new 
concepts of sign 
appearance and 
performance. 





Other reasons why it is good business to use 
PLEXIGLAS—lor a single sign or thousands—are 
its strength, resistance to weathering, low main-. 
tenance costs, and the accuracy with which 


trademarks can be reproduced. 


Sales go up when a PLEXIGLAS sign goes up. Write 
for literature, and the names of sign companies 
who can help you develop a sign program around 


the exciting possibilities of PLEXIG 


Chemicals for Industry 
EN | POM ©. HAAS 
COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


In Canada: Rohm and Haas Company of Canada, Ltd., West Hill 
Crystal Glass & Plastics, Ltd., Toronto. 





ee = 
WIWI*-mamic PACKAGED SIGN PROGRAMS 
oe 


ANNUAL SIGN CLINIC 


NOW COMPLETE! 


It's the industry's greatest annual tarec-Gay sign and marketing 
event! Mark the dates on your business calendar right now to 
be sure you're clear for these important days packed with fresh, 
new selling and merchandising ideas in such fields as petro- 
leum, beverages, paint and food. 


Spectacular sign-city display 
Outstanding marketing speakers 
Informative group discussions 
Sign production tours 

Smoky Mountain sightseeing 
Gala entertainment 

featuring famous performers 


* WDealer 
Kdentification 


ILLUMINATED PLASTIC 
ng OUTDOOR SIGNS 
SUCCESS 


plasti-line inc. 


Knoxville ~ Tennessee 
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fast, economically with 


This new kit converts your existing excelsior 
packed separators into high efficiency filter/ 
separators for removal of fine solids and emul- 
sified water in finished petroleum products. 
In today’s exacting requirements 


conversion kits 


clean, dry products. Since Warner Lewis Com- 
pany is the original manufacturer of excelsior- 
type separators, our complete files insure 
correct fit of conversion kit and maximum 

efficiency of operation at lowest 


in refinery processing, bulk sta- UL ARNER possible cost. Write us today for 


tion loading and jet aircraft fuel- 


complete information on your 


ing, it is most important to have Le W S requirements. 


Company 


BOX 3096 * TULSA, OKLAHOMA 


SCIVEtston OF 


- O- BP ORs wet? f 
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SLLL MORE 


PROVED AT HIGHER THAN TURNPIKE SPEEDS than nylon. To prove it, an independent tire testing company 
Laboratory tests had indicated that TYREX viscose tire cord conducted a series of road tests over a hot, abrasive pavement 
showed superior performance qualities at higher temperatures at speeds up to 128 miles per hour. 

TYREX INC., Empire State Bldg., New York 1, N.Y. 
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STIFLE FOWLER 


60% LESS CHUNK OUT)! At these far-greater-than-normal speeds 
tread chunking naturally occurred. But the number of linear inches 
of tread chunking on nylon tires was 214 times as much as on tires 
made with TYREX viscose cord. 


77% LESS GROWTH! The combination of high speed and high 
temperatures (tire temperatures rose to over 200°) affected the nylon 
cord more than the TY REX viscose tire cord. The nylon tires showed 
3 times as much growth. 


24% LONGER TREAD LIFE! At the end of this grueling series of 
tests, careful measurements of all the tires showed that the tires con- 
taining TYREX viscose tire cord delivered 24% greater tread mile- 
age than the tires made with nylon. 


Give your customers more tire power with TYREX viscose tire cord—the tough new cord 
that makes any tire run cooler, softer, quieter and safer . . . with no morning thump. 


*TYREX is a certification mark of TYREX Inc., for viscose tire cord and yarn. TY REX viscose tire cord and yarn is also produced and available in Canada. 
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DILL 
TIRE VALVE 
EQUIPMENT 


Complete Line For 
Original Equipment and 
Replacement Markets 


DILLECTRIC 


Electrically 
Vulcanized 
“Deep Cure” Repairs 
for tubeless tires 
and tubes 


DILL’CO 


Chemical Cure 
PATCH REPAIRS 


for tubeless tires and tubes 


Wwe Salute you On your 


100th Anniversary! 


To each of you in the Oil Industry, from all of us at Dill, our heartiest 
congratulations on achieving 100 years as an industry! 

More than for the 100 years, we salute you for the efficient and dedicated 
way in which you have served man, your country—progress itself—in 
all these years. Much in our present way of life for which we are thankful 
can be directly attributed to your many contributions. For this we are 
deeply grateful. 

We are proud, indeed, to have been closely allied with an industry such 
as yours since our founding an even 50 years ago... and look forward 
to many more years of friendly, productive association. 


Again—congratulations! 
The 


DILL) Abo 7 


Manufacturing Company B. S. Byall, Sales Manager 
700 East 82nd St. + Cleveland 3, Ohio The Dill Manufacturing Company 


a 


*#ANNIVERSARY * 








40 (To obtain more data on advertised products see page 200) NATIONAL PETROLEUM NEWS * August, 1959 











ws 


Herman... 


... it’s a no-spill valved coupling by Snap-Tite!” 


The 15 Series valved coupling automatically snaps off the flow of 
the most volatile fluids when disconnected—with no leakage. 


Snap-Tite’s 15 Series valved coupling contains valves in both sec- 
tions. Thus, the only fluid lost is that which clings to the outer 
metal surfaces. This coupling meets military specifications and can 
be used with fuels and other fluids to 3000 psi working pressure 
and 400°F. Sizes: 4”, 4%”, 34”, 1” in 6061T6 aluminum anodized: 
34” in steel (electroless nickel plated), and 6061T6 aluminum. 


Snap-Tite can provide the right valved coupling—with quick off-on 
action wherever coupling or shut-off is required—for most any use, 
most any fluid. 


For more information, write * 
for Snap-Tite Catalog 15. 
Snap-Tite representatives in 

all principal cities, 


UNION CITY, PA. 
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* EARNS $775 per tank per year 
on $450 investment 





Write today 
for Bulletin 59HC, 


From the article, “Evaporation Loss Breakthrough,” 
appearing in the April issue of Petroleum Marketer. 


(To obtain more data on advertised products see page 200) 


HAMONDFLOTE COVER PAYS FOR ITSELF IN MONTHS 
... builds profits by preventing evaporation, conserves 
product quality, retards tank corrosion. ..is low cost, main- 
tenance free, unsinkable, virtually indestructible...easily 
installed ... longlife expectancy (more than 10 years). 


Constructed of rigid Polyisocyanate foam, a plastic mate- 
rial, the Hamondflote Cover is recommended for storage 
of Gasolines, Crude Oils and many liquid chemicals. 


ONE USER REPORTS: 


¢¢The savings were apparent a week after it was installed 
and I highly recommend the Hamondflote Cover for all 


products, especially gasoline.% 
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Showroom 
Klegance 


dramatic styling attracts 


customer attention, inspires 
confidence in your service 


mii [ete] m 


VA. 
By 


‘Sided 


CEILING LUBREELS’ 


LINCOLN ENGINEERING COMPANY 


Division of The McNei/ Machine and Engineering Company 
4010 GOODFELEOW AVENUE ° St. COvUIS 20, MISS OUR] 


*Trade Name Registered 
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Oil sales get a bigger boost from FRAM than from any other 
filter company. Latest example: FRAM $60,000.00 Treasure Hunt 
—the biggest accessory promotion ever launched to get 

hoods up! Dealers, on the alert for 10,000 “cash cars”, are 

selling more filters...selling more oil changes. 
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TIONAL PUNCH... 


RST! 


Anyway you look at it... 
YY FRAM ranks first! Jf =F 


@ More drivers prefer FRAM @ More car makers install FRAM ’ bs 

.. than any other filter! @ More and more dealers are — LAIR F UE L WA TER 
switching to FRAM daily—to get the proved extra sales that | anf | “s oe iA ‘. 
come when you handle FRAM filters. Cah i f - 

FRAM CORPORATION, Providence 16, R. I. 
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DYE CONCENTRATES* 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE e@ LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT e THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 
Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates CALL US COLLECT 
can be prepared a 

to customer Bt mh FOR FAST 
specifications. J-7 a ACTION 
Samples and , i % \ PHONE 
description . \ Mulberry 
upon request. 4-1726-7 


FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 MeLean Blvd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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OIL COMPANY 

INSTALLS 

27 NEW 
“VAPOR-FLO” 


WEST COAST COMPANY MODERNIZES WITH NEW 
I-R MOTORPUMPS THAT HANDLE AIR or GASES 


In a program designed to improve operating 
efficiency and increase distributor profits, a major 
oil company recently installed a total of 27 
Ingersoll-Rand ‘“‘vapor-flo’’ Motorpumps in 19 plants! 


' 
Ingersoll-Rand “vapor-flo” : 
Motorpump. Available from ' 
2 hp to 7% hp. : 

i 


m= ==CAN’T CLOG OR VAPOR BIND! 


“Vapor-flo’’ Motorpumps are designed for trans- 
port unloading installations where vortexing or 
vaporizing of petroleum products occurs. 
“Vapor-flo”’ solves this problem by handling and 
discharging vapors while continuing to pump 
liquid with high efficiency. 


== UNIQUE PATENTED IMPELLER DESIGN! 


“Vapor-flo” handles air or gases because it is 
designed with a diverging impeller that has fewer 
vanes. Dry air or gas passes through the pump 
without vapor binding. Compared to ordinary 
self-priming pumps, ‘‘vapor-flo” units operate at 
efficiencies substantially higher than self-priming 


Complete data on units, and costs are reduced by 20 to 30%. 


' new “‘vapor-flo” is available in 
f Ingersoll-Rand’s latest catalog on 
: Gasoline and Fuel Handling Motorpumps. 
i 
j 


encase scams Ing ersoll-Rand 


9-967 11 Broadway, New York 4, N. Y. 


no oP en oP on a a oe 
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PUMPS designed for the Future 











LOW SILHOUETTE... 
LOW ORIGINAL COST 





LOW INSTALLATION COST 
LOW COST MAINTENANCE 
SALES BUILDING BEAUTY 


New as tomorrow... new island appeal. The most 
modern pump designed ... developed and perform- 
ance-proved to give maximum service in every station. 
Low profile . . . long service. The latest in fine pumps 
produced by Wayne. 


The Wayne 400 Series — Model 400 (48” high) utilizes 

overhead station lighting, Model 420 (52” high) with 
fluorescent lighting — offer more of everything wanted in a 
pump. More of everything needed to keep stations ahead 
in sales and profits. 


Single outlet; 2-outlet single product; and 2-outlet two-product 
pumps available in both suction and remote type in same 
size housing. 


These pumps will add eye appeal to your station. Help sales 
. .. put extra profit in your cash drawer. Write for 
complete specifications and folder to 


THE WAYNE PUMP COMPANY 
Division of Symington Wayne Corporation 


SALISBURY, MARYLAND 
WAYNE PUMP CANADA, LIMITED, TORONTO, ONT. 





MODEL 400 MODEL 400-1 
Suction Pump Remote Dispenser 


/ 
|. 
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LOW SILHOUETTE 


-_ 
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EASILY READ DIAL FACE 


LOW COST MAINTENANCE 


LONG LIFE SOLO 
PUMPING UNIT 











“Our Ford F-10008 take the long | 
grades with less down shifting!” 


says L. W. Bullock, President 


Butane Wholesale Gas Company, Little Rock, Arkansas 


‘Ford Super Duties have all the power and 
performance we could want. Our over-the-road 
transports haul 7,250 gallons of butane and 
propane for a gross combination weight of 
59,000 pounds every trip. And with Ford 
tractors, our drivers can take the long grades 
in 7th gear of an 8-speed transmission—com- 
pared with 4th or 5th gear on other trucks 
we've used with 10-speed transmissions. 


“Our four Fords with 477-cu. in. Super Duty 
V-8’s have covered over 273,000 trouble-free 

















| 


sani BP ee we, 


miles, and the only maintenance we’ve done 
was to replace spark plugs and points. We 
never have to add any oil between our regular 
5,000-mile changes. 


“Experienced drivers say that these Fords are 
the best darn trucks they’ve ever driven, and 
they take care of them like they were their 
own. We have more Fords on order right now, 
and plan to have nothing but Ford F-1000 
tractors for our bulk transport fleet within 
the next 18 months.” 





Pre 





| One day in five...GAS FREE! 
}_ Sun. | Mon. | Tues. | Wed. | Thurs. [FREE BAY] Sat. | 


“59 FORD PICKUPS GIVE 25.2% MORE MPG! 


carburetor to meter fuel more precisely 
in both high- and low-speed ranges. 

Your Ford Dealer has the complete 
report of Economy Showdown U.S.A. 
See him right away and get the whole 
story firsthand. 


ered more miles per gallon than any 
other make. 


25.2% advantage delivered in 
Economy Showdown Tests 
means five days’ driving on 
four days’ gas 


Here are the actual percentages: 


*59 FORD PICKUP SIXES GAVE 
42.6% better mileage than make “D”’ 
31.1% better mileage than make “1” 
25.2% better mileage than make ‘‘C”” 


A leading automotive research group 
proved that a ’59 Ford Six Pickup will 
run five days on the same amount of 
gas the average competitive ’59 pickup 
burns in four days. 

The tests were made on 1959 six- 
cylinder 4-ton pickups of the six lead- 


—— = 
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Se ee eee 


All tests 
conducted and results 


CERTIFIED 


by America’s foremost 


9.6% better mileage than make ““G"’ 


ing makes purchased from dealers—just 
as you would. The trucks were tested 
in every kind of driving—high and low 


What’s the secret of Ford’s economy? 
First, of all pickup sixes, only Ford has 
modern Short Stroke design which re- 


} 


independent automotive 
research organization* 
*NAME AVAILABLE ON REQUEST 


Send inquiry to P.O. Box 2687, Ford Division 


duces engine friction and thus requires Ford Motor Co., Detroit 31, Michigan 


less fuel. Second, to this modern en- 
gine, Ford has added a new economy OS 


— we we we ee ee ee ee ee 


speeds, open highway and city streets, 
even simulated door-to-door delivery. 
And in every test ‘59 Ford Sixes deliv- 


22.0%, better mileage than make “S$” ‘ 
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Davidson's new Type 3 Panels are structurally flat 
porcelain panels produced from light gage steel and 
filled: to a 1” thickness with a specially formulated 
gypsumous based material called Vitrock. The Vit- 
rock is poured while the panel is held absolutely 
flat by magnetic tables. In addition to the perma- 
nent flatness of the Type 3 Panel, the porcelain 
enamel is of a Class A rating. Besides being avail- 
able in the normal range of colors and finishes, the 
Type 3 Panel is also available in a semi-matte finish 
which offers good light diffusion properties and new 
opportunities for night lighting effects. 


Advantages: 


¢ Absolute flatness and satin finish opens new oppor- 
tunities for night lighting and merchandising. 


© Cost compares with 16-gage panels. 

® Especially suited for service stations. 

© Available in panel sizes up to 12 sq. ft. 

© Full range of colors (matched to your specifications) 

and finishes. 

For further information contact the Davidson distributor 
listed under “Porcelain Enamel” in the yellow pages, or 
write direct for further information and helpful literature. 


DAVIDSON ENAMEL PRODUCTS, INC. 
Subsidiary of Fenestra, Inc. * 1123. East Kibby Street, Lima, Ohio 
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< geaees3 the World’s Largest Exclusive Manufacturer of Architectural Porcelain 


Porcelain Enamel! Institute 


Producers’ Council, inc, 
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WIX provides the answers to in- 
creased sales and profits for both 
highway and neighborhood sta- 
tions with WIX Quality and WIX- 
O-MATIC Merchandising. WIX 
Quality and Prescription Filtration 
comes first . . . lots of motorists just 
“Keep rollin’” ’til they can get 
them. And—WIX-O-MATIC is of 
prime importance because it puts 
your station in the Filter business 
properly and profitably. 

Whether it’s on the highway or in 
town—time is money and all cars 


head for the stop where there’s no 
delay! WIX-O-MATIC speeds up 
every step in an Oil Filter or Air 
Filter cartridge sale . . . Faster 
Cartridge Identification — Faster 
Cartridge Selection—Faster Loca- 
tion of Cartridge from Stock— 
Faster, trouble-free Installation— 
Faster Sales—Faster Profits! 

WIX is a big story predicated on 
superior Quality . . . Prescription 
Filtration . . . and superior Selling 
Tools . . . WIX-O-MATIC mer- 
chandising. 


Call, wire, or write today for the program WIX has for YOU. 


WIX CORPORATION 


e GASTONIA, N. Cc. 


In Canada: Wix Corporation Ltd., Toronto 
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“Controlled 
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Fluorescent 
Reflectance 
LIGHTING 

















Better Area Lighting 
...@ major breakthrough in Better Building Lighting 


LIGHT CONTROL Better Display Lighting 
TECHNOLOGY 


You'll be interested in the story behind 
this really significant advance in light 


control. Write for technical bulletin. 


*Patent applied for. Mfrd. under license with 
Sylvania Electric Products, Inc. 


GUARDIAN Light company 
SOO NORTH BLVD., OAK PARK, ILLINOIS 
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FOUR YEARS OF SERVICE-FREE PUMPING 
WITH MARLOW VERTICAL 


8 Marlow vertical self-priming centrifugal pumps on this large load- 
ing rack handle aromatic and aliphatic solvents. 


MARLOWS*’ Handle 


Variety of Products 
Safely and Efficiently 


At this large Midwest oil com- 
pany, 14 different industrial 
“problem” products are loaded 
and unloaded. Included in these 
are fuel oil, toluol, methanol, hex- 
ane, carbon tetrachloride, tri- 
chloroethylene and eight other aro- 
matic and aliphatic solvents. A 
total of 16 Marlow vertical, self- 
priming centrifugal pumps, 
equipped with explosion-proof 
motors, are used for drum and 
tank truck filling. The compact, 
economical pumps operate from 
both underground and above- 
ground storage tanks at capaci- 
ties of 100 GPM. The vapor han- 
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dling ability of Marlow self- 
primers makes possible the effi- 
cient transfer of the highly 
volatile petroleum products han- 
dled by the firm. 

This is just one of hundreds of oil 
company installations where 
Marlow pumps are performing 


SELF-PRIMERS! 


pe LLL LE Ea 


These two Marlow Model 20 EVP-9 pumps are used to 
pump #1 and #2 
above-ground storage tanks. 


fuel oil from four 15,000 gallon 


well while exposed to all kinds of 
weather conditions. Marlow has 
a complete line of self-priming 
pumps for bulk plants, home de- 
livery trucks and transports. For 
complete information, write to- 
day for Bulletin PM-06 and the 
name of your Marlow dealer. 


MARLOW PUMPS 


DIVISION OF BELL & GOSSETT CO. 


® Morton Grove, Illinois 


Midland Park, New Jersey 


Longview, Texas 
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NEW ROCKWELL 


SS EE BEE 


‘gma * 


FULL STREAM AHEAD... 
Up to 15,000 barrels per hour 
with negligible head loss 


FOR PIPE LINE CONTROL, BARGE LOADING, CUSTODY TRANSFER 


Measures accurately everything from heavy crude oil to finished 
products without manual adjustment for changes in viscosity 


The Rockwell Turbo-Meter is a turbine meter 
of revolutionary design which surpasses in 
accuracy, reliability and flexibility any posi- 
tive displacement or any high flow capacity 
meter now in use. 

Measurement is accomplished by a bal- 
anced, low drag, air foil turbine rotor which 
revolves quietly on ball bearings. A built-in 
compensator applies continuous correction 
for changes in viscosity. Head loss is ex- 
tremely low. The register, either mechanically 
or electrically actuated, is driven from a 


magnetic coupling which eliminates the need 
for a stuffing box. The entire unit has been 
constructed to hold its accuracy, repeat- 
ability and calibration under continuous 
service operations. 

The Rockwell Turbo-Meter body is the 
same diameter as 16” pipe. Its weight is less 
than &th that of positive displacement 
meters having the same capacity and its cost 
is less than half. 

Write for bulletin OG-417, Rockwell 
Manufacturing Company, Pittsburgh 8, Pa. 


(To obtain more data on advertised products see page 200) 





TURBO-METER 


with Built-in Viscosity Compensator™ 


THE FIRST MULTI-PURPOSE, LARGE CAPACITY METER CAPABLE 





OF ACCURATELY MEASURING LIQUIDS OF VARYING VISCOSITIES 





UNDER CONTINUOUS SERVICE CONDITIONS 





The Rockwell Turbo-Meter differs from con- 
ventional turbine type meters by incorpo- 


rating a system for automatic correction of 


viscosities. A token amount of filtered line 
fluid is bled through the compensator which 
puts a varying resistance on the turbine rotor 
directly proportional to the product viscosity. 

All Rockwell Turbo-Meters are calibrated 
in the Rockwell Meter and Valve Testing 


“Patent applied for 


Station on the largest and most precise liquid 
meter testing equipment ever developed. A 
certified meter factor curve is provided for 
each meter. 


TURBO-METERS 


another fine product by 


ROCKWELL 





LOOK INTO THE ROCKWELL TURBO-METER 


CONTINUOUS SAMPLER 
lid, BLEED LINE TO 


ry VISCOSITY COMPENSATOR 
i 
‘4 


y j | Ul 


DRIVE SHAFT TO 
MECHANICAL REGISTER 


mmm f 
Fic! 





yy SWITCH FOR 
ELECTRICAL 
REGISTRATION 
(OPTIONAL) 


UPSTREAM DIFFUSER 
SECTION 


VISCOSITY 
COMPENSATOR 


MECHANICAL 
COUPLING 


ROTOR 
ELEMENT 


MAGNETIC 
COUPLING 


DOWNSTREAM 
DIFFUSER 
SECTION 
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PETROLEUM SALES MANAGERS: 





If you want your 


TBA operation to 


look doubly good 


LOOK HERE! 


Your entire TBA picture will take on a sharp, prosper- 
ous new look when you headline The General Tire and 
its complete line-up of tubes, batteries and accessories. 
Likewise, every one of your basic products and services 
will benefit as never before. For the biggest break you, 
your dealers and customers have ever known, GO with 
GENERAL TIRE today! 


Complete line of passenger, truck and farm tires 
Consistent and concentrated advertising help 
© Complete marketing and merchandising programs 


® Warehouse facilities as near as your nearest telephone 





Sales training aids designed to boost sales and profits 


makes your sales 


jump to attention 





write today to: 
L...L. HIGBEE, 
TRADE SALES MANAGER 
THE GENERAL TII & RUBBER COMPANY 
AKRON > 
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he~editeyial Iéadership these awards (and the 
any ae wl ND in previous years) honor 
earns NABIONAL PETROLEUM NEws every month, 
cover-to-cover readership by America’s oil mar- 
keting management men. It is this powerful 
reader-making editorial force that makes adver- 
tising in NPN such a powerful sales force for 
manufacturers of oil marketing equipment, TBA, 
and the host of other products used in the storage, 
transportation and merchandising of petroleum 
products. 


The editorial leadership-readership combination 
that makes NATIONAL PETROLEUM News such an 
outstanding sales medium can be credited to the 
fact that NPN has more editors with more and 
better facilities at their command (and, we of the 
advertising staff believe, better editors) than any 
other publication attempting to serve the needs 
of oil marketing management NPN has served 
now for 50 years. 
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AWARD 
of NJERII 


FOR CUTSTANOING JOURNALIDM 


NATIONAL PETROLEUM NEWS 
For Oil Marketing Management 


@au pod Oo Audited Circylenon 


A McGraw-Hill Publication 4 
330 West 42nd Street, New York 36, N.Y. 
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E274 Today, no TBA program 
Auto-Lite, the only spark plugs 
HERE’S WHY- 


lfy 
> REASON #1 Invariably, some station operators in your dealer or- 


ganization insist that replacement equipment should be “the brand that came 
with the engine.”’ This definitely calls for Auto-Lite Spark Plugs—specified as original 
equipment in engines built by these manufacturers: 
CHRYSLER, DE SOTO, DODGE, IMPERIAL, PLYMOUTH, RAMBLER, WILLYS, 
ALLIS-CHALMERS, BRIGGS & STRATTON, BROCKWAY, CHRYSLER MARINE, 
CONTINENTAL MOTORS, DODGE TRUCK, JOHN DEERE, DIAMOND.-T, 
EVINRUDE, GRAY MARINE, HERCULES, INTERNATIONAL HARVESTER, 
JOHNSON MOTORS, LAWN BOY, MACK, MASSEY-FERGUSON, OLIVER CORP., 


and many others. 


YY ) 
> REASON #9 Auto-Lite Power Tip eliminates any need for your 


stations to continue playing the spark plug guessing game. “Should I put in 
hotter plugs for low-speed driving?” Or, ‘Should I put in colder plugs for highway driving?” 
Why? Because Power Tip is the first spark plug ignition-engineered to ‘‘fire up” today’s 
high-compression engines at all speeds! 


me eee 


AT LOW SPEEDS some spark plugs foul quickly. AT HIGH SPEEDS some spark plugs overheat and 
POWER TIP gets hot fast and stays hot to pre-ignite the fuel. But POWER TIP stays 
prevent fouling. Harmful deposits are burned cooler to effectively check engine-damaging 
away clean. pre-ignition. 
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is adequate without 
with genuine POWER TIP 


a> REASON #3 Power Tip’s clean-tip firing 


gives your gasoline every advantage —helps it de- 
liver maximum miles per gallon. In a recent, widely publicized 
test of gasoline economy, Auto-Lite Spark Plugs ‘“‘fired up” 
twice as many winners (1st and 2nd places) as all other spark 
plugs combined. 


a REASON #4 Auto-Lite Spark Plugs with 


Power Tip require a minimum inventory. This 
assures fast turnover and maximum profit. Only 7 Power Tip 
numbers cover 95% of all overhead-valve engines in these cars: 
Buick, Cadillac, Chevrolet, Chrysler, De Soto, Dodge, Edsel, 
Ford, Hudson, Imperial, Lincoln, Mercury, Nash, Oldsmobile, 
Packard, Plymouth, Pontiac, Rambler, Studebaker. 





When you include Auto-Lite Spark Plugs in your 
marketing plans you are taking advantage of Auto-Lite 
advanced ignition-engineering to meet the demands of 
today’s high-horsepower, high-compression engines. 


Now is the time to make Auto-Lite Spark Plugs with 
Power Tip available to your dealers through your own 
TBA program! 
POWER TIP— 
the spark plug that cleans 
itself while you drive 


AUTO-LITE PoweER TIP 


THE ELECTRIC AUTO-LITE COMPANY * TOLEDO 1, OHIO 
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Each Lighting Requirement Needs An 


ey 


Specifically For That Particular Application 


Offers A 


Of Service Station Lighting Equipment 
COMPLETE LINE for Each Lighting Need 


HORIZONTAL ‘WRAPAROUND SUPER T"’ LIGHTS 


For concentrated lighting on pump islands with side lighting. 
Recommended mounting heights 9 ft. to 12 ft. high. 


Side on ee Side Light 
eo | —s 

















CANTILEVER LIGHTS 


For lighting pump islands and surrounding areas. 
Recommended mounting heights 12 ft. to 16 ft. high. 


FEB /SE "sss 


/ Powerful, controlled 
Down Light 











FLUORESCENT FLOOD LIGHTS 


For perimeter and area lighting. 
Recommended mounting heights 12 ft. to 16 ft. high. 





ses 
a Full Directional 


mo % Control 


COMPCO CORPORATION $1800N. Spaulding Ave. « Chicago 47, Illinois © U.S.A. 
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Wilh Tht NEW 
M DONALD SAFE-T-MATIC 
NIL 


GIVES YOU MORE TIME TO SELL 


The new Safe-T-Matic automatically fills 
the tank full every time. You don’t have to 
take the time to top the tank. It sells an 
extra measure of gas and gives you time to 
sell other services. 


Notches in the nozzle handle can be set for 
three rates of gas flow speed; 4 to 6 GPM, 
7 to 9 GPM, or pump capacity. For trucks, 
set to capacity—fills faster than other auto- 
matics, faster on diesel fuel, too. 


Spout can be turned to any angle. Saves 
time moving cars forward or backward to 
reach and fit the nozzle. The McDonald 


SEND THIS COUPON TODAY 


a MOON 


OIL EQUIPMENT 


s 
< CENTURY.) 


TT Ti 


BRASS GOODS - 
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Safe-T-Matic is one of the greatest labor- 
savers available for service stations. 
Doesn't require expensive reconditioning 
Other automatics often need frequent re- 
conditioning at a cost almost equal to the 
initial investment. Not the Safe-T-Matic! 
Permanent packing guarantees against leak- 
ing. Valves never require oil. No mainte- 
nance worries—no extra maintenance costs. 
A McDonald Safe-T-Matic costs you less 
in the long run. 

Completely safe—positive shut-off 

The McDonald Safe-T-Matic spout slips off 


Gentlemen: 


MFG. CO. 


Nozzle. 
Name 
Firm Name 


Address 


DRAINS 


City 


Please send me specs and prices on the new Safe-T-Matic 


or breaks at a pull of less than 150 pounds. 
Hose and pump can’t be damaged if car 
should pull away. Positive shut-off works 
perfectly in all weather, under all conditions. 
Never a worry or waste with overflow. And 
McDonald’s modern design eliminates the 
need of rubber guard. Safe-T-Matic cannot 
scratch car finish. 


Lightest Nozzle on the market 


The new Safe-T-Matic is made of ALMAG 
35, a new high-tensile aluminum alloy that’s 
as strong as bronze yet two-thirds lighter. 
Available in 34 and 1-inch sizes. 


m4 FOR COMPLETE SPECIFICATIONS AND PRICES 
A. Y. McDONALD MFG. CO., 12th & PINE STREETS, DUBUQUE, IOWA 


Zone State 


| TTT rTrrereereeeereeeteeee$eLeeeeeLee. 
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Oil hauler cuts costs with tough economy-minded Chevy rig 


“Our Chevrolet tandem gives us 


top economy and dependability, 


)?? 


on or off the road! 


—LLOYD KIRK, VICE PRESIDENT 
MOHAWK PETROLEUM COMPANY 
TULSA, OKLAHOMA 


No job’s too tough 
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“Our Chevrolet tandem truck, Series 100, is doing a 
fine job. We especially like its ability to give us top 
economy and dependability on and off the highway. 
We started as a crude oil purchaser with only two 
units but we are now operating in Kansas, Oklahoma 
and Texas with fifty-five units. 

“In this business we must give dependable service 
in all kinds of weather and our units must be able to 
get through to the leases and haul heavy loads at 
reasonable cost. Regardless of the lack of roads, we 
have to get our customer’s oil before the tanks overfill, 
so we are running on tight schedules constantly. 

“This tandem model has established its position in 
our fleet as an economical work-wise rig, and we are 
looking forward to a long and profitable life for it. 
We are well pleased with the performance of our 
Chevrolet trucks.” 

Men like Mr. Kirk make stern demands on a truck; 
the rig that wins their approval is the one that turns 
in the best record for tough, efficient, low-cost per- 
formance. And Chevy, you’ll find, is winning a lot of 


¥d 
ioe ay Si 


Sagres ML ‘ 


new boosters among oil haulers, for a number of good 
reasons. 

Reasons such as the big 230-h.p. Workmaster V8 
that powers Chevrolet Series 90 and 100 trucks. In 
tough service the country over, this engine is delivering 
plenty of proof that it’s just about the best yet for 
big-tonnage hauls. Its high torque (335 ft.-lbs.) gives 
you plow-horse pulling ability at low speeds and 
assures the power to keep mammoth loads moving 
briskly, right on schedule. Its advanced Wedge-Head 
design and short piston stroke help keep operating 
costs low . . . and its durable features, such as Moraine- 
400 bearings and Rotocoil exhaust valve rotors, help 
chop upkeep expense. 

This Chevy powerplant is one sure answer to extra 
savings, and so is the tough chassis that leads to low 
maintenance with components specially designed for 
the capacity to outmuscle the roughest kind of runs. 
For the latest in low-cost hauling equipment, see 
your Chevy dealer! . . . Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


ra Chevrolet Truck J cHevRo.er | 
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Remember the highboy? It was used 
at service stations to pump oil for cars. 
It’s now long departed—a_ curiosity 
piece of a bygone motoring age. 

And progress (Canco progress) put it 
there. The now-familiar motor oil can, 
originated by Canco, made the ineffi- 
cient highboy obsolete. Canco also in- 
troduced an ingenious dispenser to make 
opening and pouring quick and easy. 

Today, the round motor oil can is the 
accepted standard of the industry. 





Motorists take for granted that oil will 
be clean, unadulterated—refinery pure. 
And that’s what they get—thanks to 
American Can Company! 

* * * 
Canco continually searches for the new 
and better. Ingenuity and inventiveness 
—so characteristic of Canco—are always 
at work. You can expect, in the years 
ahead, that Canco will open new and 
important areas for your industry and 
the consumers you serve. 


€> AMERICAN CAN COMPANY 
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New York - Chicago 
New Orleans + San Francisco 


NATIONAL PETROLEUM NEWS ° August, 1959 





Hypoid Single-Reduction 
Gears Make 


TIMKEN-DETRONT 
LIGHTWEIGHT 
TANDENS 


HAST CHOICE 


for pluc-protit payloade / 


DRIVER CONTROLLED 
INTER-AXLE DIFFERENTIAL 


For more than three years Timken-Detroit Light- 
weight Tandems with Hypoid Single-Reduction 
Gears have been first choice with over-the-highway 
operators. Here are some of the reasons why: 


Up to 700 Ibs. lighter. Lighter in weight than other 
tandems currently available, Timken-Detroit’s effi- 
ciency of design is unmatched in the industry. This 
not only means lower initial cost but greater revenue 
from every payload. 


Hypoid gearing. Provides up to 30% more strength 
than spiral bevel gearing of the same size. Stronger 
design gives longer life and lower maintenance costs. 
To match hypoid gear performance, a spiral bevel 
gear must be larger and heavier. 


Widest choice of axle ratios. Because of the stronger 
hypoid gear set, it is practical to provide high numeri- 
cal axle ratios up to 8.6 to 1. To provide axle ratios 
greater than approximately 7 to 1 with spiral bevel 
gearing, some form of auxiliary ratio multiplication 
is required. This increases both weight and cost. 


“In-Line” through drive. Eliminates compound 
angles, and reduces drive line wear and maintenance. 
Differential carriers are centered to permit common 
axle shafts. 


HYPOID 


Driver controlled inter-axle differential. Divides 
torque equally between axles, yet compensates for 
any differential of speed between the axles. Both 
axles are always doing equal amounts of work. Can 
be locked out at any speed when poor traction con- 
ditions exist. 


Tough, Torsion Flow Axle Shafts Are Best By Any Test. 
Don’t be misled . . . patented Torsion Flow Axle 
Shafts are still the best available to the American 
Trucking Industry. Comparison tests prove that 
Timken-Detroit Axle Shafts, spline diameter for 
spline diameter, are the toughest ever made. 


World’s largest manufacturer of axles ©1959, ps Corp. 
for trucks, buses and trailers : 


A Iitther Foal of... ROCKWELL-STANDARD 


CORPORATION 
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but itis THE EASY WAY 
TO SELL MORE T.B.A.:! 


BECAUSE U. S. Royal gives you the complete 
quality tire line re-engineered for today’s safe 
driving... with the performance features your 
stations’ customers want. 


BECAUSE the U. S. Royal T. B. A. Program is 
designed to help your dealers increase sta- 
tion traffic, build extra sales and profits. 


BECAUSE U.S. Royal gives you maximum 
selling help, providing powerful merchandis- 
ing and sales promotion support for your 
dealers. 


BECAUSE U.S. Royal, with experience 
gained in many years of working with oil mar- 
keters, provides an efficient, flexible method 
that supplies the right service, tailored to your 
dealers’ needs. 


Is) United States Rubber 


Rockefeller Center, New York 20, N.Y. 
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SHELL OIL COMPANY 
TYPE S-20-8 


..and BEAUTIFULLY PERMANENT! 


Fast construction... maintenance-free operation... and 
inviting cleanliness—these are only a few of the big advantages 
of LUSTERLITE Porcelain Enameled Service Stations. 


The permanent beauty of these stations assures lasting 





customer appeal...and porcelain enamel saves costly yearly 
painting maintenance. 


LUSTERLITE supplies most major oil companies. 


For drawings and prices, write 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


LUSTERLIT 





PORCELAIN ENAMELED SERVICE STATIONS 





Bis 


More than 300 quarts per minute of Wolf's Head Motor Oil are filled using 20-Pocket M&S Filler. 
Another M&S Filler shown in background fills 5-quart containers. Installation located at Oil City, Pa. plant. 


“Standard of the Filling Industry” 


Actual comparison testing proves that M&S Positive Displacement Type 
Fillers provide the most profitable combination of the four “most wanted” 


filler features: 


1. 


High Accuracy. Exclusive pre- 
measuring principle of M&S Fil- 
lers insures consistent close-toler- 
ance filling for higher case yield 
per batch of product. 


. Low Maintenance. Rugged con- 


struction and precision engineer- 
ing of M&S Fillers assure long 
life and dependability under the 
toughest, heaviest production 
schedules. 


. High Speed Operation. The M&S 


line includes fillers in every speed 
range — equalling the speed of 
latest closing machines— with no 


Me 


FOOD MACHINERY 
AND CHEMICAL 
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sacrifice in accuracy. Built to han- 
dle U.S. quarts, Imperial quarts, 
5 quart and gallon containers. 


4. Waste-Free Filling. Such FMC 


“firsts” as the precision ‘““No can 
—No fill’? mechanism assures pre- 
vention of product waste. Addi- 
tional features that are available 
include the combination chute- 
belt-worm timer for gentle han- 
dling of lithographed cans, 
banked can track for high-speed 
operation, and many other fea- 
tures that make M&S Fillers tops 
for fast, accurate filling. 


Putting Ideas to 


Work 


Your FMC representative 
will gladly show you which 
M&S Filler Model is best 
suited for your oil filling 
requirements. Won’t you 
call him today? Or write 
for new M&S Oil Filler 
Bulletin No. CMD-701W, 
free on request. 


FOOD MACHINERY AND CHEMICAL CORPORATION 


Canning Machinery Division 


General Sales Offices: 


NATIONAL 


WESTERN: SAN JOSE, CALIF. « EASTERN: HOOPESTON, ILL. 
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HERES YOUR ANSWER TO 
"DO-IT-YOURSELF" ANTI-FREEZE SALES! 


GUARANTEED F 


POINT 
SERVICE 


- 
f RE 


A new service plan for your dealers that can turn an 
anti-freeze sale into as much as a *20 related item sale 


Look at the new dealer display sign 
above. Notice that it doesn’t just 
sell “Prestone” anti-freeze. It sells 
guaranteed anti-freeze service. 
Service... this is what car owners 
want .. . and need! And this is a 
golden opportunity to turn a simple 
anti-freeze sale into as much as a 
$20 related item sale. Because al- 
most every car that comes into a 
service station needs more than just 
anti-freeze for guaranteed all-winter 


yire? 


FREEZE 





i This part of sign 

.__ is separate and 
can be used if 
dealer chooses. 


driving! A new fan belt . . . new 
hoses . . . new thermostat . . . new 
pressure cap. 





Attention: Oil Company Market- 
ing Managers. Let us give you facts 
and figures — expressed in percent- 
ages, of course —on the proved sales 
results for 28 major oil companies 
now selling “Prestone” anti-freeze. 
What we have done for them, we 
can do for you. 


th Lue usive 
MAGNETIC Fit 
PREVENTS RUST 
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“Prestone” anti-freeze 
with its exclusive Magnetic Film, 
is the top quality product 
preferred by both dealers 
and consumers. 








“Prestone’’, ‘‘Eveready” and “Union Carbide” are registered trade-marks of Union Carbide Corporation 


UNION 
NATIONAL CARBON COMPANY : Division of Union Carbide Corporation + 30 East 42nd Street, New York 17, N.Y. 
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Make 14 months’ profit this year... 


with AVONCRAFT 


porcelain enamel stations 


Bold words . . . but can we prove it? The answer is yes, emphatically so—because 
with Avoncraft you’re in business as much as two months sooner! With the ex- 
clusive Avoncraft “package” design, it is possible to manufacture quality stations 
of all porcelain enamel in quantities of 1 to 50 or more .. . stations that go up in 
a matter of 7 to 10 working days. Because you're “open for business” sooner, you 


can increase your gallonage and overall sales, while investing in a station that will 
last a lifetime! 


Write for our new full-color brochure, Function & Lasting Beauty 


Avoncraft 


a division of 
MARIN & WwW Ss , i ow < 
VERSATILE BUILO’ER ON THE MISSIS S11???) 
P. O. BOX 1030 e¢ PHONE UNiversity 6-4561 


> NEW ORLEANS 8, U.S.A. 
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Permeation Barrier is a protective layer 
of special rubber compound between the 
tube and the reinforcing layers of Gates 
Oil Suction and Discharge Hose. 

This protective layer reduces the dam- 
aging penetration of oil hydrocarbon mole- 
cules, which can cause separation between 
components of the hose. As experienced 
users know, maximum adhesion between 
these internal components is the key to long 
hose life. 

For more hours of actual service life, You get “Permeation Barrier” plus 
fewer replacements, and lower hose costs 5 other superior features... 
... specify Gates 0.S.& D. Hose. 


The Gates Rubber Company Denver, Colorado Gditinais tite mente at Wein: vedios 


Gates Rubber of Canada Ltd., Brantford, Ontario rubber stock which resists damage 
by aging, abrasion, weather and oil. 


TUBES are specially compounded to 
handle petroleum products without 
softening or swelling. 


REINFORCEMENT of spiral wound steel 
wire provides for maximum strength 
and crush resistance to the body 
of the hose. 


carcass of high tensile fabrics in 

multiple plies is engineered for 

full rated suction and discharge 
> pressures. 


BUILT-IN FITTINGS are all static- 
bonded to discharge electricity be- 
fore a dangerous charge can be 
built up. 








ee 
TPA 395 


»- 


The Mark of = Specigized Research 


SO 


CGSetes 
(CToh =m O}] Mm Meolelol late Ma leyt- 
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New G-E HELPEROO 


makes dozens of your Dealers’ 





A PAIR OF 
HELPEROOS 


FREE 


...with a case of 12 


G-E SUBURBAN 
HEADLAMPS 


The right size to hold practically all your 
forms (6%" x 10") 


Rugged waterproof fiberboard 


Suburban HEADLAMPS 


BUY A PAIR TODAY...SEE BETTER AGAINST ONCOMING CARS TONIGHT 


TONIGHT, . SEE BETTER : 

AGAINST ONCOMING CARS TONIGHT... SEE BETTER of 
SER: aR. AGAINST ONCOMING CARS 

ry Fh aed 


: we 
ay Cp Suburb fer 


4 HEADLAMPS ; HEADLAMPS — 
Oemenal @ ciserare ! | 


instead of Helperoos, offer this display and window streamer FREE with a car- 
ton of 12 G-E SUBURBAN Headlamps. They help sell two headlamps at a time! 
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speeds up paperwork 
daily chores easier... 


WHEN DEALERS 
HANG THE HELPEROO! 


e near the phone © in the lube room 
¢ on the desk 


it keeps customer jobs in sequence 
e it clips messages together 


e it holds lubrication, pre-order, and 
other forms 


e it keeps work assignments in order 
@ it holds customer receipts 


WHEN DEALERS 
HOLD THE HELPEROO! 


¢ in their hand ¢ on their lap 
° on their knee 


it’s easier to write up customer orders 
take inventory quickly 

assign work orders 

approve work orders 

record gasoline gallonage 
safety-check customers’ cars 


WHEN DEALERS 
HAND THE HELPEROO! 


© to customers in their cars 


e they authorize service orders 
@ sign credit card receipts and charge 
memos— 
quickly 
comfortably 
legibly 


ONLY G-E SUBURBAN Headlamps Offer Low Beam Filament On Focus 


Until now, all headlamp makers put the upper beam filament 
on focus to put more light further down the road. But 
today’s increased nighttime traffic has made the low beam 
much more important. So now General Electric SUBURBAN 
Headlamps have the /ow beam filament on focus to provide 
a “‘spotlight”’ effect that puts more light down the right side 
of the road. 

The exclusive on focus low beam filament of General 
Electric SUBURBAN Headlamps gives drivers of 2-head- 
lamp cars virtually the same low beam advantages now avail- 
able in brand new cars with 4-headlamp systems (whose low 
beam filaments are also on focus). Tell your dealers 
to put pairs in their own cars—they’ll want to tell their 
customers about the improved light. 

General Electric SUBURBAN Headlamps will be adver- 


tised in October and November in Saturday Evening Post, 
Look and Popular Mechanics, 
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DON'T MISS OUT! Get a pair of Helperoos free with each 
case of 12 G-E SUBURBAN Headlamps. Contact your 
General Electric SUBURBAN Headlamp supplier today. 

General Electric Co., Miniature Lamp Dept. M-907, 
Nela Park, Cleveland 12, Ohio. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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JOYCE, 1960 2auick Soot 


Entire Pad Lies Flat . 4 [ 
- ‘mr wees Chassis Lifts feature 


foreign cars, using Quick Spot's 
basic arm patterns. 


oe 


Step of Pad Raises 


and pad can be angled for lifting 
certain small or foreign cars... 
or to add clearance when remov- 
ing mufflers or tailpipes from all 
cars. 


Entire Pad Raises 


to full height for lifting light 
trucks. 


Pad Assembly Revolves 360° 


for full-circle range of pad contact, whether pad 
is flat, pad step is raised or entire pad is raised. 


NOW, service all 1960 cars, including “Big 3” small entries, with 


Joyce Quick Spot lifts featuring new, exclusive Rota-Quick pads! Joyce— 
pioneer of movable arm lifts—introduces Rota-Quick pads to add even more 
versatility and flexibility to its Quick Spot line! Rota-Quick is now the standard 
pad on both single-post and two-post Quick Spot—at no extra cost! 

As illustrated, generous size pads lie flat for lifting all domestic cars and 
most small or foreign cars . . . you spot quickly every time! Certain small or 
foreign cars, however, have preferred contact areas that are hard-to-reach. So 
the step of Rota-Quick pad raises to present a smaller contact area . . . can be 
angled into exact position by revolving the pad assembly! The raised step also 
provides added clearance for muffler or tailpipe work on all cars. Entire pad 
also raises to full height for lifting light trucks! To provide a greater range of 
contact positions, pad assembly revolves full 360°! 

Remember—the basic principles of JoycE-pioneered Quick Spot lifting 
remain unchanged! Every Quick Spot made since 1958 handles all pleasure 
cars, foreign cars and light trucks—past, present and future! Now Joyce Rota- 
Quick pads make Quick Spot lifting even faster and easier! 


See many other Quick Spot features, write for illustrated literature today! 


THE JOYCE-CRIDLAND COMPANY 
Designers and Builders of Lifting Equipment since 1873 
DAYTON 3, OHIO, U.S.A. 

Canada: Midland Foundry & Machine Co., Ltd., Midland, Ontario 
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225 reasons why 


— Subject Index to the 1959-60 NPN FACTBOOK Issue 


Additives 

Advertising 

Annual Reports 

Associations, Directory of 

Automobiles 
Car breakdowns 
Car data forecasts 
Consumer expenditures 
Engine and lube data 
Foreign car tire sales 
Gasoline consumption 
Motor vehicle travel 
Registrations 
Service station trade 
Tires, batteries, accessories 
Two-car families 


Batteries 

Brand Names 

Bulk Plants and Terminals 
Number, by company 
Number, sales, ownership 
Planned expenditures for 
Storage capacities 
Water terminal directory 


Canada 
Brand names 
Company credit cards 
Distribution lineup 
Motor vehicle registrations 
Number of retail outlets 
Oil company personnel 
Product sales by customers 
Relations to U. S. 
companies 
Where companies market 
Capital Expenditures 
By oil companies 
Highways 
Marketing expenditures 
Oil and other industries 
Census Reports 
Bulk plants and terminals 
Farm oil expenditures 
Lube oil sales 
Service stations 
TBA replacement parts 
Transportation 
Commission Agents 
Number, by company 
Consumer Expenditures 
Cooperatives 
Credit Cards 


Crude Oil 
Prices 
Refinery capacities 
Supply-demand 


Degree Days 


you should have the 
NPN FACTBOOK handy 


Diesel Oil 
Farm and tractor use 


Distillate Fuel Oil 


Canadian sales 

Prices 

Refinery yields 

Sales, by state and by use 

Supply-demand 
Equipment 

Directory and buyer's 

guide 

L-P-Gas 

Oil heat equipment 

Planned expenditures 

Truck census 

Truck restrictions 


Farms 

Cooperatives 

Petroleum expenditures 

Tire sales 

Tractor sales by type 
Forecasts 

Gas industry 

Gasoline octane ratings 

L-P Gas market 

Lube oil consumption 

Motor vehicle registrations 

Motor vehicle travel 

Passenger car trends 

Retail trade 

Supply-demand 

TBA sales potential 
Fuel Oil 

Canadian sales 

Degree days 

Heating equipment sales 

Prices 

Refinery yields 

Sales by state, type 

Supply-demand 
Gasoline 


Brand names 

Canadian sales 
Consumer expenditures 
Consumption 

Farm and tractor use 
Marine sales 

Motor vehicle travel 
Octanes 

Premium grade sales 
Prices 

Refinery yields 

Retail sales 
Supply-demand 

Tax laws, rates, collections 
Where companies market 


Government 


Guide to legal issues 
Federal highway program 


Tax laws, rates, collections 


Highways 
Building program 
Toll roads 


Imports, Exports 
Jet Fuel 
Jobbers 
Associations directory 
Bulk plant ownership 
Number, by companies 
Kerosine 
Farm use 
Prices 
Refinery yields 
Supply-demand 


Legal Issues 

Liquefied-Petroleum Gas 
Equipment 
Farm and tractor use 
Pipeline capaci‘ies 
Sales, past and future 
Supply-demand 
Transportation 
Underground storage 


Lubrication 
Auto use 
Census sales breakdown 
Consumer expenditures 
Consumption forecast 
Motor oil ratios 
Production 
Retail motor oil sales 
Supply-demand 


Marine Sales 


Marketing Companies, U. S. 


Annual reports 
Brand names _ 
Capital expenditures 
Credit card use 
Distribution lineup 
Sales management 
Where companies market 
Motor Oil 
Natural Gas 
NPN Reference List 
Oil Companies 
PAD Map 
Pipelines 
Delivery of products 
Products pipeline map 
Population Forecast, U. S. 
Prices 
Refineries 


Directory | 
Product yields 





Residual Oil 
Canadian consumption 
Prices 
Refinery yields 
Sales by use 
Supply-demand 
Retail Trade 
Consumer expenditures 
Credit cards _ 
Forecast: Retail trends 
Gasoline prices 
Number of stations 
Population projections 
Station building permits — 
Station capital expendi- 
tures 
Station dollar sales _ 
Station operating ratios 
Stations on toll roads 
TBA sales 
Two-car families 
Service Stations 
Storage Capacities 
Supp!ly-Demand 
Tank Cars 
Taxes 
Anti-diversion laws 
Oil company payments 
Quick history 
Rates and collections 
Terminals 
Tires, Batteries, Accessories 
Antifreeze sales 
Auto trends forecast 
Battery sales 
Car breakdowns _ 
Consumer expenditures 
Directory and buyers’ 
guide 
Farm tire market 
Forecast: TBA sales 
Replacement parts market 
TBA Sales ratios 
Tire sales 
Tubeless tires 
Wax polish 
Where tires are purchased 
Toll Roads 
Tractors 
Transportation i. 
Pipeline map, capacities 
Product shipments 
Trucks 
Delivery of products 
Number and capacity 
Planned expenditures 
Registrations 
Size and weight restric- 
tions 





A few FACTBOOKS are still available from NPN Reader Service, 330 W. 42nd 
St., New York 36, N. Y. Price: $2.00. 
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WARNER- F AL L 1959 4 





IT WORKS LIKE THIS: 


Example: Dealer Cost Retail Price 
Dealer Orders 48 cans Warner Products 60¢ each... $28.80 $1.00 each—$48.00 


Dealer Gets FREE 12 cans —_ aed NOTHING! IT’S FREE! $1.00 each — $12.00 
older 





Dealer Pays only $28.80 and gets back $60.00 
That's the regular 40% profit PLUS 20% bonus profit! 


a al-3 ot- (es ¢-wolam’,0)0l am clolalel—-melgehsia@nc-iaa 
WARNER LIQUID SOLDER 


It's non-metallic, deposits tiny fibers to repair leaks folerste-lancsi-1e mn ce) 
circulate freely through the smallest tubes in modern auto radiators and 
heaters effectively seals leaks in pressurized systems seals leaks 
at once and gives full protection... works with all types of anti-freeze 


larela@anlict-tsmn Comes l ah aunt) (lime) ange) ol el-1aulamm dal: merele)iiaremr-t'2-3(1an| 


WOW METALLIC _ peposits cans \W 

TW tepain CRACKS AND Logs 
AUTOMOBILES, TRUCKS ARE 4 
» trrrrprrrrrtttt - 


steaancees: as 


Nationally Advertised in (Post) and mid 


WARNER-PATTERSON COMPANY 


GENERAL OFFICES: 


600 SOUTH MICHIGAN AVENUE, CHICAGO §, ILLINOIS - © Warner Speed F Water Pump Lubricant 
€d Flush, 


WAREHOUSES: 





e 

| Warner Heavy Duty Coo}; 

Chicago ¢ Cleveland ® Dallas © Los Angeles ® Atlanta © Newark dette, lm 
° Block 

Memphis * Kansas City * Minneapolis * Tulsa * Houston — 


— Heavy Duty Sealer 
/n Canada; Warner-Patterson Co. Ltd., Toronto, Ont. 
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AMOCO CHEMICALS—A NEW RESOURC 


Five. 

AMOCO Additive 
Product Bulletins 
to help you 





ese 


Here are five informative bulletins 
that give technical data helpful in 
evaluating Amoco Additives. Bulle- 
tins document with test data and 
comparative illustrations, the per- 
formance of motor oils and gasolines 
containing Amoco Additives. Typi- 
cal physical and chemical properties 
of the additives are included. Tech- 
nical service by experienced petro- 
leum additive engineers, to assist 
you in the use of Amoco Additives, 
is also available. 


AMOCO 193 INHIBITOR 


Gives information on this multi-functional 
zinc dithiophosphate motor oil additive 
which inhibits oil oxidation, protects bear- 
ings from corrosion, and prevents exces- 
sive wear of critical engine parts. 


AMOCO 200 SERIES DETERGENT- 
INHIBITOR ADDITIVES 

Data are given on the use of a number of 
the outstanding detergent-inhibitor addi- 
tives of this series in making motor oils. 
All are combinations of Amoco's unique 
barium detergent and zinc dialkyl dithio- 
phosphate inhibitor. 


AMOCO 600 VISCOSITY 

INDEX IMPROVER 

Contains data on how AMOCO 600 VI 
Improver helps provide easier starting, in- 
creased gasoline mileage, less ORI, greater 
shear stability, better oil mileage. Useful 
blending chart included. 


AMOCO 520 SERIES METAL 
DEACTIVATORS 

Information is provided on extending stor- 
age life of copper-contaminated gasoline 
stocks, heating oils and diesel fuel with 
metal deactivators of this series. 


AMOCO 530 SERIES GASOLINE 
ANTIOXIDANTS 

Each of the three major chemical types of 
gasoline antioxidants, for economical pro- 
tection from gum formation, are included 
in the AMOCO 530 Series. Here are data 
on all of them. 


AMOCO CHEMICALS CORPORATION 
910 S. Michigan Avenue, Chicago 80, Illinois 


& 
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you, too, can prevent 
carburetor icing by using 
the world’s most potent, 
lowest-cost antt-icer... 


Automatic chokes and transmissions are just great in modern cars . . . except when 
atmospheric conditions éause carburetor icing! 

But you can prevent carburetor icing . . . in any car, old or new... . by 
ice-conditioning your gasoline with Unicor LHS. 

This entirely different kind of anti-icer is the most potent of all and lowest in cost. 
It blends instantly with winter grade gasoline, and, not soluble in water, is not 
extracted from gasoline by moisture. In addition, Unicor LHS is a highly effective 


corrosion inhibitor and detergent, prevents rust and corrosion, keeps manifolds 
free of crippling deposits. 

Get started today with Unicor LHS. Write, wire or phone our Products 
Department for information, samples or commercial quantities. 


® 
UNIVERSAL OL 
PRODUCTS COMPANY 


30 Algonquin Road, 
Des Plaines, Illinois, U.S.A. 
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Wravc® 
SWIVEL-ARM 


SINGLE POST FRAME LIFT 





handles sports 


The new Weaver Single Post Frame Lift with Swivel Arms 
and adjustable adapters lift cars at car manufacturers’ recom- 
mended chassis pick-up points. There is no problem with X 
Frames, Straight Frames, Unitized Bodies, or Bowed-Out 
Frames. 


This new lift has been designed and engineered with out- 
standing built-in features not found in other Frame-type Lifts. 
Narrow one-piece extra-strength solid steel all-welded bolster 
center section, long-reach reinforced lifting arms with mov- 
able four-height position non-slip adapters provide for maxi- 
mum versatility and anti-obsolescence. Available in 3 models: 
Air-Oil operated, Semi-Hydraulic . . . Air-Oil Operated, Full FOUR-HEIGHT ADJUSTABLE ADAPTERS 
Illustrated above are the four-height position adapters. This new 


Hydraulic or Electric-Oil Operated, Full-Hydraulic. For full design eliminates the need for extra attachments. These movable 
adapters are shown in their four adjustable height positions of 5’’~ 


details, write for catalog No. 842. 71/2'— 834" and 1114" from the floor with lift down. 


NEW ROLL-ON LIFT 


Also available is Weaver's new Single-Post 

“Low-Wide Runway” Roll-On Lift. We be- 

lieve this to be the only Roll-On Lift which 

Weaver Manufacturing Company, Springfield, lll., USA will stand one-half its rated capacity load 
DIVISION OF DETROIT HARVESTER COMPANY on one end of the superstructure with no 

load on the other end. Handles wheel treads 
from the small foreign cars to the wide 


Complete line includes: Twin Post Lifts... Triple Post Lifts... Single Post Roll-On, Free-Wheel and Frame tread Pontioc. Write for complete detells. 


Type Lifts... Unit Lifts... Bumper Jacks ...Car Washers... Wheel Alignment Equipment... Headlight 
Testers...Brake Testers...Wheel Balancing Equipment... Jacks...Wheel Dollies...and Air Compressors. 
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now! 


ANEW OPERATOR 





by the originators 
of cable control in 1933 
for truck tanks* 


Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 





weighs only half as much as our previous model. 
Side frames are of heat-treated aluminum with steel 
cross braces. Levers are of malleable iron, shorter 








and heavier in section, with oilless bronze bearings. 
Malleable iron offset links can be attached to either 
one of two holes providing cable movement of 1% 
in. for older types of emergency valves or 2 in. for 
newer larger valves. 





Other outstanding features of this new 








operator include the following: 


@ Fusible link that will melt in case of fire, permitting a spring- 
loaded trip mechanism to close the valves. 


Provision for manual tripping from two or more remote points 


The end frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar 
that slides into the slots 


Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 


In any size frame from 1 to 10 compartments (5-compartment 
operator is only 81/8 in. wide x 103/16 in. deep x 1511/16 
in. high and weighs only 14.4 Ib.) 




















Operator can be ted in any ¢ ient position. 


Send for detailed information and prices *U.S. Patent No. 1,932,972 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS: 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11,CALIF, 
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Help your customers 


beat high cost 


of Downtime! 


SARO CUSTOM-BUILT 





PROPER LUBRICATION 
WITH ARO LUBE-VAN 
PAYS FOR ITSELF! 

1 Best protection for heavy equipment—which 


may be an investment of several million 
dollars on one spread. 


2 Better control of equip t maint e costs 


—estimated at 20% of total highway 
dollar. 





3 Prevents costly downtime. Lost production 
time on thirty yard scraper can cost $75 to 
$100 per hour. Breakdown of key piece of 
equipment shutting down other equipment 
can cost as much as $1000 per hour in lost 
production. 


4 Lubrication cost is small. The lubricants— 
plus handling, storing and dispensing— 
represents less than 1% of total highway 
dollar. Similar small percent on other heavy 
construction. 


Keys to Proper Lubrication 


Product Quality * Application Information 
Simplified Lubrication 
Field Engineering Service 
Adequate, Prompt Delivery Service 
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Service units are self-powered by air compres- 
sor and generator shown here. This gives you 
around-the-clock lube service anywhere—with 
an ARO Lube-Van! 


Air hoist with trolley simplifies loading. All 
units installed for most efficient operation . .. 
engine oils, gear, chassis, track, hydraulic, air, 
water, solvent. 
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LUBE-VAN 


a 


A TURN- KEY JOB: 


__- Factory-Built By Lube Equipment 
Engineers To Your Specs... Tested and 
Delivered To The Site Ready To Roll: 


Another ARO first! You’ve got to keep bearings, 
engines and precision surfaces /ubricated—to keep 
big rigs rolling and downtime down! This calls for 
a custom-engineered mobile lube unit to give on-the- 
job lubrication when and where needed . . . 24 hours 
a day! 


Now ARO Engineers have solved this problem— 
after more than two years of studying lube equip- 
ment needs on hundreds of construction sites 

coupled with development work, field-testing and 
proving by ARO’s staff of lube equipment specialists. 


This new concept is a far cry from makeshift meth- 
ods. Here’s what ARO offers— 


Engineering . . . Custom Service for every con- 


tractor requirement. An Aro Field Engineer works 
closely with you to coordinate contractor needs. 
ARO will submit planned drawings of proposed 
Lube-Van ... make sure of correct weight distri- 
bution . . . recommend truck and van specifications. 


Equipment ... The ARO Lube-Van is self- 
powered. All pumps and reels are heavy-duty all- 
weather type—specialized for contractor needs. A 
completely engineered unit for fast, safe, clean lube 
service. Speeds up lubrication! Each Lube-Van 
factory-tested with your products before delivery. 
Reaches site ready to go—a turn-key job! 


SALES AND SERVICE by qualified ARO Field 
Personnel and facilities in all territories. 


LUBE RIGS, LUBE VANS for All Contractor Needs! 


ARO offers a wide range of Lube Rigs and Lube Vans which provide 
all services normally required for earth-moving and_ construction 
equipment lubrication. ARO Model 649-051 Lube Rig at left is 
widely used by large contractors. It is self-sufficient and ready for 
work anywhere—on a flat bed truck or at your maintenance area. 


ASK ABOUT ARO’S LONG TERM 
CONTRACTOR FINANCE PROGRAM 


WRITE TODAY! 


Send for new catalog 
showing ARO’s com- 
pest line of Heavy Duty 

ubricating Equipment 
for Contractors. 


\ 
auamcarins & “ \ 


yaavy ore \ 
fn CONTRACTORS | 


al 
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THE ARO EQUIPMENT CORPORATION, Bryan, Ohio 


Aro of Calif., 3141 S. Grand Ave., Los Angeles 7, Calif, 
Aro Equipment of Canada, Ltd., Toronto 15, Ontario 


Offices in All Principal Cities 
LUBE 


| EQUIPMENT 
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ANOTHER 


EVER-TITE 




















Tight Fill System 


A NEW ADDITION TO THE EVER-TITE FAMILY 
—a complete 4” tight fill system 


for EVEN FASTER DELIVERIES a 
than are possible through the use of ‘king Cop § 
smaller size equipment 


padlocked 


97 
‘ae Adapter 


And remember — 7 = 
EVER-TITE is still the leader in 


The 3 EVER-TITE System for Tight Fill still leads all others 
because of ever-increasing demands by more and more companies 
who wish to take advantage of safer and faster tight fill deliveries. 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry — proved by 22 years of pre-eminence. 


Ask your distributor now, or write for full information. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 





The unique patented Ever-Tite sight gauge design is a part of all systems 
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Ahead of the News 


IN WASHINGTON 





Gasoline Taxes—Some increase in the federal gasoline 
tax may be coming this year after all. President Eisen- 
hower’s unflagging demand for a 1.5¢ gal. boost forced 
Congressional Democrats to vacate their no-tax stand. 
They shifted to compromise providing for a 0.5¢ tax 
increase followed the next year by a commitment of 
highway-user revenues to the federal road program. 
For his part, the President would go along with pro- 
longing the highway construction program. 


Collection Level Change—Oil jobbers’ efforts to get 
federal gasoline taxes collected at the distributor instead 
of the supplier level almost certainly won’t pay off 
this year. No hearings have been scheduled and no 
action is expected. 


More Tire Probes Coming—The Justice Dept.’s anti- 
trust division will resume this fall its grand jury investi- 
gation of relationships between oil and tire companies. 
A Denver grand jury has already done some probing 
into this subject. The jury abandoned an investigation 
of alleged price fixing by oil companies. 


Anti-Depletion Forces Routed—Oil producers expect 
it to be some time before the Senate’s anti-depletion 
bloc recovers from its recent setback. The bloc had 
been hoping to add up to 10 votes this year to the 31 
it had last year. When counting of hands came in late 
June, there were only 21. Even when you add anti- 
depletionist absentees, the total is about the same as 
last year’s. The vote was taken on Sen. Douglas’ (D., 
Ill.) proposal for a sliding scale depletion rate based 
on gross income: 27.5% for less than $1-million, 21% 
for $1-million to $5-million, and 15% for more than 
$5-million. 


AROUND THE COUNTRY 





More Mergers Coming—At least a half dozen oil 
companies are on the verge of being acquired by major 
producers and refiners. (The list of acquisitions this 
year is already impressive. For rundown, see page 101.) 


Gulf Swings into Action—Gulf Oil will be ready 
for full-scale political action in the 1960 elections. 
The company’s much-talked-about plan for “active 
participation in practical politics’ (NPN—Nov. ’58 
p77) has now been formulated. Two big features: 
(1) appointment of specially trained employees as 
regional or area political supervisors to work directly 
with politicians; (2) a new Washington office staffed 
by a legislative analyst and political writer. Gulf will 
be non-partisan, but will encourage employees to get 
active in party politics of their choosing at all levels. 
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Way Ahead of the News 


This issue of NPN has been selected for in- 
clusion in a time capsule to be sealed in Titus- 
ville, Pa., on Aug. 27 and opened in the year 
2000 A.D. 


Time Capsule Special—Oil marketers may be 
using at least two new systems in 2000 A.D. that 
startle the old-fashioned oil marketers of 1959: 
(1) On space platforms, dispensing units servicing 
mobilcarts that transport platform personnel and 
supplies. (2) On earth, electronic robots at multi- 
ple-product centers. As a partial solution to the 
manpower problem, the mechanical devices per- 
form simple services and make change. This allows 
dealers time for planning, personal contact and 
small-talk with customers. (For a table of NPN’s 
centennial features, see page 112.) 











Feeling Oil’s Pulse—The oil industry stands a good 
chance of regaining a favorable supply-demand balance 
sometime in the fourth quarter, says Chase Manhattan 
Bank’s petroleum department. But this hinges on 
continued reductions of production allowables and on 
similar restraint by refiners. 


‘One-Roof’ Resistance— Undercover opposition to the 
proposed new heating oil organization (NPN—June 
p105) has been developing, but it’s not yet considered 
a deterrent. Much of it involves timing, with some 
marketers pushing for deferral from the original 
target date of 1960. Some individual OHI chapters 
reportedly oppose the idea, claiming the major off 
companies will take over, to the detriment of inde- 
pendent distributors. The plan calls for the establish- 
ment of one over-all organization to replace the several 
agencies performing separate functions, such as OHI, 
National Fuel Oil Council and the API research 
program. 


New Jet Fuel—Humble Oil reports development of a 
new jet fuel 25% more powerful by volume then fuels 
now in use. This could double a jet’s range. Says a 
Humble chemist, “Somewhere down the road jet fuel 
will probably be as different from today’s turbo fuel 
as the turbo fuel differs from today’s aviation gasoline.” 


Petrochemical Move—Tidewater is reported getting 
ready to make an all-out jump into petrochemicals, 
It’s said to be considering the whole range of petro- 
chemicals and talking with virtually every major chem- 
ical company about possible joint ventures. Some deals 
are considered about ready to come off. 


More Ahead of the News ® 
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Ahead of the News 





Oil Supermarketing—Continental Oil is experiment- 
ing with a supermarket-type service station in Houston. 
Designed for transit traffic, the station offers limited 
services but sells various types of come-on merchan- 
dise (such as watermelons for 55¢ with fillups). The 
outlet has no service bays and doesn’t sell tires 
but handles small accessory items. Ultra-modern in 
design, the station has an air-conditioned pump-island 
office. Conoco is building another of the same type 
station, also in Houston. 


Noncredit Card Plan—A new consumers’ club is buck- 
ing the national credit card trend. Discount Club of 
America, New York, N.Y., offers for $5 a year a 
“cash card” that’s good for a 10% discount at affiliated 
stores for cash payment. DCA claims 5,000 establish- 
ments, located in major U.S. and Canadian cities plus 
Cuba, Haiti and Jamaica. 


Station with TV Lounge—DX Sunray plans to build 
a “revolutionary” circular service station soon in Tulsa. 
The building will be air conditioned and feature a 
lounge with TV. 


Upgrading ‘Regular’—A trend to higher-grade regu- 
lar gasoline is developing. The reason is some cars that 
manufacturers specify regular-grade gasoline for don’t 
perform satisfactorily, according to technical sources. 
By upgrading the regular, refiners can offer a product 
that will work okay on manufacturers’ recommenda- 
tions. Up to now, attention has been centered on 
premium-grade gasoline: they’ve been upgraded steadily 
with rising engine compression ratios. 


Credit Card Crackdown—In what could be the start 
of a trend, Continental Oil Co. is now levying a service 
charge on all retail credit card balances overdue 90 days 
or more. The charge was introduced in Conoco’s north- 
ern marketing region. 


Go West, Young Man—Humble Oil’s move west is 
picking up momentum. The company is snapping up 
station properties in Arizona through purchases and 
distributor agreements. There’s little doubt the Humble 
brand is headed for California. And that’s not all. 
In Arizona, a group of stations under the brand 
“Arizona” is Humble’s, too. 


Wax Cleared—A cancer scare associated with use of 
petroleum waxes on milk containers has been officially 
laid to rest. Arthur S. Flemming, Secretary of Health, 
Education & Welfare, said scientists have found “no 
indication of a health hazard” in petroleum waxes. 
The scare stemmed from reports, out of context, that 
cancer-producing agents had been found in wax. While 
it was true that one of many petroleum waxes tested 
was found to contain such an agent, the amount was 
infinitesimal. 
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Lundberg Severs Ties Again—Dan Lundberg will do 
his West Coast masterminding from now on as a free 
lance public relations counsel. He has resigned as ex- 
ecutive secretary of Serve Yourself & Multiple Pump 
Assn. in Los Angeles (his successor is Paul Erdos, 
the association’s field coordinator for eight years). A 
couple of months ago Lundberg resigned from Cali- 
fornia Petroleum Marketers Council. He gives the 
same reason for both moves: to allow him to carry 
out his projects more effectively by wearing fewer hats. 
One such project now is to eliminate octane competi- 
tion among independents. 
e 
Two-Cent Spread Slipping?—A South Texas jobber 
believes big private branders in his area are moving 
closer to “the 1¢ gal. differential idea.” He thinks some 
big ones in his area would accept a 1¢ spread now 
(instead of 2¢ or more), if lesser-known unbranded 
operators would raise their price sights. 
* 


Natural Gas Outlook—Here’s how natural gas plans 
to grow the next three years, according to the American 
Gas Assn. The big heat’s on in the East-North Central 
area (Ohio, Michigan, Indiana, Illinois and Wisconsin). 
That’s where some 25% (1.1 million) of gas’s new 
customers are expected to come from in the three- 
year period. Anticipated new customers in some other 
areas: Pacific Coast, 628,000; Middle Atlantic, 526,- 
000. In the Southeast, Florida’s in the spotlight with 
148,000 new customers anticipated. 
® 

New Credit Card System—Humble Oil reportedly is 
adopting a credit card system that eliminates writing by 
the station attendant. All he has to do is punch keys on 
the imprinter. When the invoice gets to the Houston 
office, it’s already punched and can be recorded auto- 
matically. The machine that handles this operation 
would eventually eliminate 11 key-punch machines. 


Exhaust Standards—A House committee is consider- 
ing a bill that could lead to auto exhaust safety stand- 
ards. 

* 


Conoco Pushes Natural Gas—cContinental Oil is out 
to get more natural gas business. The company has set 
up a new department for expanding and developing 
its interstate gas systems and cultivating new markets. 


Looking at 2059 A.D.—Visionaries, speculating on 
what the marketing universe may be like 100 years 
from now, suggest the possibility of an announcement 
like this: Satellite Energy Corp. reports plans to estab- 
lish distribution and sales franchises on a chain of 
planets to service astromobiles being exported from 
the earth by World Mobile Exports. Operations men, 
the report may explain, have been testing equipment, 
while market sales and appraisal specialists have been 
surveying the potential. (For a humorous look at 2059, 
see page 118. NPN’s Oil Centennial Section starts on 
page 111). 
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Petroleum Indicators 








NPN PRICE AVERAGES* 


YEAR AGO Refinery /Terminal 





GASOLINE 


(regular). 11.59 11.59 11.85 
TOS cscnntin® aan, ee Kerosine .. 10.86 10.93 10,73 
Distillate .. 8.94 898 9.17 
Residual .. 4.49 4.64 4,74 
4 principal 

DISTILLATE products. 9.07 9.08 9.26 
Lube oil .. 21.62 21.53 21.53 
Crude at well 

cammaneis RARE a ($perbbl.) 2.92 2.92 3.04 


RESIDUAL re ee 


*Weighted average price, princi- 
pal markets. Crude prices middle 
ss of month, not monthly average. 
1958 | 1959 tThrough July. 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) July 1959* June 1959 July 1958+ 
Finished and unfinished gasoline (thous. bbl.) 189,859 196,396 180,705 
Kerosine (thous. bbl.) 28,232 27,393 25,655 
Distillate fuel oil (thous. bbl.) 129,352 118,955 119,437 
Residual fuel oil (thous. bbl.) 54,269 51,163 66,457 
Crude oil—B. of M. (thous. bbl.) 270,288 271,559 246,556 

Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,899 7,992 7,554 
Foreign crude included (thous. bbl. daily) 1,102 1,037 867 
% of refinery capacity operated 81.5 82.6 82.0 


Refinery Output 
Gasoline (thous. bbl. daily) 4,035 4,014 4,016 
Kerosine (thous. bbl. daily) 236 267 225 
Distillate fuel oil (thous. bbl. daily) 1,743 1,795 1,650 
Residual fuel oil (thous. bbl. daily) 935 954 981 
Crude Supply 
U. S. crude oil production (thous. bbl. daily) 6,845 7,006 6,571 
Crude oil imports (thous. bbl. daily) 1,131 897 


*Through July 17, except crude stocks, July 11. 
tFigures for Alaska were not included until Jan. 1959. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 


Exports of crude and refined products (thous. bbl.) (April) 
Average station gasoline price, ex tax (¢ per gal.) 32 (July) 
Service station sales—all commodities ($-million) (June) 
Gasoline consumption (million gal.) (March) 
Passenger cars—domestic shipments (thous.) (May) 
Trucks and buses—domestic shipments (thous.) (May) 
Automotive replacement tire shipments (thous.) (May) 
Replacement battery shipments (thous.) (May) 
Oil burner shipments (thous.) (April) 


*Alaskan shipments are included beginning Jan. 1959. 
tExcludes Alaska. 
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Supply and Demand 





Fuel Oil: Oversupply Looms 


Distillate output in 1959 is 
growing faster than demand 


HE SUPPLY-DEMAND BALANCE of dis- 
tillate fue! oil isn’t good and isn’t getting 
any better. 

Production and refinery inventories of distillate 
fuel oils are high. They’re not likely to diminish 
except as the rate of plant operations is reduced. 
(Over 60% of refinery output of this product goes 
into distillate heating oil supplies.) 

Refinery production of distillate fuel oil for the 
first six months of 1959 is estimated at around 
350-million bbl., about 15% greater than in the 
first half of 1958. Higher yields, as well as greater 
crude runs, have contributed to the greater pro- 
duction. 

In contrast, demand for distillate fuel thus far in 
1959 has increased at a much lower rate. For the 
four months through April, the Bureau of Mines 
reports total demand increased 2.8% over that of 
the same period of 1958. May total demand is es- 
timated at 1,310,000 b/d, 5% larger than it was 
a year ago; and June demand, estimated at 1,130,- 
000 b/d, is about 3% larger than it was in 1958. 


Distillate fuel oil demand for the last six 
months of 1959 is placed at 1,770,000 b/d, a 
2.3% increase from the same 1958 period, accord- 
ing to revised estimates of the Bureau of Mines. 
Over-all demand for the year is now estimated by 
the bureau at 1,886,000 b/d, a gain of 2.6% 
over 1958. At the start of the year the bureau 
forecast over-all 1959 distillate fuel oil demand at 
1,900,000 b/d, 3.9% larger than in 1958. 





U.S. Distillate Fuel Oil Inventories 
at Refineries 
(000 bbi., API data) 


July 3 July 4 Change 
District 1959 1958 Bbis. 


East Coast 42,180 34,833 -+7,347 + 2.1 
Gulf Coast 22,049 15,287 -+- 6,762 +44.2 
Total Coastal 64,229 50,120 -+-14,109 -+-28.1 
North 
Central* 24,772 23,483 
Okla.-Kan. 8,568 10,001 
Other 
Inland 10,308 9,902 
Total Inland 43,648 43,386 
Total U.S. 
except 
West 
Coast 107,877 93,506 +14,371 -+15.3 
West Coast 13,302 13,065 +237 +41.8 
Total U.S. 121,179 106,571 -+-14,608 -+-13.7 


Chan 
% 


hee LS 
—1,433 —143 


4406 +41 
4262 +0.6 


* Includes Ind.-Ill.-Ky. and Minn.-Wis. and Dakotas 














Millions Bbls., End of Month 


175. y 5. Refiners Distiliate Fuel Oil 
Inventories, 1958-1959 ai 


150) 


/ 
1959 DISTILLATE 
STOCKS / 


4 
1958 DISTILLATE STOCKS 
(API DATA) / _,/ 


(BM DATA) 


*Adequate U.S. distillate fuel and stocks 
June 30, Sept. 30, Dec. 31, 1959 
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DISTILLATE STOCKS were 13-million gal. excessive at mid- 
year and climbing to an 18-million-gal. glut by Nov. 1. 


Current refinery stocks of this product reflect the 
high rate of refinery production this year, as well 
as increased imports. Last Dec. 31 U. S. in- 
ventories of distillate fuel oils were 127,300,000 
bbl. This total was 22-million bbl. less than stocks 
on Dec. 31, 1957, due to refiners’ efforts to main- 
tain a balance in supply and demand through 
1958. 

Through March of this year, inventories remain- 
ed under those of 1958 (see chart above right), but 
in April, May and June they have built up at a 
higher rate. Distillate fuel oil stocks of 118,950,- 
000 bbl. on June 30 were nearly 14-million bbl. 
greater than on June 30, 1958. Adequate supplies 
on this date would have been between 105- and 
106-million bbl. 

If inventories build up the next four months at 
the same rate as in 1958, distillate fuel oil inven- 
tories will reach a total of 178,455,000 bbl. by 
Oct. 31, when the 1959-60 heating season gets un- 
der way. Something like 160-million bbl. is con- 
sidered adequate. 

The current increase in distillate fuel oil inven- 
tories is mainly in the East Coast and Gulf Coast 
refinery districts, which supply the heating oil mar- 
ket in the east and in New England (see table be- 
low left). The over-all increase in the inland re- 
fining districts is small. In the Oklahoma-Kansas 
district, current stocks are less than those of a year 
ago. West Coast inventories are considerably larger. 

Gasoline supplies, too, are reacting to the higher 
rate of refinery operations, as well as to larger im- 
ports. Stocks June 30 were 196,390,000 bbl., about 
10-million bbl. higher than a year ago. Some et 
million would have been adequate. 


NATIONAL PETROLEUM NEWS °* August, 1959 








Good sight on a dark night 





GULF OIL CORPORATION 


Premium truck, 
regular price ! You buy more than a truck 


when you buy Dodge. You buy a quality hauler that’s loaded with muscle, 
outstanding in performance, famous for dependability, and low in price. 
Big choice of tandem, C.O.E. and conventional models—all “Job-Rated”’ for 
both straight-truck and tractor-trailer application. Advanced Dodge V-8 
engines give you up to 234 hp. on regular gas. Rugged main-auxiliary trans- 
mission combinations provide up to 20 forward speeds for greatest operating 


flexibility! Power steering, 100°% air brakes available. 


This year Dodge is truly the premium truck at the regular price . . . the 
BIG BUY in the low-price field. Find out more from your nearby Dodge 
dealer. He’ll show you exactly why... 


today, 


its real smart 
to choose D odge 


Trucks 


j 
} 


/ 


/ 


me BRICO "os 
» STE 


LEASH & CARRY 


On flat or hilly roads, under light or heavy loads ... modern Dodge V-8 engines 
deliver the kind of performance that keeps you right on schedule. Power-Dome 
combustion insures top power from regular gas. Rugged internal components insure 
long-lasting efficiency. Thrifty Sixes offered in low- and medium-tonnage range. 


92 (To obtain more data on advertised products see page 200) NATIONAL PETROLEUM NEWS * August, 1959 





INTERNATIONAL 
RIB-LOX 


The one-time hose coupling that’s easier 


Designed for use on fuel oil and gasoline tank truck 
hose, and for aircraft refueling hose, Rib-Lox offers 
new construction features that make installation easier 


TT . 


CA 
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to install, resists much greater end-pull 


than ever before. It assures trouble-free service for both 
coupling and hose. Available in male and female in 7 
sizes: 1 in., 114 in., 134 in., 114 in., 2 in., 2'% in., and 3 in. 


HERE’S WHY THIS RUGGED, ALL-BRASS 
COUPLING GIVES LONGER SERVICE 


. Exclusive ribbing of brass ferrule holds hose tube and 


cover in the original relationship during assembly, thus 
minimizing internal stress. 


. Ribbing of ferrule increases end-pull strength of coupling. 


Spaces between ribs provide flow area for the rubber, 
permitting maximum compression of hose wall between 


ribs and body. 


.Ferrule is flared and longer than the coupling body, 
adding flex life to hose. 


. Minimum taper of body shank permits free entry to its 


full depth . . . for easy assembly and undistorted hose end. 


. Both male and female types of Rib-Lox couplings are 


provided with spanner-wrench slots for easier, simpler 
attachment. 


All these features are available as standard equipment 
when you specify Rib-Lox. There is no added expense. 
Assembly can be made on all types of expanding equip- 
ment currently in use. Further details upon request. 


INTERNATIONAL COUPLINGS, INC. 


Cleveland 15, Ohio, U.S.A. * Division of 
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August 27, 1959-—Oil’s 100th Birthday 


A Great Day for Every Oil Man and Woman 


ae 


*n0 
» Se h ~ 


ne 80 





4 Wa adi 


born in 
freedom 


i859 OILS FIRST S 





100 years ago Colonel Edwin L. Drake drilled 
the first commercially successful oil well. 


Of all the many uses for petroleum during the 
past century—as an illuminant, a lubricant, a 
source of chemicals—its most important use has 
been as a source of abundant, low-cost energy. 


The progress of any nation can be measured 
by the amount of energy it consumes—for heat, 
light, transportation, agriculture, industry. 


We in America produce and use 40% of all 
the energy consumed in the world—enjoy the 
highest standard of living in the world. More 
than two-thirds of our energy comes from oil 
and natural gas. 


progress 


ENTURY 1959 


By August 27, 1975, America’s energy needs 
will have doubled. Oil and natural gas will be 
called upon to supply two-thirds of this need—or 
30% more energy than we now derive from all 
energy sources combined. 


Every oil man and woman shares a quiet 
pride in the progress of our first century—and 
confidence in our ability to meet the challenges 
of the second. 


As we look ahead to our second century, we 
join all other American business and industry in 
giving thanks for America’s unique climate of 
freedom—from which all past success has come 
. .. on which all future success depends. 


Committee on Public Affairs 
of the 
American Petroleum Institute 
50 West 50th Street * New York 20, New York 
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Gasoline Curb Pump Hose 


/ 


UNDERWRITERS APPROVED 


to be accepted 
by major oil companies’ 


Is 


Pioneered by Acme-Hamilton! Major 
oil companies, after months of ex- 
haustive testing, have approved and 


specified Acme-Hamilton Color 
Guard Hose for all their gas pumps. 
Color Guard adds the final touch of 
color to modern porcelainized and 
stainless steel gas pumps, and em- 
phasizes the cleanliness of the sta- 
tion. Its colors will not rub off or mar 
the glossy finish of any car. Color 
Guard can be cleaned simply by 
wiping with white-wall tire cleaner, 
or a detergent. 


A. COVER: Color permeates the en- 
tire cover. Resists oil, gas and abra- 
sion. Proven to be the best hose for 
resistance to effects of ozone. 

B. CARCASS: Vertically braided, with 
static wire included to dissipate static 
electricity. 

C. TUBE: Smooth for fast flow. Won't 
crack or flake. The tube is com- 
pounded of high grade synthetic 
rubber for modern gasolines. Write 
for more information, color bro- 
chure, and name of your nearest 
servicing distributor. 


* Illustration shows Color Guard Hose in use at a Shell Oil Co. Service Station. 


Acme 


Hamilton 








a) 


MANUPACTURING CORPORATION, TRENTON 3, N. J. 
Divisions: Acme Rubber Mfg Co * Hamilton Rubber Mfg. Corp 


ATLANTA 
MILWAUKEE > 


CHICAGO 
NEW 


DETROIT 


YORK + PITTSBURGH > 


HOUSTON °* 
SALT LAKE CITY 


INDIANAPOLIS 


COLOR GUARD 


LOS ANGELES 
* SAN FRANCISCO: 


SEATTLE 








net ILS FIRST CENT uRY 
‘wi: “BORN IN FREEDOM 
2 f5E2: WORKING FO” prQGRESS 


Training ... one of 10 vital links in 
building a successful jobber operation 





Training, supplied by the oil company be- 
hind the jobber, is one of many integral 
parts that must be linked together in order 
to establish a successful jobber operation 
As: part of its jobber TRAINING service, 
Shell conducts Jobber Workshop confer- 
ences and Retail Training schools in jobber 
marketing areas. 

Shell offers its jobbers many other out- 
standing benefits including: 
Finance— Shell will assist jobbers in financ- 
ing expansions and modernizations. 
Merchandising —The Shell Jobber Repre- 
sentative and the Shell Retail and Mer- 
chandising Representatives keep the jobber 


Shell jobbers enjoy these benefits and many more. . . 


and his organization abreast of the latest 
techniques in service station operation 
and management. 

Advertising— Shell supplies jobbers with 
local advertising copy for all major media 
at no cost and then pays 50% of time- 


space costs on a co-op basis. 


Volume—Shell markets more than one- 


third of its total gasoline and over 70% of 


its fuel oils through jobber organizations. 
Stability— Shell, where legal, may give its 
jobbers exclusive territorial rights and the 
chance to extend contract length up to 
5 years. 


Consultation—Shell offers the help of com- 
petent real estate representatives, engi- 
neers specializing in construction and 
maintenance, and financial consultants. 


Product Acceptance—Shell, one of the 
country’s largest national advertisers, has 
top consumer acceptance. 


Flexibility—Shell has a pricing policy that 
is fair and competitive at all times. 


Research—Shell spends millions of dollars 
every year on research. Seven Shell re- 
search laboratories employ 2000 technical 
experts who constantly work to improve 
and expand the Shell product line. 


reason enough for agreeing— 


IT PAYS TO BE A SHELL JOBBER 


—and the nearest Shell office will be glad to show you why 


(To obtain more data on advertised products see page 200) 
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Four ways to make extra money 
with this new low-cost washer! 


Washes cars really clean in 10 minutes or less. Material Cleans motors in another 10 minutes. Offer combination, 
cost is extremely low. The operator's work is easier. car-and-motor washes. Watch the extra dollars roll in! 


rrr 


ATTERY 
FRUICE 





Keeps station bright and clean, upgrades its appearance. Washes lifts, stalls and lube equipment. Makes tune-up and 
Spic-and-span pumps and drives help attract customers. maintenance a faster, easier, and more profitable task. 


Earn more money, build new business with the amaz- High pressure detergent spray quickly dissolves and 
ingly low-cost Graco ‘‘200’’ Car and Motor Wash! forces grime and grit from surface. High volume valve 
It’s a brand new profit package for you! Washes cars lays down wide, soft spray of clean water rinse .. . 

cleans motors . . . keeps your station spic-and- flushes all loosened dirt and detergent away .. . leaves 
span ... does any or all of these jobs in minutes! surface sparkling clean! 


One man operates. You don’t need special training, Complete, low-cost package . . . ready to go to work 
special wiring or expensive, bulky equipment. Just slip making extra money for you. Includes 2-1 pressure 
the ‘‘200”’ pump on to your own container .. . 5 gal. ratio, non-corrosive pump .. . 40 ft. flexible hose .. . 
pail or 120 or 400 lb. drum... and connect the air line high pressure valve with spray nozzle . . . water rinse 
from your present compressor. Add a little of GRAco’s valve ... air line coupler with control valve . . . clamp 
‘“Dirt-Tergent’”’ Cleaner and you’re in time-saving, to hold pump in your container . . . and 5 lb. package 
money-making business! of Graco “‘Dirt-Tergent”’ Cleaner. 


Simple, 1-2-3 action. Detergent mist soaks and loosens Illustrated brochure gives complete feature-by-feature 
surface dirt in one pass of the lightweight spray gun. details. Write for free copy or ask your Jobber today! 


Louglme Ne ly 


SEE PHONE BOOK YELLOW PAGES "LUBRICATING EQUIPMENT” 
OR PHONE YOUR NEAREST FACTORY BRANCH 
@ NEW YORK @ DETROIT @ ATLANTA e WASHINGTON, D. C. 
RAvenwood 6-7620 TRinity 3-6900 TRinity 6-6374 WOodley 6-7686 
@ PHILADELPHIA e HOUSTON e@ SAN FRANCISCO @ CHICAGO 
CEnter 6-2722 CApitol 7-1771 MArket 1-5941 WAbash 2-0290 GRAY COMPANY, INC. 


832 Graco Square 
Minneapolis 13, Minn. /Phone FEderal 6-9331 
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a 


better- 


paying 


business 


with your nay 





Business is growing rapidly in the 36 states where Sinclair markets its famous products. 
Many of these prime markets are now ripe for some smart businessman 
to take over as the Sinclair Distributor. 


When your name goes on the office door as Sinclair Distributor, the entire Sinclair organization 
will roll into action to help you with financial and administrative aid and assistance in bulk 
plant operation and service station development. There’s also a complete sales training program 
for your salesmen and dealers to help them build extra fuel oil, industrial and farm gallonage. 


The Sinclair brand has good public acceptance. Its products are pre-sold by one of the most 
aggressive advertising and promotion campaigns in the oil business. 


Why don’t you find out how you can be a part of 
Sinclair’s better-paying, billion dollar business? 


For the complete picture, write Sinclair Refining 
Company, 600 Fifth Avenue, New York 20, N.Y. Ai C OI T 


(To obtain more data on advertised products see page 200) NATIONAL PETROLEUM NEWS * August, 1959 





New Century's Resolutions 





Le CUSTOMARY to set forth New Year’s 

resolutions as the old year goes out. So on 
this centennial occasion, even bigger and better 
resolutions should be in order for greeting the 
New Century. 

This month the first century closes on the oil 
industry, with the Titusville celebrations; and a 
new one opens. The industry has known little 
but prosperity during most of its years, except 
for occasional dips. It has experienced tremen- 
dous growth, has made great contributions to 
scientific progress and has provided many com- 
modities and conveniences to render our way of 
life more pleasant. 

As oil enters its second century, though, the 
industry is beset by internal problems and is the 
object of considerable censure for its practices 
and the conduct of some of its people. 

In the spirit of traditional Jan. 1 resolve, 
which bestirs good intentions, NPN offers a set 
of New Century’s resolutions for the oil indus- 


try 
1. To get rid of oversupply. The cyclical 


periods of imbalance—surpluses and shortages— 
cause trouble and are expensive. 

2. To cut down foolishness in the market 
place. The inconsistencies and absurdities in 
prices and deals make little sense within the 
industry and none whatsoever outside. 

3. To be more considerate of the small people 
in the industry. Many dealers and some distribu- 
tors find it tough to get by, despite their earnest 
efforts, because of difficult operating conditions 
over which they have little or no control. 

4. To keep individual and company deeds 
better attuned to public reaction. Fulfillment of 
points 1, 2 and 3 would go far toward taking 
care of point 4. 

5. To improve the quality of statesmanship 
in the industry. Some few companies and indi- 
viduals have demonstrated it, but the industry 
itself is not noted for statesmanship or self- 
discipline. Fulfilling this resolution probably 
would solve the first four. 

It’s hoped that it won’t take another century 
to carry out the resolutions. 


The Stamp’s a Dud 








"THE POSTAGE STAMP used to commem- 
orate the centennial of the oil industry is a 
poor choice (see picture). 

First, the emphasis is lop-sided. The only 
illustration is a derrick. That places all the 
emphasis on production—ignoring other im- 
portant segments, such as marketing, refining 
and transportation. 

It would have been better to use the fine 
Norman Rockwell illustration (see picture) 
adopted for the centennial year by the API. 
This shows three men who represent produc- 
tion, research and marketing. 

Second, the equipment doesn’t look up-to- 
date. As long as a modern look was not the 
object, a more historical flavor would have been 
achieved by using an old drawing of the Drake 
well. 

Third, the stamp is most unattractive estheti- 
cally. A news release says the designer, Robert 
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Rockwell illustration: good Postage stamp: pour 


Foster, is new to the field of stamp creation. 
It’s a pity the task was not assigned to someone 
who had an appreciation for either the oil in- 
dustry or stamp creation. 





THE KUUAMT, RES 
AUTOMOBILE Gasoring 


Back in 1917, Wheaton was pioneering the 
development of loading arm assemblies 


Today, Wheaton loading arm assemblies—servicing whole fleets of modern 
tank trucks—make loading a fast, efficient and economical operation 


TODAY—MORE THAN EVER 


you profit from Wheaton experience 


Wheaton Fittings give you the proven way 
to cut maintenance costs in handling liquids 


experience and precision offer the best solution—and 
this is truer today than ever before. 


Wheaton pioneered the first modern faucet for fuel 
delivery —and followed it with innovations in many 
other fittings that make your liquid handling easier, 
faster and more economical. 

On the centennial of the petroleum industry, Wheaton 
Brass Works completes its 67th year serving the com- 
panies that have made petroleum a symbol of progress. 
When you have a liquid handling problem for petro- 
leum, chemical or petrochemical products, Wheaton 


Put Wheaton’s 67 years of seasoned experience to 
work for you—with Loading Arm Assemblies, Swing 
Joints, Loading Valves, Storage Tank Fittings, and 
Truck Tank Equipment that do the job with a 
minimum of vapor loss and maintenance cost. 


Send today for catalog No. 65, which describes the 
complete line of Wheaton Fittings. 


“Wheaton Covers the World” 
—and assures prompt delivery of quality fittings 


Wherever and whenever you need quality fittings, Wheaton’s world-wide distribu- 
tion is assurance of prompt service from a Wheaton plant or affiliate near you. 


WHEATON BRASS WORKS, UNION, N. J. 


Offices in all principal cities 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


Emco Brass Mfg. Co. Limited, Margate, Kent, England 


Emco G.M.B.H., Allendorf, Germany 
Ljungmans, Malmo, Sweden 


Foreign Representatives 


E. A. Tessada, Mexico City, Mexico 


A. Solares Y Cia., S. En C., Havana, Cuba 


Wheaton 


For 67 years —first in liquid handling equipment 


WHEATON PRODUCTS 


100 (To obtain more data on advertised products see page 200) 


Kee P 


PACE WITH PETROLEUM 


/ 


; ; 
TERMINAL. 
EQUIPMENT 


Loading Assemblies 
Loading Valves 
Sliding Tubes 
Swing Joints 


STORAGE TANK 
EQUIPMENT 


Breather Valves 
External Valves 
Gauge Hatches 
Tank Gauges 
Thermometers 

Vent Valves 

Water Drain Valves 


TRUCK TANK 
EQUIPMENT 

Emergency Valves 
Emergency Valve Operators 
Multiple Valves 

Truck Tank Faucets 


PROGRESS 
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Who’s Buying, Selling, Switching, Merging With Whom 


ACQUISITIONS 


THESE LARGER 
COMPANIES... 


ACQUIRED THESE 
SMALLER ONES 


Atlantic Refining Major Petroleum, Philadelphia 
Bay Petroleum Gulf Coast Oil, New Orleans 
Continental Oil Coastal Oil, Newark, N. J. 
International Refineries and 
Western Oil & Fuel, Minneapolis 
F. P. Kendall, Nashville 
Tidewater Central Division, Tulsa 
General Automatic, Baltimore 
Smedley & Mehl, Ardmore, Pa. 
Hartol Petroleum Crown Petroleum, Hartford, Conn. 
Hess Trading Interest in Meadville Corp., 
Philadelphia 


D-X Sunray 
Esso Standard 


Humble Oil & 
Refining Sahuaro Petroleum, Phoenix 

Five-Star Petroleum, Phoenix 

Jersey Standard Globe Fuel Products, Chicago 

Phillips Petroleum Jackson 66, Jackson, Miss. 

Pure Oil Wisconsin Independent Oil, 

Milwaukee 

Sinclair Refining Economy Service, Newark, N. J. 

Sunray 
Midcontinent 

Texaco, Inc. 

Tidewater Oil 


Suntide Refining, Corpus Christi 
Experiment, Inc., Richmond, Va. 
Delta Oil, Petersburg, Va. 

George W. Hall, Brewster, N. Y. 

F. D. Koehler, Staten Island, N. Y. 
Northeast Oil, Houlton, Me. 

C. J. Styger Oil, Sussex, N. J. 
Union Oil of Calif. Alaska-Yukon Refiners and 
Distributors, Edmonton, Alta. 


(All changes since Jan. 1, 1959) 


MERGERS 


THESE BIG 
COMPANIES... 


MERGED 
WITH. THESE 


Ohio Oil Aurora Gasoline, Detroit 

Signal Oil & Gas_ Bankline Oil, Los Angeles 

Eastern States Petroleum, Houston 
Hancock Oil, Long Beach 

Antilles Petroleum, Trinidad 
Paragon Oil, Long Island City, N. Y. 
Seaboard Oil, Dallas 

Superior Oil, Los Angeles 

Trinidad Oil, Trinidad 

Skelly Oil (in negotiation) 


Texaco, Inc. 


Tidewater Oil 








DISTRIBUTORS 





BRAND CHANGES 


SWITCHED FROM 
THIS BRAND... 





THESE 
TO THIS 


Cirillo Bros., N. Y. 
Howard Fuel, Brooklyn non-branded 

Patterson Fuel, Brooklyn non-branded 

Sentinel Oil, New Rochelle, N.Y. Gulf 

Swezey Fuel, Pt. Jefferson, N.Y.non-branded —__ Esso 
DeBlois Oil, Pawtucket, R. I. Esso Texaco 
General Oil, Cleveland Pure Sinclair 
Carbon Coal, Des Moines non-branded Sinclair 
Troy Oil, Indianapolis Tidewater DX Sunray 
Midwest Petroleum, St. Louis Tidewater Fina 
Peters Oil, Kingsport, Tenn. Gulf Phillips 
Lake Shore Oil, Chicago Mobil Phillips 
Lotz Fuel, Staten Island, N. Y. Gulf Tidewater 
Arrow Petroleum, Staten Is. Texaco Tidewater 
Eveready Fuel, Staten Island Texaco Tidewater 
Tri-County Oil, Berwick, Pa. Cities Tidewater 


non-branded 








What's Behind All These Acquisitions? 


Texaco’s deal for Paragon Oil illustrates the pressing need 
for refiners to get assured outlets. Here are the reasons why 


TWO BAD SUMMERS for gasoline and two 
disappointing winters for fuel oil have refiners 
spending millions to protect themselves from one 
another. 

The favored method is to buy an independent 
with substantial gallonage in a sizable market. 

Refiners have worked themselves into a dilem- 
ma. In past years, defense-expanded plants be- 
came geared to supplying “outside” gallonage on 
a year-to-year contract basis. Now these gallons 
can’t be allowed to slip away because the plants 
need them to operate. So this incremental volume 
has forced refiners into an increasingly vicious 
game of bidding at prices they can less and less 
afford. 

Import controls clinched it. By taking away 
much low-cost material, they left many refiners 
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with no alternative but to pay the price for as- 
sured markets for finished products. As one mar- 
keter puts it, “You can’t sell advantageously on 
the spot market because of the oversupply, so 
controlled distribution has to be the answer.” 

What Texaco’s Move Means—lIn one big leap 
last month, Texaco Inc. became a big factor in 
direct domestic and industrial fuel oil marketing 
in the East. It did it by swapping stock (esti- 
mates run from 800,000 shares of Texaco stock, 
worth about $60-million, to shares worth over 
$80-million) with Paragon Oil Co.—a 30-year- 
old family-held concern in Long Island City, 
N.Y., and one of the largest independent whole- 
sale-retail firms in the area. 

Paragon serves more than 30,000 retail oil ac- 
counts in the New York area, plus many more 





(Begins on page 10!) 
through subsidiaries from Maryland to Maine. In 
addition, Texaco also bought itself: 

e A residual importer (quota for the second 
half of 1959: 57,705 b/d, second only to Jersey 
Standard’s and about 6.5 times Texaco’s quota 
of 901 b/d). Competitors figure Paragon’s quota 
represents a savings between cost of domestic and 
foreign oil of about $22,800 a day, or $8,332,- 
000 a year. They observe that Texaco can get a 
payout on this import quota alone, if the import 
plan lasts. 

e A tanker operator (operates a fleet of about 
eight tankers, owns several). Value of owned tan- 
kers is estimated at $40-million. 

e A terminal operator (in addition to ter- 
minals in New York, has facilities in Philadelphia, 
Newark, N.J., Providence, R.I.). 

e A lube and grease compounder (branded 
motor oits and greases sold to industrial and com- 
ercial accounts, some sold to service stations). 

e A gasoline jobber (selling to industrial and 
commercial accounts primarily). In New Jersey 
alone, gallonage is close to 2-million a month, 
with a good slug going to private branders. 

e An oil burner distributor (well over 15,- 
000 Paragon-brand burners sold per year, with 
5,000 installed by Paragon Oil Co. and serviced 
by Paragon maintenance Co.). 

Texaco will retain current management as em- 
ployes. That includes president Henry Schwartz 
and his brothers Benjamin (treasurer), Robert 
(general sales manager), Irving (head of engineer- 
ing and development) and Arnold (compounding). 
Word is that Henry will go on Texaco’s board. 

Competitors doubt that Texaco, Paragon’s long- 
standing supplier, will change the company’s op- 
erational setup. 

Texaco’s purchase of Paragon is the major’s 
fifth large acquisition in recent years but is 
Texaco’s first exclusively marketing purchase. The 
other (below) accented crude production: 


Company Estimated What Texaco Date of 
acquired price acquired offer 


Superior Oil Co. —$760-mil. Crude production in June, 1959 
instock U.S., Venezuela. 
Seaboard Oil Co. Not given,Crude production in May, 1958 
but was U.S. Before purchase, 
1-1 stock Texaco had one-third 
deal interest in company, 
bought two-thirds of 
its production, 
Antilles Petroleum Not given Production and conces-July, 1957 
sions in Gulf of Paria, 
Trinidad. Purchased 
from McColl-Frontenac 
Oil Co., Ltd. (now 
Texaco Canada, Ltd.), 
in which Texaco has 
65% interest. 
Trinidad Oi! Co. —$176-mil. Production, refining in June, 1956 
Trinidad; marketing in 
Britain through Regent 
Oil Co. in which Texaco 
already had an interest 
through Caltex; and 
marketing, refining and 
exploration in Canada. 


Lube Sales Switch 


Southeast jobber turns supplier 
with private brand motor oils 


IN AN UNUSUAL MOVE, a Charleston, S.C. 
jobber is selling two grades of motor oil to other 
jobbers, at prices below those of Carolina and 
north Georgia majors. 

Jobber John White’s Port Oil Co. is marketing 
its oils under the “Palm” brand to jobbers and 
resellers only. Delivered price for a third-grade 
ML oil in quarts will be 25¢-50¢ under the per- 
case price for major-brand third-grade oils. 

Port Oil officials say the canned oil won't be 
sold to fleets or other large consumers. But it has 
a plan to help other jobbers go after long-lost com- 
mercial accounts. Port is bringing in from the Gulf 
Coast a “high-quality lube stock of minimum 100 
viscosity index, which meets MIL-L-2104A specs 
plus API characteristics MS, DG and DM.” This 
heavy-duty oil will be available to jobbers in bulk 
and in 54-gal. drums. Price per drum will be 8¢- 
10¢ below major-brand drum quantities delivered 
in the Carolinas and north Georgia. 

Port will also sell its third-grade ML in bulk, 
but at the same FOB-Charleston price as majors. 
However, some area majors sell at FOB-Bayonne, 
N.J., so some jobbers may get a price break any- 
way. 

How It’s Done—Jobber White entered private- 
brand oil distribution with a minimum of capital 
outlay. He’s buying in tanker lots from a major’s 
Gulf Coast refinery. The supplier ships in its own 
tankers, stores the products in its Charleston ter- 
minal. Port Oil has had to buy only a metered 
transport truck (now being built) to handle the 
oils. 

Major marketing in Port Oil’s area ship from 
the Gulf to New Orleans or northeastern termi- 
nals, bypassing Charleston. Because of this, Port 
Oil says, they have to charge jobbers for overland 
transportation to Charleston. 


Here’s Your Answer, Hy 


EVER SINCE California Oil switched from Calso to 
Chevron last May, its TV cartoon character, Hy Finn, 
has been wondering “what happened to all those Calso 
signs?” A sign graveyard at North Bergen, N.J. pro- 
vides an answer for Hy—as shown above. 
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TITUSVILLE: Oil Mecca this month 


HOOPLA includes sending special message through pipeline 


Birthday Blowout for the Oil Industry 


AUGUST 27 is the biggest day in the oil indus- 
try’s centennial year. On that day in 1859, Col. 
Edwin Drake discovered oil in Titusville, Pa.; 
and on that day in 1959, Titusville will look like 
a boom town again. Oil people (and interested 
amateurs) from coast to coast will be there in 
force to celebrate oil’s birthday, Aug. 23-29. 

Program planners expect overflow crowds to 
swell Titusville’s 9,000-plus population—in spite 
of the fact that Titusville is one of the country’s 
less accessible towns (the way to get there is by 
train or plane to Pittsburgh, Franklin or Erie, 
Pa.; night trains also run to Meadville, not far 
from Titusville. Auto, bus or cab gets you from 
terminal to Titusville). 

The Col. Drake Hotel has been completely re- 
served, but Oil Centennial, Inc., has set up a 
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General 


OUTDOOR AD by oil company ties into Centennial theme 


clearing house to help visitors find accommoda- 
tions (address Robert C. Newell, executive direc- 
tor, 108 S. Franklin St., Titusville, Pa.). 

Big events of the big day will include a country 
barbecue followed by fireworks, and the live 
origination of Dave Garroway’s “Today” TV pro- 
gram from Titusville. 

A significant event will be the sealing of a 
time capsule loaded with oil industry documents 
and souvenirs. This issue of NPN will be one 
item in the capsule. The capsule will remain closed 
until the year 2000. 

Another event will be the Second Century Oil 
Conclave, when nationally famous spokesmen will 
welcome oil’s second hundred years. 

The celebration will continue until Saturday, 
Aug. 29, with street dances, free exhibits and— 
as a crowning touch—a Grand Parade of Oil. 





General 


Sun Loses Suit 


After 92 years, court issues 
“exclusive dealing’ injunction 


BY ISSUING an “exclusive dealing” injunction 
against Sun Oil Co., federal district Judge J. Cullen 
Ganey on July 1 closed—perhaps temporarily— 
a 94-year-old anti-trust suit. 

Sun apparently has made no decision about 
appealing the decree. When the injunction came, 
the company had 60 days to decide. 

However, Sun’s board chairman Joseph N. 
Pew, Jr., describes the injunction as merely order- 
ing the Philadelphia company “to continue to 
obey the law.” 

The court’s 60-page opinion stated in part that 
“as a direct result of Sun’s policy and prac- 
tices, the sale of competitive motor oil and lu- 
bricants has been virtually eliminated, and the 
sale of TBA not sponsored by Sun has been 
substantially eliminated from over 6,500 inde- 
pendent dealer service stations selling Sunoco 
gasoline... .” 

The court’s four-page decree enjoined Sun 
from entering into or enforcing any written or 
oral eontract with any dealer, if the contract has 
as its purpose or effect that the dealer shall pur- 
chase products exclusively from Sun or from 
companies approved by Sun. 

Sun denied all charges on October 21, 1957. 
It stated that its dealer agreements were only 
minimum-quantity contracts, similar to those used 
in business practice. 

Many incidents mentioned by the court took 
place years ago, as many as 25 years ago, Pew 
said. Changes in the law and in the industry 
also have produced changes in Sun’s policies and 
practices over the years to meet new legal re- 
quirements, he added. 


24 Hours of Sunshine for Esso 

SOME MARKETERS never miss a trick. The Esso 
station above is at Hammerfest, Norway, the world’s 
northernmost city. From May 13 to July 29 the sun 
shines around the clock in Hammerfest, and tourist 
business buzzes 24 hours a day. 


e In case you missed it... 


Peters Oil Co. Inc., Kingsport, Tenn., Gulf dis- 
tributor since 1933, has switched to Phillips. 
Peters’ 40 stations will use Phillips’ new red and 
white signs and yellow and charcoal pumps. (For 
a rundown on other brand changes, see page 
101.) 


Net profits of petroleum refiners in the first 
quarter of 1959 rose 23% from the same quar- 
ter of 1958—from $553-million to $658-million. 
This was 16% lower, however, than in the last 
quarter of 1958. 


Cities Service has sold 49 outlets in the Fair- 
mont-Clarksburg area of West Virginia to Sin- 
clair refining. Reason: the outlets “were unpro- 
fitable in many ways,” says Cities. Sinclair will 
supply them from its Laurel pipeline terminal in 
the Pittsburgh area. 


PEsso Standard has purchased two big heating 
oil resellers in the East—General Automatic, 
Baltimore (est. 16-million gal. annually), and 
Smedley & Mehl, Ardmore, Pa. (est. 6-million 
gal.). 


Phillips has introduced a new outboard motor 
oil designed for high-output, two-cycle engines. 
The oil comes in one-quart and 8-oz. containers. 


>Teamsters Local 614 is organizing a drive to 
sign up service station attendants in Detroit. First 
target Standard (Indiana) stations. 


>DX Boron sales rose 7.1% in the first quarter 
of 1959 compared with last year, says DX Sunray 
vice president Stanley D. Breitweiser. This increase 
topped that of other premium gasolines in DX’s 
17-state marketing area by a 3 to 1 ratio, he 
adds. 


>A group of dealers has urged the API’s market- 
ing division to include in its dealer turnover sur- 
vey the turnover rate of dealer employes. This 
was suggested at a regional meeting of the service 
station advisory committee in Los Angeles. 


>At a similar meeting in Houston, dealers said 
that if suppliers paid attention to information de- 
veloped by the service station advisory committee, 
dealer-supplier relations might be improved and 
some dealer problems solved. 


»More than 1,000 jet and prop-jet aircraft are 
on order now for delivery in 1963 to 87 airlines 
in 42 countries, says Esso Air World. Another 
550 are already in service. 


>The Federal Power Commission has approved 
Transwestern Pipeline’s plan to pipe 300-million 
cf/d of natural gas into southern California. 
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“GAS, OIL, AND TRIM THE LAMP WICKS, PLEASE”’ 


THE BRIGHTER SIDE... 


Special service is what you give, and special service is ; ASHLAND OIL & 
what you get . . . when you are supplied by Ashland Oil —: REFINING COMPANY 
& Refining Company. As the nation’s largest independ-_- 
ent supplier of petroleum products, Ashland Oil under-_: Home Office: Ashland, Kentucky 
stands and respects your independence. Here are justa_ : 
few of the benefits you get from a working agreement 
with us: 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


e You get to do your job without interference. CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 


@ You get effective merchandising plans and selling tools. —-_—=—St#nd#"4 Bide.—DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN., 5E. MainStreet 


PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
For complete information on how Ashland’s sales pro- 


gram for independent marketers can benefit you . . . write, 
wire or phone us today! 











the independent Supplier #t Independents / SP OIL | 


PRopucts — 
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Brief But Significant 


How fair-trade bill would hit jobbers ... Octane ratings up... Conoco tests 
preset pumps... Universal credit card gains ground ...Gas maps big plans 


P Otis H. Ellis, general counsel of the 
National Oil Jobbers Council, has at- 
tacked the federal fair-trade bill at 
hearings of the Senate commerce sub- 
committee. Ellis contends the bill 
would “wreak havoc in the distribution 
of petroleum products.” 


SIGNIFICANCE: The bill could, because 
of its vague wording, give suppliers 
authority to set margins for jobbers 
and dealers and to compete with them 
at the same time, says Ellis. 


Gasoline octane ratings are higher 
than ever—for regular, premium and 
super grades—reports the Bureau of 
Mines. In a survey made last winter, 
regular averaged 90.6 octane numbers, 
premium 98.9, and super 101.8. Com- 
pared with octane ratings last summer, 
regular and super gained 0.4 numbers 
and premium 0.5. 


SIGNIFICANCE: The octane climb con- 
tinues. But refiners say octanes, at 
least in the highest automotive range, 
are levelling off. 


>Continental Oil is testing two Tok- 
heim pre-set pumps at one of its ex- 
perimental stations in Houston. Pumps 
are equipped with Veeder-Root push 
button controls that shut off flow after 
delivering a pre-determined dollar 
volume. 


SIGNIFICANCE: About 150 pre-set 
pumps from several manufacturers are 
slated for test runs by major oil com- 
panies (NPN—May, p93). Widespread 
use may follow. 


Some $2,919-million in taxes on 
motor fuels was collected in 1958 
by state governments, the Commerce 
Dept. reports. This was a 3.2% rise 
over 1957. 


SIGNIFICANCE: With gasoline sales on 
the uptrend this year, and with new 
state levies, these taxes will likely sur- 
pass the $3-billion mark in 1959. 


>>Management of American Oil’s 
Texas City refinery, struck since June 
30, has charged that the Oil, Chem- 
ical & Atomic Workers local is de- 
manding “wasteful and unnecessary 
‘make work’ rules.” 


SIGNIFICANCE: This is another instance 
of “featherbedding” charges in Gulf 
Coast labor relations. 


106 


Union Oil of California and Sham- 
rock Oil & Gas are now honoring Hil- 
ton Carte Blanche all-purpose credit 
cards. Union has 4,500 service stations 
in the West and Shamrock 600 in the 
Southwest and Rockies. (Shown above, 
Union board chairman Reese H. 
Taylor signs agreement with Hilton 
Credit Corp.’s vice president Barron 
Hilton. ) 


SIGNIFICANCE: With these affiliations, 
Hilton surges ahead of the universal 
credit card field in oil marketing. 
Signed up earlier were Mobil, General 
Petroleum and Magnolia with 32,000 
Stations in 43 states coast-to-coast. 


Texas Eastern Transmission Corp. 
has received permission to add about 
one trillion cubic feet of natural gas 
to its reserves, boosting them 7.5%. 


SIGNIFICANCE: Texas Eastern says 
these new reserves will help provide 
gas for future increases in demand in 
such areas as New York City and 
Boston, both good oil-heat markets 
now. 


POil, Chemical & Atomic Workers 
(OCAW) has asked the National 
Labor Relations Board in Houston to 
call an election at Humble Oil’s Bay- 
town, Tex., refinery to pick the bar- 
gaining representative. The plant’s 
workers are now represented by Bay- 
town Employes Federation, an inde- 
pendent group. 


SIGNIFICANCE: OCAW hopes to add 
the big refinery (about 300,000 b/d) to 
its growing list. 


>A huge unbranded distributor of 
light and heavy fuel oils in New York 
City and surrounding areas is now 
flying the Esso flag. It’s Cirillo Bros. 
Petroleum Co., with an estimated an- 
nual gallonage of 260-million. 


SIGNIFICANCE: Suppliers are bearing 
down harder for assured markets. (For 
a rundown on this important trend, 
see page 101.) 


>A civil antitrust complaint against a 
Teamsters local, a trade association 
and four individuals has been filed by 
the U.S. Attorney General. The com- 
plaint charges conspiracy to fix gaso- 
line prices and restrain interstate com- 
merce in Lake County, Ind., and Calu- 
met City, Ill. These are the same 
charges against the same defendants 
made recently by a federal grand jury 
in Hammond, Ind. 


SIGNIFICANCE: By filing a civil com- 
plaint, the government seeks in- 
junctive relief to halt these alleged 
practices. Such relief isn’t available in 
criminal action. 


Of the $125.5-million earmarked for 
service station buildings and repairs 
last year, 65% was scheduled for 
metropolitan areas. (Slightly more 
than half—57%—of that went to the 
suburbs.) In the Northeast, 83% was 
scheduled for metropolitan areas, in 
the North Central states 69%, the 
South 55% and the West 62%. Fig- 
ures come from Labor Dept. tabula- 
tions of building permits. 


SIGNIFICANCE: The only appreciable 
change over the last five years is the 
West Coast rise, from 55% to 62%. 


Federal Power Commission is speed- 
ing up an application for natural gas 
expansion in six Midwestern states. As 
it looks now, a go-ahead could be 
handed down by the end of August, a 
month to six weeks sooner than would 
otherwise be expected. This would al- 
low Northern Natural Gas and four 
other companies to expand into 326 
communities in Iowa, Minnesota, 
South Dakota, Nebraska, Wisconsin 
and Illinois. 


SIGNIFICANCE: The companies got the 
speed-up because of the impending 
heating season. The object is to com- 
plete facilities for 1959-60. 
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At his Chicago oil depot, Mr. C. E. Lund talks to Ben Kijek, driver of 
this Model AC Mack which was purchased in 1925 and is still in daily 
use. Recorded downtime on this indestructible old timer has been 
only a relatively few days in its entire 34-year life! Flanking famous 
old truck are two other members of Lunoil’s Mack fleet—a B-61ST 
six-wheel tractor and a handsome N-42S cab-forward fuel oil truck. 


Here’s brand loyalty that 
has paid off for 42 years 


Mack trucks were working for Chi- 
cago’s H. N. Lund Coal Co. during 
the first World War . . . and some of 
the famous old Mack AC Models 
which the Lunds bought back in the 
‘roaring twenties’’ are delivering 
coal to this day . . . doing a good job 
34 years later. Amazing? Not if you 
know how Macks are made. Finest 
engineering; finest workmanship; 
finest materials. That’s the secret of 
the dependability, efficiency and 
long life of a Mack truck. 

Today the Lunoil Division of the 
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H. N. Lund Coal Co. still relies on 
Mack trucks for dependable fuel oil 
handling. On the long hauls from 
refinery and bulk plant, the big 
Mack B-61ST’s do the job; while 
the handsome, husky N-42S ‘cab- 
forwards make retail fuel deliveries 
through heavy ‘trafic from one end 
of Chicago to the other. ' 

The sooner you put Macks to 


*‘work in your own: operation, the 


sooner you'll start to realize the 
tremendous profit potential of their 
bonus cargo capacity . . . their swift 


mobility in congested areas . . . their 
strength, stamina and dependability. 
Check your Mack branch or distrib- 
utor for full details. He’ll help you 
choose the Mack best suited to your 
requirements. Mack Trucks, Inc., 
Plainfield, New Jersey. In Canada: 
Mack Trucks of Canada, Ltd. 


7037 


MAC K 


FIRST NAME FOR 


TRUCKS 


(To obtain more data on advertised products see page 200) 





Are big wheel alignment 


Alemite puts you in business with 


new Alemite portable 











AT LAST—ALIGNMENT CAN BE A PROFITABLE SERVICE 
FOR YOU...WITH THESE ALEMITE ADVANTAGES: 


* Gives accurate results anywhere ... even on floors that are not absolutely level! 


%* No construction or maintenance expense * 100% accurate ... handles caster, camber, 
...ho pit or ramp needed! toe in, toe out! 


* Easy to use... no special training required! 


* Only Alemite offers a full One-Year Warranty... * Costs only 20% as much as 
nation-wide service facilities... factory training! pit or rack type installations! 


(To obtain more data on advertised products see page 200) NATIONAL PETROLEUM NEWS * August, 1959 





profits passing you by? 








+ 


MORE THAN EVER — YOUR CUSTOMERS 
ARE IN NEED OF ALIGNMENT SERVICE! 


@70 per cent of all cars need alignment —at 
least twice a year! 
@ Wheels must be aligned at regular intervals, to 


correct hard steering, wander, shimmy, darting 
and weaving, excessive tire wear! 


HERE’S WHY ALIGNING HEADS THE LIST OF 
NEW PROFITABLE SERVICES FOR YOU. 

With today’s high-powered engines — and sensi- 

tive front ends — wheel aligning is needed more 

often than: 

e brake adjustment  e shock absorber replacement 

e@ spark plug changes e muffler replacement 
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cross sight 


Completely portable . . . space-saving! Moves 
directly to the job—indoors or outdoors! Works 
on both American and foreign cars and light 
trucks—fits 13-inch through 18-inch wheel sizes. 


erry a 


Oivis 
SWesinaiy 


Excellence! WART-WAR 


Alemite Division, Stewart-Warner Corporation, Dept. AS-89 
1850 Diversey Parkway, Chicago 14, lilinois 


(1) Please send me literature on the new Alemite Cross Sight Aligner 
(0 Please have an Alemite Representative arrange a no-obligation 


demonstration. 
Name 


Address 


City... 


obtain more data on advertised products see page 200) 
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AXIMUM LIGHT 


You WANT IT! . 
Whiteway 


POSITIVE DIRECTIONAL FLOODLIGHTING 


The scientific shape of Whiteway’s DIRECTO-LUME, and its easily-adjusted 
mounting bracket, let you put ALL of the light it generates where you want 
it. Sectional end view shows why there is an absolute minimum of light loss 
to the rear and top. Precision all-aluminum construction resists time and 
weather. Protected with TWICE the usual coats of oven-baked lifetime enamel. 
Weighs only 69 pounds, but has the relative strength of a steel bridge. Avail- 


The quality TRIPLE feature light designed for top-mounted area or 
perimeter lighting, combination island and area illumination, or 
single post, single or double mounted island lighting. Emits more 
light because of scientific shape and reflector design. Sturdy lifetime 
aluminum construction reinforced with bridge-strong steel ‘‘!'’ beam 
Available open or closed, 800 and 1000 MA High Output or Power 
Groove tubes in 4’, 6’ and 8’ lengths with 4 or 6 lamps. Many 
“‘design-of-tomorrow’’ mounting poles available. The most beautiful, 
appealing and versatile ultra-modern fixture on the market 


nae 


er 


DEDICATED TO QUALITY AND SERVICE 


(To obtain more data on advertised products see 


able in 4’ or 6’ lengths with H.0., Power Groove, V.H.0., or S.H.0. fluorescent 
tubes. Fits any of our many styles of hinged or regular poles. Doors made of 
1/10” thick clear plexiglass in hinged, positive-lock extruded aluminum 
frames sealed with rubber gaskets. Handsome, gracefully streamlined and 
eye arresting, DIRECTO-LUME is the finest fluorescent floodlight available 
anywhere . . . THE light that solves your area lighting problems! 


ECONOMY POWER GROOVE FLOODLIGHT 


Dollar for dollar Whiteway’s Power Groove SCOTTIE offers you more 
than any similar type unit on the market. Special reflecting enamel 
interior gives more light per watt. Quality lifetime all-aluminum 
construction with cast end plates protects against high wind damage. 
Super-strength Ternalloy mounting bracket is calibrated for any 
angle setting. Two 12” tapped holes for spots, if wanted. Ballast, 
as on all other Whiteway lights, scientifically positioned for greatest 
heat dissipation and longest life. Total weight 69 pounds with water- 
tight hinged plastic doors; 60 pounds without. 6’ long x 1634” wide 
Supplied with 2 Power Groove lamps. Fits any of our many hinged 
or regular poles. Sturdy, handsome, efficient and BUDGET priced! 
oo or e & ~ 


WHITEWAY MANUFACTURING CO. 
1736 Dreman Ave., Cincinnati 23, Ohio 


The industry’s most complete line of outdoor lighting fixtures, 
poles and equipment for progressive service stations. 
Write for FREE catalog, NOW! 


SOLD BY LEADING DISTRIBUTORS IN ALL MAJOR 
CITIES, CANADA, MEXICO AND CUBA. 
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Drake well, 1859 Atlas missile, 1959 


A Hundred 
Years of Oil: 


What Does It Mean to You? 


Lnstwe OF A CENTURY, man has learned to punch holes 


in earth to get oil out, and punch holes in space to get 


monkeys, mice and men in. 

These two achievements encompass the story of oil's 
first hundred years. 

Petroleum was first tapped commercially at Titusville, 
Pa., in 1859. Today, at Cape Canaveral, Fla., its derivatives 
are mixed with liquid oxygen to send missiles moonward. 


In the years between, oil has revolutionized the world 


Continued on Next Page 
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OIL’S ROLE IN MODERN HISTORY: An exclusive 
NPN Oil Centennial feature. Fold out and tear 
off along perforated line. 


en a 


economy, made some men millionaires and others paupers, 
put horses out of the transportation business, won wars, 
and helped keep governments solvent by paying billions 
in taxes. 

The future looks just as busy. In 25 years this country will 
need over twice as much oil as it’s now using. Despite the rise 


of other energy sources, oil is expected to predominate until 


1985 at least. Today it ranks as the world’s most valuable 


mineral resource. 

Oil is still writing the most colorful chapter in the history of 
American business. But this special Oil Centennial section is 
not for historians. It’s designed for today’s marketers who want 
to be better informed tomorrow. It covers much ground, but 
you ll find it as painless as having your pockets stuffed with 
dollar bills. 


Oil's part in modern history 


In oil's second century: new 


/ N TH ! S roles for marketers 
$ F Cc T] Oo N What the industry is today 


What it might be in 100 years 

How to keep up with industry terms .. . 
How companies got their brand names . .129 
Fact and fiction about oil 

NPN‘s Oil Hall of Fame 
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Rock Oll Age a Kerosine Age 
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(retail) DOMESTIC DEMAND 
ES (wholesale}42:! 49% 9,23 (000 bbl.) (000 bbl.) 
} 7 Gasoline 696.0 Gasoline 1,418.0 
Distillate 226.1 Distillate 652.5 
Residual 523.4 Residual 531.1 























es) (ADD 00¢)]_ _— © 1959 National Petroleum News 











9 —— ee a a a ee oe Se ee ee ee See ee ee ee ee oe ee ee en a ON oe ee oy en 
910 1915 1920 1925 1930 * 1935 1940 1945 1950 1955 1959 


105,710,620 131,669,275 174,064,000 














August, 1959 + 


OIL CENTENNIAL 
SPECIAL SECTION 
oy 


In Oil's Second Consens 
New Roles for Marketers 








Look at yesterday's marketer and you see a gifted salesman who called 
himself a peddler. Look at today’s and you see a man heavy in marketing 
background, likely to be a specialist. Look at tomorrow's and you see... 








MUCH BROADER-GAUGE MAN. That’s tomor- 

row’s marketer—because circumstances will 
require it. To succeed in the future, he’ll have to be 
a more adaptable, better-rounded businessman. 

He’ll need a thorough knowledge of the intri- 
cate aspects of oil marketing. 

He’ll need to be well-versed in manufacturing 
and the nature of oil products and petrochemicals. 

He’ll need to be a creative salesman, with a 
wider outlook on his selling potential. 

He'll need to be something of a financier—as 
well as an organization expert and a planner. 

He’ll have to be all these things—perhaps many 
others—because the pace of tomorrow’s business 
will create a new breed of marketer. 

Industry Importance—As oil begins its second 
century, marketing assumes heightened impor- 
tance. For years, its rating was often secondary 
to exploration, production, pipelining and refining. 
Now the marketer is a bigger man, because it’s 
his job to dispose of enormous quantities of 
product. 

It’s no longer enough just to dump material. 
That’s an old practice, now dangerously unprof- 
itable. The challenge is to move product prof- 
itably, though many marketers today aren’t living 
up to the requirement. Complicating the picture 
are accentuated operating problems: higher costs, 
tighter margins, sharper competition. These are 
tough conditions, and the future promises tougher 
ones. 


What's Ahead 


In oil’s second century, 1959-2059, marketers 
will be confronted with these potent external 
factors: 

e Stiffer Competion. The rise of new fuels will 
put a premium on effective performance by oil. 

Direct competition from natural gas and elec- 
tricity has already reduced heating oil’s share of 
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Editor Managing Editor 
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a lush market. Today oil heat is trying to mobi- 
lize industry support to fight back. 

Nuclear energy and solar power are not yet 
direct competitors, but they will be—in both mo- 
bile and stationary power plants. An electric car 
is already on the roads. 

Oil has a head start on its competition now, 
but it must maintain and even increase this ad- 
vantage to stay ahead over the long run. This 
means an all-out technological and promotional 
effort to establish oil’s superiority. Marketers will 
be called on for more technical know-how, more 
creative salesmanship to build a more impressive 
product image. 

A competitive price will be essential, too. This 
may mean sacrifices in profit margin. But as a 
heating oil man recently put it, “Is a wide margin 
today better than none 10 years from now?” 

e@ Increased Federal Spending. Like it or not, 
Uncle Sam will be spending more and more of the 
country’s money in the future. Oil marketers will 
feel the effects in at least three areas: 

1. Rapid expansion of the federal highway sys- 
tem. As the nation’s new roads unroll, marketers 
will have to be acutely sensitive to changing travel 
patterns. Station site selection will become more 
scientific and competitive. The art of financing 
stations will be a vital one. Merchandising meth- 
ods will be keyed increasingly to two different 
types of outlets—the high-speed turnpike station 
and the neighborhood outlet. Secondary highway 
locations will be de-emphasized. Accent will be 
on effective one-stop service. 

2. Billions for defense. With no indicated letup 
in the world’s nuclear and space race, the U.S. 
will continue to pour ever-larger sums into mili- 
tary and astronautical projects. This will mean a 
continued demand for present petroleum fuels, 
and likely for development of new ones. 

3. Booming construction. Federal-sponsored 
building can be expected to grow tremendously 
in the future, expanding the contractor market 
for oil products. City and state urban renewal 





(Begins on page 115) 
projects, just getting off the ground today, will 
play a key part in maintaining this market. 

e Accent on Internationalism. As underde- 
veloped countries advance and jet flight shrinks 
the world, lush new foreign markets will be almost 
literally in America’s back yard. For oil com- 
panies, this will mean new emphasis on overseas 
marketing departments and vastly broadened trans- 
portational facilities. 

e@ Interurbia. City planners envision great in- 
tercity growth in many areas of the nation. One 
such “megalopolis” might be the area from Port- 
land, Me., to Norfolk, Va.—all one sprawling 
city. The McGraw-Hill Economics Department 
cites these points regarding future cities: 

1. Changes in the number and types of new 
households being formed will put less pressure on 
urban areas than in earlier postwar years. 

2. Because of the rapid rise of farm produc- 
tivity, ample land will be available for residential 
and other non-farm uses—without posing any 
threat to our food sources. 


3. Manufacturing industries will need fewer 
workers, but will require more space in urban 
areas. 

4. Service industries and white-collar employ- 
ment wiil continue to expand. 

5. Both manufacturing and service industries 


The U.S. Oil Industry 
Today... 


12,010 PRODUCERS... 


(40 majors produce 62% 
of total oil production) 


*through 158,900 miles 


of crude lines 


*96,101 crude and aie 


*2,138 crude and product 


‘SHIPPING CRUDE* TO... 


will need much more space in suburban areas, 
bringing jobs closer to workers’ homes and making 
suburban living more attractive. 

6. Traffic congestion won’t be as serious as 
might be expected, because pressure will be re- 
lieved by the dispersal of industry and the con- 
struction of additional highways. 


e Exploding Population. Economists now fore- 
see an unprecedented U.S. population rise to a 
level of 235-million by 1975. This population 
growth is basic to a giant rise in consumer de- 
mand figures. 

e The Recreation Industry. With mounting 
population, automation in many industries, and a 
general four-day (or less) work week, leisure time 
will grow. Since World War II, increased leisure 
time has transformed recreation from a pastime 
into an industry. As it continues its brisk growth, 
it promises to become an increasingly important 
market for petroleum and related products, 
through the popularity of boating, driving, flying. 

e New Business and Industry. In an ever- 
diversifying economy, new business will constantly 
create new demands for oil products, new op- 
portunities for service. Continued expansion of 
existing industries will also swell demand, but oil 
marketers will have to hustle to protect their mar- 
kets from newly developed fuels, lubes and 
synthetics. 


270 REFINERS... 


(35 of them majors) 


of product lines 
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*4],837 crude and product trucks 


tankcars 


Geldtenbar | 


*470 crude and product tankers 


barges and small tankers 





SENDING FINISHED PRODUCTS... 


*through 45,000 miles © 


How Marketers Can Keep Up 


The business pace will be a fast one in oil’s 
second century: there won’t be a place for mar- 
keters who can’t keep up with the most modern 
ideas, methods and equipment. Already, new fac- 
tors within the industry are drastically changing 
the marketplace. Most will continue to affect mar- 
keters for many years to come: 


e Controlled Distribution. Possibly the strong- 
est trend since the Suez Crisis of 1957 has been 
the drive for controlled gallonage, pressed by 
large and small companies. 

Large companies have acquired small ones to 
fortify their long-range distribution. Small com- 
panies have expanded their retail operations. 
(For a rundown of recent acquisitions, mergers 
and brand switches, see page 101.) 

In this era of oversupply, a marketer without 
controlled distribution runs the risk of having sur- 
pluses back up on him. If he fights it out in the 
open market, he’s in an arena where the winner 
comes out ahead on inventory but behind on 
profit. A further risk is the loss of existing ac- 
counts, lured away by cheaper prices. The only 
answer seems to be controlled outlets. 


e@ Super-Retailing. The service station market 
is the third largest retail market in the U.S., after 
food and automobiles. NPN’s FAcTBooK esti- 
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mates that next year’s volume will push $17-bil- 
lion, with 1969 volume at $21-billion. 

Accompanying this growth is a clear trend to 
fewer but larger stations. Super-stations being 
built today may become the prototypes of tomor- 
row’s outlets. Already there are many big dealers 
whose station business equals that of some whole- 
sale distributors (jobbers and commission agents). 
There will be more of these super-dealers in the 
future, perhaps emerging as a new class in the 
industry’s distribution structure. 

Another trend is to diversification of products 
and services. One-stop, supermarket-style retailing 
—of non-related as well as related merchandise— 
appears to have enormous potential in the service 
station field. But it calls for better dealers and 
better employes, hence a bigger and more effec- 
tive training effort by marketers. 

Finally, the station business must be made prof- 
itable enough to attract good men. The responsi- 
bility for this lies in expert site selection and 
helpful management guidance by suppliers. 

e Direct Delivery. This trend has been weil 
established for about 15 years, because in many 
areas it’s more economical to bypass wholesale 
storage plants. As population centers expand, so 
does direct delivery. 

In some sectors this has reduced the number 
of wholesale distributors. In outlying areas, how- 
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ever, many suppliers have come to rely more 
heavily on independent wholesalers. 

Direct delivery can be expected to increase in 
the future as highways improve and capacity lim- 
itations are liberalized, saving time and lowering 
per-gallon delivery costs. In refinery construction, 
the trend is toward locations nearer the ultimate 
market, to maximize the savings offered by direct 
delivery. 

e@ New Products. In the first half-century of 
modern oil marketing, starting in 1909, petroleum 
has produced hundreds of products. More spring 
from the laboratories daily. Marketers will have 
an increased responsibility to find customers for 
them, as the spectrum of technical achievement 
widens in the coming years. 


e Reorganization. The trend to decentraliza- 
tion, accelerated in this decade, has brought 
large-scale reorganizations in company after com- 
pany. In many cases this has brought a change 
in marketing philosophy. Above all, it has forced 
new efficiencies in manpower and methods. 


e@ Super-Specialization. Modern marketing has 
produced specialists to keep up with growth, vol- 
ume and new developments. As the industry 
grows, it seems likely that super-specialists will 
emerge. The industry will depend on them to keep 
the mammoth but delicate mechanism attuned to 
demand and opportunity. Seat-of-the-pants deci- 
sions will give way to extensive reliance on mar- 
ket and operations research. The impact of more 
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1 Closed-circuit-TV operations monitors 7 Virgin market evaluator 
2 Interoffice memo processor-disintegrator 8 Electronic margin negotiator-adjuster 


3 Antique desk set 


9 Trade-and-public-relations indicator 


4 Foolproof astronautical oil finder 10 Marketing problem solver 


5 Self-drilling-drill tracker 


11 Million-dollar-a-year president, Intergal- 


6 Automatic supply-demand balancer actic Oil Co. (Marketing background.) 
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OIL CENTENNIAL FE 
SPECIAL SECTION 3 


How to Keep Up With 
the Oil Industry 


A Fast-Reading Glossary for Marketers 


“THIS IS A PAINLESS PRIMER for oil marketers only. 

It’s designed to explain other segments of the industry 
in an easy, effortless way. It can help you by broadening 
your understanding. 

You know marketing because it’s your business. But for 
many marketers, the rest of the industry is a world apart, 
with its own specialized vocabulary. You know some of it, 
and probably plan to learn more later—when you have the 
time. 

This glossary will save you the time and eliminate the 
trouble. It’s divided into four sections: exploration, produc- 
tion, refining and transportation. It starts on the next page. 


Please turn the page > 
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WHAT OIL IS 


OIL MIGHT BE any greasy liquid—from olive oil 
to lanolin. We're talking about crude petroleum, a 
liquid that takes nature millions of years to make. 

You can call it crude oil, petrolum or simply oil. 
Some oil men call it material or stock, when they 
think of it as a commodity. 

Technically, oil is carbon and hydrogen combined 
into compounds called hydrocarbons. Some hydro- 
carbons become gasoline, some kerosine, some fuel 
oils or asphalt. Mixed together, they make up crude 
oil. 

Types of Oil—Refiners classify oil into four series 
or families: paraffin, asphaltic, olefin and aromatic. 
The hydrocarbons are somewhat different in each 
series. But these labels, important to refiners, simply 
indicate the weight or “specific gravity” of the oil, 
the naphtha content, the knocking tendency, the 
content and thickness of the lube oil that can be 
made from the crude oil in question. 








Looking for Oil 


THE SEARCH FOR OIL, called exploration, is 
an expensive business. Only one out of every nine 
wells drilled in new territory produces oil. At this 
rate, a producer spends a million dollars before 
he gets any oil. The result is that exploration costs 
an average $1 for every barrel produced. Nation- 
ally, this runs into billions of dollars a year. 

How Oil Is Formed—One theory is that the 
process began millions of years ago, when the 
remains of living organisms fell into now-extinct 
oceans. As time passed, the organisms, mud and 
sand became “sedimentary” rock. Heat and pres- 
sure changed the organic matter to oil. 

As the earth heaved and folded, oil and gas was 
squeezed underground until trapped against hard 
rock. This trap produced a pool of oil. 

Key man in exploration is the petroleum geolo- 
gist. He studies soil and rock and makes detailed 
surveys, looking for clues to what lies underground. 

Translating the data, he works out an under- 
ground structural picture of an area. If oil is indi- 
cated, he suggests test drilling. If he’s right, you 
get oil. If not, you get a “dry hole’—and a much 
smaller bank account. 


Here are the key terms explorers may be heard 
using: 


Anticlines—A type of oil trap, it’s an upward 
fold or bend in the earth’s rock structure, forming an 
underground hill. Some well-known anticlines: Derby- 
Dallas in Central Wyoming; Kettleman Hills, Calif.; 
Elk Basin, Wyoming/ Montana. 


Athabasca Tar Sands—Athabasca is an area in 
Northern Alberta, Canada, rich in oil sand deposits 


(incorrectly called “tar sands”). The oil is not fluid 
enough to flow through wells, but it’s recoverable by 
mining the sand and washing out the oil with warm 
water. 

Contours—Lines drawn on a map to represent a 
three-dimensional structure, or rock formation. Each 
line (contour) represents a certain elevation above 
or below sea level. 


Divining Rods—Also called “doodlebugs,” “dows- 
ing rods,” “witch wands,” and “witching sticks.” 
Simple instruments that some people think can find oil. 


Fault—A type of oil trap. It occurs when a break 
or fracture in the earth’s crust pushes oil-bearing rock 
against a non-porous rock formation, shutting off the 
flow of oil and creating an oil pool. 


Formation—A series of layers of sedimentary 
rock. Thickness of a formation ranges from a few 
feet to several thousand feet. Types of sedimentary 
rock include sandstones, shales, limestones and dolo- 
mites. Some famous producing formations: The Glen- 
Rose and the Vicksburg in the mid-South; the McLure, 
San Joaquin Valley, Calif. 


Geologic Column—A calendar, chart or “geologic 
timetable,” showing the geological history of the earth, 
as recorded in the rocks that are found on the surface. 


Gravimeter—An instrument that measures differ- 
ences in the pull of gravity. Gravimeter readings at 
different points on the surface give clues to the type 
of rock formations below. 


Landman—tThe oil producer’s representative, also 
called the “lease man,” who negotiates with land- 
owners for leases and drilling rights. 


Lease—A contract with a landowner, giving a 
producer the right to look and to drill for oil on a 
specified piece of land. Leases usually indicate that 
drilling will begin within a certain time. If drilling is 
delayed, a fixed sum per acre is paid the landowner 
as rental. Rental payments usually stop when drilling 
begins. If oil is found, the landowner is paid a certain 
royalty per barrel produced. 


Magnetometer—One of the instruments used by 
geologists to find oil. This instrument, often used from 
a plane, registers the intensity of magnetic attraction. 
Some rocks are more magnetic than others. 


Micropaleontologist—One who studies micro- 
scopic fossils found in rock. He determines the ap- 
proximate age of rock and looks for other clues about 
the possibility of oil deposits. 


Off Structure—aA geologist’s term used in refer- 
ence to anticlines (oil traps). “Off structure” means 
that the anticline in question is not favorable for the 
accumulation of oil. 


Oil Sands—Part of a sedimentary rock formation 
which contains oil in an early stage of development. 
The oil in such a formation is heavy, non-fluid—almost 
like asphalt. (See Athabasca Tar Sands) 


Oil Seep—Oil that comes to the surface through 
porous rock without the help of man-made wells. 
Seepages are good evidence of oil sources, but few 
seepages mark the location of favorable rock forma- 
tions or of good-sized accumulations. 
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Oil Shale—A type of sedimentary rock found in 
many places, especially in Colorado, Utah and 
Wyoming. It contains a waxy substance called “kero- 
gen,” thought to be the first stage in the formation of 
oil. Shales contain little oil, but if heated, a ton will 
yield from a pint to a couple of barrels of oil and 
some gas. 


On Structure—Geological term referring to anti- 
clines (oil traps). “On structure” means the anticline 
could house a good-sized oil pool. 


Outcrops—Rock formations that are exposed at 
ground surface, where they can be easily examined. 
An outcrop may be 50 or 100 miles away from the 
field which a geologist is studying. 


Paleontologist—One who studies fossils found in 
rock. 


Reservoir Beds—Rock formations that are porous 
enough to contain oil. A reservoir rock might be 
sandstone, a porous limestone or its cousin, dolomite. 


“Rock Hounds’’—The oil man’s name for the 
geologist. A geophysicist is called a “doodlebugger”; 
and the petroleum engineer, a “mud-smeller.” 


Rocks—There are three types: sedimentary, com- 
posed of ocean silt and mud; igneous, composed of 
material that has solidified from a molten state; and 
metamorphic, composed of either sedimentary or 
igneous rock which has been changed by heat and 
pressure. 


Royalties—Payments made by producers or other 
lease-holders to the owners of oil-producing land. The 
royalty is usually the value of one-eighth of every 
barrel produced. 


Salt Dome—Salt deposit which has arched up 
into overlying rocks. There are two types: the “deep 
seated” and the “piercement.” The “deep seated” 
dome causes rock above it to buckle, forming an oil 
trap. The “piercement” cuts into overlying rock, some- 
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SPINDLETOP, early boom field (1901), is still producing 


times creating several oil traps around this finger of 
salt. 


Seismograph—aAn instrument used by geologists 
to measure earthquakes. In oil prospecting, geologists 
explode dynamite underground and record the time it 
takes for sound waves to reach certain rocks and be 
reflected back to the surface. This tells them how 
deep various rock formations are. 


Source Beds—Rock formations that were laid 
down as sediments on the bottom of ancient seas. This 
type of rock contains the elements that usually pro- 
duce oil. 


Stratigraphic Trap—aA type of oil trap, formed 
when porous rock — through which oil flows — is 
“pinched off” (surrounded by hard, non-porous rock). 


Structure—Geologically, structure is the shape, 
contour or attitude of the rocks in a certain area. Oil 
traps are the result of geologic structure. 


Topography—tThe physical appearance of a cer- 
tain area, including relief, streams, lakes, etc. 


Traps—Underground oil pools, formed when oil- 
bearing rock becomes trapped or confined by hard, 
non-porous rock. The oil stops flowing through reser- 
voir rock and collects in one area. 


Volcanic cones and rocks—These are igneous 
rocks, composed of molten material which has solidi- 
fied after cooling. Igneous rock does not indicate the 
presence of oil. 


Getting the Oil 


THE BUSINESS of getting oil out of the ground 
is production. It’s highly specialized, and the risks 
are as big as the possible rewards. 

All you do to get the oil is drill a well. But this 
takes vast sums of money, over a hundred men per 
well and dozens of machines. More money is spent 
in production than in all other segments of the 
industry combined. Approximately 71% of capital 
expenditures in 1957 went into production. 

A single producer spends anywhere from 
$100,000 to $2-million for one well. And he’s 
never sure of results. He may get water instead 
of oil. But rich discoveries have created huge 
fortunes and powerful companies. 

How a Well Is Drilled—There are two ways to 
drill for oil: the cable tool and rotary drill methods. 
The cable tool is older and is in use in some areas 
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today. But the rotary method is the most common. 


In both systems, either a mast or a derrick sup- 
portrs the equipment that must be lowered into the 
well. Some derricks are as tall as 17-story build- 
ings. Here are the most common words heard 
around derricks: 


Blowout—A sudden burst of pressure which brings 
in the well. Only an accident causes a blowout or a 
“gusher” today. (See “christmas tree’) 


Cable Tool Drilling—A series of tools connected 
end-to-end, consisting of a heavy bit.and stem on the 
end of a cable, is alternately raised and lowered. The 
bit pounds its way into the earth. At intervals, the 
crew removes the tools, flushes water into the hole, 
and removes the resulting “slurry” by “bailing out” 
the well. 


Casing—Steel pipe that is lowered into the well as 
it gets deeper. Casing acts as a lining to prevent 
cave-ins. 


Casinghead Gasoline—Highly explosive, natural 
gasoline. Most oil wells produce gas as well as oil, 
and this natural gas always contains some gasoline, 
called casinghead gasoline. It’s used in motor-gasoline 
blends. 


Christmas Tree—A complicated contraption of 
many valves, fittings and chokes. It’s fastened to the 
upper end of an incoming well to prevent blowouts. 
Christmas trees, often six feet high, are modern sym- 
bols of a productive field. (See picture below.) 


Coring—Process used to get rock samples. Here’s 
how it works: the normal bit used in rotary drilling is 
replaced by a core barrel. This barrel cuts a cylinder 
of rock from the bottom of the well and holds the cut- 
ting within the barrel. Then the barrel is raised to the 
surface. mn” 


Directional Drilling—This describes “slant” dril- 
ling or “angle” drilling. Not all wells are drilled 
straight down. Some wells go straight down for a 
certain distance, then bend (sidetrack, they call it) to 
get around an obstruction. 


Dry Hole—A well that produces water, but does 
not produce oil or natural gas. 


Fishing—When a bit breaks, a drill stem twists off, 
or a foreign object falls into a well, the object must be 


NO MORE GUSHERS: The complicated collection of valves, 
fittings and chokes below is a “Christmas tree.” Designed 
to help prevent gushers or “blowouts,” it replaces the 
derrick, now used only in drilling operations. 
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“fished” out. For this job, producers have various 
ingenious devices that grab, hook or spear objects be- 
low ground. 


Flush Well—One that flows by itself because of 
natural gas or water pressure. The pressure drives oil 
to the surface. 


Logging—The detailed recording (date and time) 
of every step performed in the drilling and completion 
of a well. 


Mudding—Used in rotary drilling. While drilling 
is in progress, a special “mud” is pumped into the 
well through the drill pipe. The mud exits from the 
pipe through holes in the drill bit, and then returns 
to the surface under pressure. The mud flushes cut- 
tings from the well, cools the bit, and—on the return 
trip—cakes on the walls of the well. The mud helps 
prevent cave-ins. Later, part of the well is usually 
lined with casing. 


Perforating—This is the punching of holes in 
casing with either steel bullets or high explosives. 
Perforations permit water to flow into a well, if such 
is needed. Sometimes oil is permitted to flow into a 
well through perforations in the casing. 


Rotary Drilling—Here the bit fits on the end of 
a string of steel pipes, called “drill pipe.” A turntable 
at ground level turns both the pipe and the bit. The 
bit grinds its way down. As the hole deepens, more 
drill pipe is added. 


Settled Well—One that no longer has enough 
pressure and must be pumped, although it may still be 
a good producer. From here on, it’s called a “pumper” 
or is said to be “on the pump.” 


Spudding—This term describes the first step in 
drilling a well. In either cable or rotary tool drilling, 
the first few feet are not drilled with the regular bit. 
As the well is started or “spudded in,” special tools 
and a spudding bit are used. 


Stripper Well—One that produces little oil even 
with pumping. After the well becomes too expensive 
to operate, it’s closed off or “shut in.” 


Wildcatter—One who drills for oil in an “un- 
proven territory,” an area where oil has not previously 
been discovered. His well is called a wildcat. 


Cost of Drilling—A complete rig for a 10,000-ft. 
well can cost $500,000 or more. The rig would 
include 14,000 ft. of drill pipe; 11,500 ft. of cas- 
ing; about 17 drill bits; and tons of cement, water, 
diesel fuel and other materials. And this single well 
would require the work of 134 skilled men. The 
total cost can rise to $2-million or more. 

Rising costs are a problem here, too. They’ve 
soared 52% between 1948 and 1957. 

The most startling figures appear in a recent 
survey of production expenditures during 1955 and 
1956, the latest years for which all figures are 
available. This survey states that for the 113,056 
wells drilled during those two years, the production 
cost was approximately $514-billion. 

How Oil Is Conserved—Oil production used to 
mean simply getting as much oil as possible in the 
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least possible time. The result was a tremendous 
waste of oil and gas reserves that take centuries 
to build up. 


Now producers know more about the natural 
forces that lift oil from the earth. Legislation and 
cooperation have helped enforce numerous con- 
servation techniques. As a result, wells are spaced. 
Production is gaged. Well pressures are con- 
served. And old, non-producing wells are being 
brought to life again. 


Here are the oil conservation words: 


Allowable—tThe amount of oil that a well is per- 
mitted to produce. 


Connolly Hot Oil Act—Forbids the interstate 
transportation of excess production, known as “hot 
oil.” This and other conservation measures hit at the 
old “law of capture,” which held that oil belonged to 
the man who found and produced it, regardless of the 
fact that it might have come from beneath his 
neighbor’s land. 


Interstate Oil Compact Commission—Set up in 
1935 with congressional approval. Supported by 31 
states, it functions to “. . . conserve oil and gas by 
the prevention of physical waste. . . .” 


Law of Capture—(See “Connolly Hot Oil Act”) 


Potential—This is the amount of oil that a well 
is capable of producing. The amount it can produce, 
according to some arbitrary test, is its “rated poten- 
tial.” (Also see “allowable”) 


Pressure Maintenance—This is the sending of 
gas to the bottom of a well to maintain pressure in 
fields which are in the flush or settled stage. The gas 
is pumped into the oil-bearing rock formation through 
service or input wells. 


Proration—A limitation on the amount of oil that 
can be produced. The proration is a percentage of 
the well’s maximum production capacity. The purpose 
of proration laws is to conserve pressure in the oil 
reservoir so that more oil can be recovered, but over 
a longer period of time. 


Secondary Recovery—When wells stop produc- 
ing or are producing very little, producers often turn 
to “secondary recovery” techniques. These techniques 
simply repressure the oil reservoirs with gas, air or 
water so oil is forced into the well. 


Unitization—The operation of an oil field as a 
unit. Then, an allowable is set for the field as a whole, 
leaving to the operator the distribution of the allow- 
able among the wells on the field. 


Refining the Crude 


A refinery is a manufacturing plant. It turns 
crude petroleum into marketable products. And 
here’s the basic refining principle: 

When you heat oil, the lightest part boils first, 
the next lightest boils next, and so on. Boiling 
simply changes liquid into a gas. When the gas is 
cooled, it turns into a liquid again. The result is 
called “distillate.” 


All a refiner does is liquefy and collect the differ- 
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ent gases that oil produces when it’s boiled. This 
heating and cooling separates oil into its various 
ingredients—gasoline, kerosine, naphtha, gas oil, 
lube stock, fuel oils, asphalts and, at the bottom, 
coke. This separation is “fractionation.” Indi- 
vidually, each product is called a “fraction” or 
“cut.” Collectively, they are “straight run” 
products. 

The methods used to get straight run products 
are called “topping” or “skimming.” A refiner is 
skimming when he takes off only the lighter prod- 
ucts. He’s topping when he fractionates all of the 
oil, except for a heavy residual fraction at the 
bottom. 

In general, straight run products are not market- 
able. The gasoline, for instance, is low in octane. 
Each cut usually has to be treated in other ways, 
especially if more gasoline is desired. 


Here’s a glossary of principal refining terms: 


Alkylation—A modern process that gets more and 
higher octane aviation fuel from straight run gasoline. 
The resulting gasoline is called “alkylate.” 


Catalysts—Chemicals which start and speed up a 
chemical reaction. (See “cracking” and “reformate.”) 


Cracking—Converting heavy fractions into lighter 
fractions. There are two cracking techniques: thermal 
and catalytic. 

Thermal Cracking: This uses heat to break down 
or crack heavy molecules of one fraction into lighter 
molecules of another fraction. 

Catalytic Cracking: Breaks down molecules with 
a catalyst, a chemical that promotes a reaction without 
being affected itself. 


Gasoline Blending—A complex refinery opera- 
tion. It’s the combining of the various liquids pro- 
duced by distillation, cracking, reforming, polymeriza- 
tion and alkylation. In addition, ethyl fluid, dyes and 
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sdmetimes special additives are added to modern 
motor gasolines. 


Hydrogenation—This process adds new atoms to 
the fraction being processed. It can convert all of a 
gas oil or a heavy fuel, or even a coke, to gasoline. 
But most refiners use hydrogenation to upgrade prod- 
ucts—to improve color, odor, storage ability and 
other qualities. 


Olefin—One of four oil families (see p120). Ole- 
fin content of gasoline is thought to determine its 
smog-causing properties. 


Polymerization—The joining of two or more 
similar chemical compounds to make one compound. 
It’s the reverse of cracking. Polymerization makes 
larger molecules out of smaller ones. The resulting 
product is “poly gas.” 


Reforming—Using a catalyst, this process turns 
low octane gasoline into higher octane gasoline. The 
g 
product is called “reformate.” 


Refinery—A manufacturing plant that turns crude 
petroleum into products. Here’s how a barrel of crude 
moves through the plant: 

e First, the crude goes to a pipe still where stillmen 
heat it. Then, in a continuous flow, it goes to a frac- 
tionating or bubble tower for distillation. The various 
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fractions leave the bubble tower in different directions 
for further processing. They end up in different pools. 

When a refining unit such as the bubble tower is 
working, it’s said to be on stream. Otherwise, it’s off 
stream. 

e Recovered gas vapors go to the gas processing 
plant. Naphthas and heavy gas oils move through 
reformers and catalytic crackers. Lube distillates go to 
other refining units. The “bottom of the barrel” 
residuum is turned into various fuel oils, asphalt, coke 
and additional fuel for the refinery’s units. 

e The gasoline pool receives poly gas and butane 
from the gas processing plant, reformate from the 
catalytic reformer, cracked gasoline from the catalytic 
cracker, and alkylate from the alkylation unit. 

e Some cracked gas oil is recovered from the 
catalytic cracker, and it moves into the light gas oil 
stream that comes direct from the crude unit. These 
go to make up the distillate pool. 

e The lube oils, meanwhile, are going through other 
processes such as solvent extraction and dewaxing. 


Refinery Costs—A crude distillation unit alone, 
capable of handling 50,000 barrels of crude a day, 
costs $5 million or more. A treating plant just for 
lube oil may cost over a million dollars. A com- 
plete refinery costs anywhere from $25- to $100- 
million, depending on size. 
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Moving the Oil 


Oil transportation is a vital part of a vital indus- 
try. That’s because oil in a field tank is useless until 
it’s moved to the refinery. 

The object is to move the material cheaply, 
speedily and conveniently. At one time transporta- 
tion men depended on clumsy staved barrels and 
horse-drawn wagons. But now the business is as 
modern as the atomic age, with nuclear-powered 
super tankers on the horizon. Right now the pipe- 
lines beat out tankers, tank cars and trucks in the 
delivery of crude. 


Here’s a breakdown on the methods in use, 
along with a glossary of pipeline terms: 

Barging—(See “water’”) 

Boats—(See “water”) 

Pipelines—A pipeline is much like a railroad. 
Each has feeders, main (or trunk) lines, terminals, 


storage yards, switching systems, stations, dispatchers, 
telegraph and telephone systems. 


Pipeline Movement—A pipeline must be full of 
oil to operate. Separate shipments of crude or prod- 
ucts can be pumped through a line one after another 
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HOW THE 42-GAL. BARREL GOT STARTED 


BARRELS were the principal carriers of oil products 
in the early days, but their sizes varied all over the 
place. Prices were set by the barrel, so before long 
the necessity of a realistic measure became apparent. 
“We mutually agree that we will sell no crude oil by 
the barrel or package but by the gallon only. An allow- 
ance of two gallons will be made on the gauge of each 
and every 40 gal. in favor of the buyer.” 

Out of this emerged the practice of handling oil 
quantities by the 42-gal. barrel. Today the measure is 
used in all oil transactions, but it exists only in statistics. 

An actual barrel contains 50 gal. 





with no barrier between them. There’s little inter- 


mixing. 

Gathering: The pipeline company’s first job is to 
“gather” or collect oil from lease tanks. The oil is 
piped to a central pump station at the head of the 
trunk line. This is done with “gathering lines,” which 
are from 2 to 8 in. in diameter and usually below 
ground. 

Gathering Pumps: Sometimes gravity helps the 
oil flow from field tanks to the trunk line. More often, 
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the oil must be forced through by “gathering pumps.” 
In a good-sized field there are miles of gathering lines 
and pumps. 

»Gaging: Every field tank is “strapped,” or 
measured, to find its capacity per vertical inch. When 
a tank is to be “run,” all lines leading to it are closed. 
The pipeline company’s gager measures the height 
of oil in the tank, then opens the tank’s gathering 
line. After the run, he measures the tank again, then 
subtracts to find the number of barrels in transit. Both 
producer and pipeline company gage every field tank 
being run. 

®Go-Devil: A rod-like scraper used to clean pipe- 
lines, so named because it went “like the devil” 
through the line. 

Pump Stations: These keep oil moving once it 
goes into the trunk line. Various-sized pumps move 
the oil at a speed of 2 to 3 mph. Pump stations may 
be as many as 60 miles apart, depending on terrain 
and the type of oil to be moved. 

> Tankage: Oil that is stored in tanks near the main 
pump station of an oil field. After leaving gathering 
lines, oil is often stored until it goes into the trunk 
line. 

Railroads—(See “tank cars”) 

Tank Cars—These handle very little crude and 
only about 6% of all product shipments. Some tank 
cars have heating coils or insulation, or both. Capaci- 
ties range from 4,000 to 12,000 gallons. Of the 
96,101 tank cars in use in 1958, about 20,000 featured 
pressure equipment, required for LPG shipments. 

Tankers—(See “water”) 

Trucks—These handle little crude, but are major 
carriers of products, handling approximately 36%. A 
1958 survey shows that 41,837 tank trucks are in 
operation in the U.S. 

Water—Tankers and barges are important in 
petroleum transportation. They account for 18% of 
crude deliveries and 37% of product shipments. 

The most common tanker is the T-2. Many of 
them ply between Atlantic and Gulf ports, because 
East Coast refineries depend primarily on tankers for 
supplies. 

Size of the world tanker fleet in 1957 was 2,954. 
The total now is more than 3,000. In February 1954, 
the world’s largest tanker was launched. It has a one- 
million-barrel capacity and a speed of 16 knots. 

Barges handle approximately 14% of all petroleum 
traffic—crude and products. A barge can move 30,000 
barrels, but the average barge has a 20,000-barrel 
capacity. Some are self-propelled. Others are towed, 
with eight or ten barges in a tow. 


Selling Oil 


Most marketers are familiar with marketing 
terminology. So this is no attempt to produce a 
complete glossary. 

For those who are new to marketing, NPN offers 
a few broad terms and a few unfamiliar ones. 

‘Black Oil’—A phrase used to designate heavy 
fuel oils, such as No. 5, No. 6 and Bunker C. 

Chicago Plan—A method introduced by Texaco 
to determine whether a dealer was entitled to price 
assistance in meeting competition. Starting with the 
prevailing competitive retail price, supplier deducts 


tank wagon price. Supplier absorbs 80% of difference 
between this and 6¢, in Texaco’s case. If result is 
below predetermined minimum margin, price as- 
sistance is granted. 


Clippers—A term used to designate large tank- 
trucks, over 6,000-gal. capacity, for hauling products. 


Direct Delivery—A system whereby products are 
delivered directly from refineries or terminals to service 
stations, by-passing wholesale storage plants. This sys- 
tem became widespread after World War II, as a 
major development in oil marketing. 


Divorcement—This refers to occasional sugges- 
tions that the marketing function be detached, or 
‘divorced,’ from integrated oil companies and placed 
under the control of individuals or companies that 
would specialize in the marketing function, compara- 
ble to meat marketing and exhibition of motion pic- 
tures. 


‘Exclusive Dealing’—A phrase used to desig- 
nate contracts requiring a service station dealer to buy 
all his products from a single supplier. This practice 
has been adjudged a violation of anti-trust laws by 
Federal courts and has been prohibited. 


Fair Trade—tThe practice by suppliers of estab- 
lishing a retail price that must be respected by retailers. 
This is applicable only in states with fair trade laws. 
While this practice has not been generally popular in 
oil marketing, fair trading has been exercised effec- 
tively in New Jersey, Pennsylvania and Connecticut, 
and, at this time, is being tried in North Carolina. 


Indirect Marketer—A phrase used by some sup- 
pliers to designate a wholesale distributor, or jobber, 
who buys product from a supplier and sells on his own. 


lowa Plan—A name given to the practice of leas- 
ing outlets to dealers. This practice started in 1935 
when Indiana Standard, with about 850 company- 
operated stations in Iowa, announced it would lease 
stations to its managers or outsiders. The object was 
to avoid a high tax which Iowa was then levying on 
all chain stores of more than 50 outlets, including 
service stations. 


Material—An expression referring to oil products 
in general, also crude petroleum. 


‘Multipumps’—An expression used to designate 
multiple-pump, or multiple-island, retail stations. 


Netback—A term used to designate the amount 
left for a supplier after deducting transportation and 
other distribution costs. 

Open Market—The two principal types of sell- 
ing are on contract and open market. In the former, 
price is established by contract. In the open market, 
sales create a “spot” market price, governed by day- 
to-day supply and demand. 


Pie-wagon—A slang term used to refer to trucks, 
stocked with tires, batteries and accessories, that soli- 
cit service stations. 


Posted Price—This designates a published price. 
In crude oil buying, it’s the public price offered by the 
principal purchaser in a certain field. In marketing, 
it is the price “posted” at retail stations. 


Sliding Scale—A formula applied to wholesale 
and retail margins. Theoretically, the supplier and 
customer share in losses or gains resulting from price 
changes. 
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tu Fito ist THRE CHANGER 


and when better tire changers are 
built, Big Four will build them 


There are other machines that look like the Big 
Four Henderson, whose makers claim similar per- 
formance. But, let’s face it, you can always count on 
the best equipment from the company that invented 
it in the first place, that has consistently been first 
with improvements. 


Big Four introduced the now famous air-powered 
double bead-breaker Model P-58 in 1957. As with 


+ 


+ 
A 
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WHY BUY IMITATIONS WHEN THE 
ORIGINAL AND BEST COSTS NO MORE 


Buy on proof, not on claims. 
Don’t buy any tire changer 
until you see it demonstrated 
at your door, on your tires. 
Send coupon for free 14-inch 
Tire Facts or for demonstra- 
tion in a Big Four Mobile 
Showroom. 


Up to 36 months to pay on easy Pay-after-Profit Plan 


U. S$. Patents: 2,534,515 — 2,609,038 — 2,609,039 — 2,655,985. 
Other U. S$. and foreign patents pending. 


all previous Big Four innovations, competition has 
now followed suit — this time a whole year later. 


Big Four doesn’t offer the only machine that will 
change a 14-inch tire. But comparative tests show 
that Big Four will do it better — with assured pro- 
tection for the bead and least effort for the operator. 


Count on the pioneer — Big Four — to keep you 
from being caught flat-footed by surprise developments 
from the car and tire manufacturers. Big Four knows 
what they're planning as well as what they're doing. 


BEAD-PROTECTING 
Mounting Tool 


SELF-ADJUSTING Positive Air- 
lock — no twist of the wrist, 
no manual adjustment 


EASIEST-TO-USE Convenient 
Finger-tip Control — no awk- 
ward foot pedals 


FASTEST — Breaks both beads 
together, not one at a time 


WEDGE-WING Bead-breakers 


— sure, safe 


PROVEN Safety-Lift Demount 
Tool 


No gears, cogs, or rollers to 
\ wear or get out of order 


WEST COAST: 8203-5 S. Avalon Bivd., Los Angeles 3, Cal. 
CANADA: Canada Vulcanizer and Eqpt. Co., London, Ont. 
a A TL A ON NNR IE Sees Gy 


BIG FOUR INDUSTRIES, INC, 


Dept. T 5938 Carthage Court, Cincinnati 12, Ohio 


C) Send new FREE Fact Folder on changing and 
servicing 14-inch tires. 


Send a van. 





Store or Station Name 





Street City 





Signed 


= 
i (C] Show us your full power, double bead-breaker. 
i 
: 
‘ 
i 
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These pumps gulp GULF gasolines 
... Safely at 200 gpm each! 


‘‘Gulp” is the word, because it has the sound and feeling 
of intermittent pumping. Like when the line runs dry, 
then refills. 

It happens here at the Cleveland Terminal of the Gulf 
Oil Corporation— and at other petroleum handling points 
—when a carrier is emptied, or a transfer is completed. 

These Gorman-Rupp ‘‘O” Series Pumps go right on 
pumping, intermittently or continuously, because they are 
Centrifugal Pumps That Prime. 

Operation is safer because there are no check valves. 
Straight-in suction delivers liquids directly to the eye of 
the impeller with least possible entrance loss. Fewer 
parts! Greater efficiency ! 

Write today for information on Gorman-Rupp horizon- 
tal and vertical ‘‘O”’ Series Centrifugal Pumps That Prime! 


—_, THE GORMAN-RUPP 
Gorman-Rupp “O” Series Pump at loading COM PANY 


dock pumps off trucks with an overload, 
or empties them when desired, 305 BOWMAN STREET * MANSFIELD, OHIC 
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Where Oil Got Its Tsiiicinaslin 


Ever wonder where some of those trademarks came from? What do they mean? 
You'll find the facts are very often stranger than fiction 


¥ IT TRUE that Phillips 66 got its name because an official 

won the company’s first refinery by throwing two sixes 
in a crap game? Why is it “76” for Union? Where did 
Shell’s shell come from? Where did Tidewater get its 
Flying-A? What does “DX” stand for? 

Not so long ago you literally pulled a name out of the 
sky. Take Sun Oil. Joseph N. Pew Sr., a founder of the 
company, simply decided to name the company after a 
star or planet or some other heavenly body. He settled on 
the sun, they say, because of its size. 

British American’s trademark started out as a doodle. 

One of the industry’s classic trademarks, the gargoyle, 
was pulled out of a dictionary. It struck the fancy of a 
Vacuum Oil Co. lawyer in London, who was under some 


pressure from the top brass to come up with suggestions 
for a trademark covering the company’s line of lube. 

A growing awareness of subconscious preferences and 
aversions has made executives wary of hasty selections. 
Trademark hunting is usually the job of a team of psycholo- 
gists and researchers taking depth interviews and polls. 


Draftsmen often draw hundreds of samples before one 
is chosen. 

Oil companies generally aren’t picking such ancient 
symbols as the Gargoyle for trademarks anymore. One 
reason: too many imponderables. Take the Gargoyle. 

A Gargoyle lubricant salesman in Malaya came upon a 
native technician offering up sacrifices to placate devils 
he thought had got inside the pistons of his ailing engine. 
The salesman patiently explained lubrication to the native 
and gave him a drum of Gargoyle oil. 

On his next visit, the salesman found the Malayan 
standing beside his purring engine, offering up sacrifices 
to the red Gargoyle on the oil drum to keep the devils out 
of his pistons. 

To the Malayan, as well as to others in Southeast Asia, 
the gargoyle is a symbol of great protective power. It’s 
been that way for who knows how many years, and nobody 
understands exactly why. 

This trademark happened to have worked in the oil 
company’s favor. Another could just as easily have worked 
in reverse. 

More recent trademarks generally employ modernized 
shields or interesting geometric shapes, with simplified 
letters and numbers, Sinclair’s new shield, for instance, 
and the undotted i’s in “Sinclair” (NPN—July p88). 
Mobil’s shield, with the horse played way down. DX’s 
diamond, with no hyphen in DX. 

If you’ve ever pondered the mysteries of some oil-com- 
pany trademarks, here’s the story of how they got that way. 


BEST 


MARATHON 


Ohio Oil Co.—The Marathon run- 
ner symbol came to Ohio Oil in the 
acquisition of Transcontinental Oil 
Co. in 1929. The figure represents the 
amazing Greek runner Pheidippides. 
When the Persians attacked the Athe- 
nians on the plains of Marathon in 


490 B. C., Pheidippides ran 150 miles 
to Sparta to get help. When he couldn’t 
get any, he turned around and ran 
right back another 150 miles. Arriving 
at Marathon, he joined in the fierce 
battle and helped the Athenians drive 
the Persians into the sea. Pheidippides, 
although somewhat bushed by this 
time, volunteered to carry the news of 
victory to Athens, 25 miles away. He 
ran the distance in less than four hours 
exclaimed “Athens is saved!” and fell 
over dead. 


Raa STANDARD 


f 

lens ee | 
Standard of California—The chev- 

ron seems to have been derived at 


least in part from English crests and 
hallmarks of early business firms. 
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Phillips Petroleum Co.—The Phil- 
lips 66 trademark has probably sparked 
more imaginary explanations of its 
origin than any other. Here are some: 

“The first Phillips 66 gasoline was 
66 octane.” Wrong. Octane numbers 
weren’t adopted until five years after 
the name was selected. 

“Frank Phillips was 66 years old 
when the company was founded.” No. 
He was 44, (Continued) 
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COMPLETE FLEXIBILITY 


BY SIMPLE ADJUSTMENT 


OF BOLTS A. B OR < 


aa 


NOVEL COVER PERMITS 


hele) Sensi mrs Sale), dels 


LIGHT AND '!S DIRT 


AND INSECT-PROOF 


REMOVING ONE SCREW 


PERMITS SERVICING 


GLO-Y is A NEW CONCEPT IN OUTDOOR LIGHTING. A PRODUCT OF SOUND AND IMAGINATIVE 


ENGINEERING, IT PERMITS CONTROL OVER LIGHT DISTRIBUTION PREVIOUSLY UNOBTAINABLE. 


ADJUSTMENTS ARE SIMPLE AND FOOL-PROOF. SERVICING HAS BEEN REDUCED TO A MINIMUM. 


GLO~-Y MAY BE USED AS AN (1) APPROACH LIGHT (2) ISLAND LIGHT (3) AREA OR STREET 


LIGHT. * * * * * DETAIL AND SPECIFICATION SHEETS ON EACH ARE AVAILABLE ON REQUEST. 


THE OSCAR PHILLIPS COMPANY 


CINCINNATI, OHIO 
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“The company’s founders had only 
$66 left in their pockets when they 
struck oil.” Wrong again. They had 
a lot more than that. 

“Phillips’ first refinery was won in 
a crap game with a pair of sixes.” 
Hardly. 

And so on. 

The real story is this: 

A number with a name (like Heinz 
57) was the rage in the 20s. Phillips 
researchers hit on catchy “66” to rep- 
resent gasoline gravity, but they with- 
drew it in the interest of scientific ac- 
curacy because their gasoline’s gravity 
was an uninteresting 64.7 or whatever. 
Besides, they didn’t want to give the 
impression the gasoline was the same 
in winter and summer. 

Later 66 came up again in connec- 
tion with U.S. highway 66, which cut 
through the heart of Phillips’ market- 
ing area. But 66 was shelved again 
because a highway is just a ribbon and 
Phillips intended to market in a wider 
swath. 

Then coincidence stepped in. With 
pressure mounting for the choice of 
some name, an executive reported the 
following conversation between him- 
self and the driver of a test car: 

“This car goes like sixty on our new 
gas,” said the exec to the driver. 

“Sixty, nothing,” answered the 
driver, glancing at the speedometer. 
“We're doing 66!” 

The executive, after relating the in- 
cident at a board meeting, was asked 
where the conversation took place. 

“Near Tulsa, on highway 66.” 

That did it. 

Under the gun, the board adopted 
“66” unanimously in 1927. 


Socony Mobil Oil Co.—The Flying 
Red Horse is an adaptation of a trade- 
mark used in South Africa for many 
years. The horse is Pegasus of Greek 
mythology. It was adopted as a trade- 
mark for gasoline shortly after the 
organization of Socony Mobil. Affili- 
ates of both Standard Oil of New York 
and Vacuum Oil (Socony Mobil prede- 
cessors) had used the symbol abroad 
as long ago as 1911. 


OIL CENTENNIAL 
SPECIAL SECTION 


Tidewater Oi] Co.—The company 
started out in the pipeline business: 
It built the first line of significant 
length, from the Pennsylvania fields 
to the tidewater regions of the East 
Coast. Hence its name. The Flying-A 
trademark originates with Associated 
Oil Co., which merged with Tidewater 
in 1936. 


Shell Oil Co.—The original Shell 
company was a London importer of 
sea shells from the Orient called Shell 
Transport and Trading Co. The shells 
were used in mother-of-pearl items 
such as buttons and knife handles. 
Eventually Shell got into the oil busi- 
ness, first as a transporter; the shell 
(or pecten) stayed on. 


Union Oil Co.—Impressed by the 
success of the trademarks Heinz 57, 
Phillips 66 and others, Union decided 
to adopt some number in connection 
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with the name of its new regular-grade 
gasoline, marketed in 1931. At first 
77 was considered, but it was rejected 
as being too angular and top heavy. 
The number 76 was felt by officials to 
be apt to Union. They considered the 
banding together of a number of oil 
companies into Union as analogous to 
the banding together of the 13 colo- 
nies. The year, of course, 1776. 


Texaco Inc. — 
It’s generally be- 
lieved the red star 
and green T both 
stand for Texas, 
the lone star state, 
where the com- 
pany was found- 
ed. The emblem 
appeared in 1909. 


Humble Oil & 
Refining Co. — 
One of the best 
illustrations of the 
evolution of a 
trademark is 
Humble’s. 

A small town 
about 30 miles 
from Houston, 
Tex., was named 
after a justice of 
the peace named 
Pleasant Humble. 
In 1905 a major 
oil field was dis- 
covered near 
Humble and 
named after the 
town. The com- 

pany was organized in 1911. 

Humble’s trademark has gone 
through seven different forms (see 
pictures). The first was adopted in 
1917. Soon thereafter the name was 
shortened to Humble. Then Humble 
bought Dixie Oil & Refining Co. of 
San Antonio and incorporated the 
Dixie brand into its own trademark. 
The gearwheel made its debut in 1923. 
(This trademark was re-registered in 
1943 and can still be seen on some 
older stations.) The Humble bar and 
circle came in 1931, sometimes shown 
with a diamond. This was followed 
in 1936 by the father of the com- 
pany’s present trademark. It was an 
oval with red background, white let- 
ters, blue border. In 1948 the cur- 
rent Humble trademark appeared. The 
oval shape and blue border remain, 
but the letters are now red and the 
background white. 


(Continued on next page) 
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Gulf Oil Corp.—Gulf’s orange disk 
was adopted shortly after 1903 in a 
move to achieve color identity. W. L. 
Mellon was trying to break into the 
New Orleans market and found that 
grocers there identified the companies 
they bought their kerosine from by the 
color of the wagon. Gulf surveyed 
what companies had what colors, 
chose orange and put it into company- 
wide use. 


Cities Service 

Oil Co.—The dis- 

tinctive Cities Ser- 

vice emblem goes 

back at least to 

1917, when the 

company was a 

public utility, sell- 

ing power, gas and 

services to cities. 

In recent years, 

Cities Service has 

given the emblem 

the following meaning. Each of the 

three sides of the inner triangle stands 

for a characteristic of leadership: in- 

dustry, imagination, integrity. Each 

of the three arcs of the outer con- 

figuration represents a factor in busi- 

ness enterprise: finance, commerce, 
engineering. 


Sun Oil Co.—Sun’s yellow diamond 
comes from the name an early sub- 
sidiary company, Diamond Oil, form- 
ed in 1894. The diamond was first 
used in a trademark in 1915. The 
red arrow was added in 1923, initially 
to point to the station. The caduceus 
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(Mercury’s staff — snakes wound 
around a staff with wings), identify- 
ing Sun’s motor oil, was registered 
as a trademark in 1932. It’s one of 
the oldest symbols, dating at least to 
4000 B. C. Sun says the caduceus 
has always been associated with swift 
travel. 











British American Oil Co. — The 
company’s first emblem was doodled 
on a table napkin by the founder, 
Albert L. Ellsworth, in the King Ed- 
ward Hotel, Toronto. It was basically 
a box, quartered by an X, with a B 
on the left and an A on the right. 
This was modified about a dozen years 
ago by a New York design consultant. 
Triangles, squares, ellipses, parabolas 
and combinations of these were tried, 
but the circle was chosen for its 
simplicity. Each of the two letters 
was placed inside a half-circle shaped 
appropriately like an oil drop. The 
B-A trademark has been compared 
with an ancient oriental symbol in 
which the two basic forces of the 
cosmos are depicted as entwined in a 
sphere. 


Continental Oil Co.—Conoco’s in- 
verted triangle trademark was picked 
up from Marland Oil Co. in 1929 
in a merger. Marland had started us- 
ing this shape between 1918 and 1920, 
liking it for its traditions. The symbol 


had meant the Trinity to Christians; 
palm readers saw in the triangular 
lines of the hand bodily strength and 
boldness of heart; English knights 
used the triangle as an emblem of 
heraldry, and English and Scottish 
innkeepers displayed the triangle as a 
sign of hospitality. 


Esso Standard Oil Co. — Standard 
was toying in the early 1920s with 
the idea of using “Eco” as a trade- 
mark. This was derived from the 
name of a French subsidiary, L’Econo- 
mique. The name was short and had 
the virtue of being pronounced like 
“echo” in many languages. Somebody 
saw its similarity of the spelled-out 
initials S. O. in Standard Oil. “Esso” 
would be pronounced the same 
throughout the world. It became a 
trademark in 1923. The oval was 
added in the early 30s as “a sign of 
quality and a symbol of service” and 
registered in 1935. 


DX Sunray Oil 

Co. — The dia- 

mond was ac- 

quired with the 

purchase of Dia- 

mond Petroleum 

Co., Louisville, 

Ky., in 1925, “D- 

X” was first used 

in 1933 to identify a new lubricating 

gasoline. D stood for diamond, X for 

the secret refinery process by which 

DX Sunray made what is now known 

as an upper-cylinder lubricant. Later 

the D-X came to identify the com- 

pany’s other products. Recently the 
hyphen was dropped. 
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ALIVE! tirE DEALERS WHO ARE IN 
THE SNOW TIRE BUSINESS FOR REAL PROFIT 


If you are IN or would like TO BE IN the snow tire busi- 


ness for REAL PROFIT 
THIS POWERFUL MUD. & SNOW TIRE LINE! 





then we ask you to LOOK INTO 


We'll send you IN THE RETURN MAIL the Vanderbilt 
‘Full Scale’’ snow tire program with your Cost Price Lists 


relate Mialcia COMPARE! 





SEE the Sell-ability . . . the profits you make. . 
Unconditional road-hazard Guarantee Program . . 





Honor System Adjustment Policy . 
OF SNOW TIRE LINES WE ‘OFFER! 








Don't pass this line by. . . 
quickly snow tire season will be here! 


Be 
ASiLEre S: 
SEALIFE 


PP Bee eee 
ababaé oe oe 


¢ BOTH COMPLETE LINES WiLL 17/32 
ALLOW YOU TO COMPETE WITH ANY 


OTHER M&S LINE IN THE COUNTRY! 


e WE ARE READY TO SHIP BOTH LINES 
BEGINNING AUGUST 1! 
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-— 7/52 % 


VANDERBILT TIRE & RUBBER CORP. 
ADVERTISING DEPT. 
404 Fifth Ave.. N. Y. 18. N.Y 
Okay, Vanderbilt! Show me how | can sell more snow tires 
with your FULL SCALE Snow Tire Program 


NAME 


FIRM 
Phone No. 


ADDRESS. 
———Tstreet or RFD) 
- ~ STATE 


CITY. ZONE 


mn New York; Dallas, Tex.; Jacksonville, Fle 


_9-8 


Los Angeles, San Francisco, Cali 
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Petelco gives you 

a complete line 

of prestige lighting units 
designed to meet today’s 

(and tomorrow’s) sales problems 

















We at Petelco realize that your rental 

equivalents, lessee operations, company-owned 

and third party investments with net backs and 
dealer margins all affect your expansion and our sales. 





Your marketing problems, therefore, are so vital to us 

that Petelco has transformed them into engineering, design, 
materials and construction of new and superior lighting 
equipment. 





Petelco’s new V-Lite line proves there is more to good selling 

light than foot candles. Each unit is designed and built to give 

years of service. Each unit delivers the highest possible efficiency. 
Each unit complements every other unit in daylight as well as at night. 


Ask a Petelco Lighting Specialist for free recommendations. 
or write for the Petelco Catalog. 


ETELCO.... 


2640'H ROOSEVELT ROAD +» BROADVIEW, ILL'NOIS 
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Fact and Fiction About Oil 


FICTION: There’s no real competition in the 
oil industry; a handful of companies run 
the show. 


FACT: There are more than 40,000 oil companies 
in the U.S. and over 181,000 service stations, ex- 
clusive of other types of outlets. Many are in direct 
competition with one another. 


FICTION: Gasoline is all the same even if 
the brand names are different. 


FACT: Oil companies are always out to improve 
their products, and each brand of gasoline has its 
Own special characteristics. Different brands do 
have similar qualities, however—otherwise it would 
be necessary to design a different engine for each 
brand. 


FICTION: Motor oils don’t wear out. It’s just 
an oil company scheme fo sell more oil. 


FACT: Tests show oil breaks down after use. It 
becomes contaminated, and contaminants can cause 
engine wear leading to expensive repair bills. 


FICTION: The industry is gradually running 
out of oil. 


FACT: Far from it. Underground reserves are at 
their highest level—nearly 33-billion bbl. And addi- 
tions are made each year, as the industry sinks 
46,000 wells annually. 


FICTION: Oil companies make dispropor- 
tionate profits. 


FACT: National City Bank of New York studies 
show that since 1925, the rate of return on oil 
company investments has been lower than the rate 
in general manufacturing. Chase National Bank’s 
survey of 30 oil companies in 1952 indicated that 
72.5% of the gross income dollar went for wages, 
materials and other expenses; 5.8% was reinvested 
in the business; and stockholders got 4.6%. 


FICTION: Oil drilling is a get-rich-quick- 
proposition. 


FACT: Chances of a wildcatter striking oil in an 
area where none has been found are 9-1 against 
him, and 43-1 against finding a field with ultimate 
reserves of 1-million bbl. or more. Well drilling 
can cost anywhere from $50,000 to $1,000,000. 


FICTION: Oil companies have bought up the 
patent on a carburetor that gives 100 miles 
per gallon. If such a device got on the 
market, oil companies fear consumption 
would slump. 


FACT: Just an old chestnut. History shows that 
inventions that make better use of oil products 
expand oil’s market. 


August, 1959 * NATIONAL PETROLEUM NEWS 


FICTION: Oil marketing is monopolistic be- 
cause all gasolines tend to sell at the same 
price. 


FACT: The general level of prices is a sign of 
strong competition. Since the buyer is on wheels, 
he goes where he can find the best deal in price, 
service and quality. Unless a dealer meets competi- 
tion, he won’t get much activity at his pump islands. 
FICTION: Oil companies aren‘t interested in 
No. 2 heating oil. Gasoline is their baby. 


FACT: Majors now have lab men working on new 
ways to make a better heating oil, new ways to 
improve present oil-heat equipment, and new ways 
to expand the demand for No. 2 oil through new 
concepts of heating and new markets for the fuel. 


FICTION: The oil industry has money to burn 
—look at all the stations being built. 


FACT: No major builds all its stations with 100% 
of its own funds. A good share of the financing 
for stations comes from private investors. 
FICTION: All Standard Oil companies are 
inter-related, and are in effect the same big 
company. 


FACT: Standard Oil companies are separate, with- 
out interlocking directorships. In many cases they 
compete aggressively against each other through 
subsidiaries. 

FICTION: Gasoline is the same as it was 20 
or 30 years ago. 


FACT: The industry spends more than $100-million 
a year on gasoline research. Tests show that two 
gallons of today’s fuel do the work of three gallons 
of 1925 gasoline. 


FICTION: Because of their bigness, oil inter- 
ests control the government. 


FACT: If this were true, the oil industry would be 
one of the least investigated industries. Actually 
it’s one of the most investigated. 


FICTION: Majors start price wars to put the 
squeeze on their dealers and sell more 
gasoline at cut prices. 


FACT: Gasoline price wars cost majors a lot of 
money—one company puts the figure at $7-million 
a year. More and more annual reports show how 
soft markets have cut into net profits. 


FICTION: Gasoline prices, like those of 
everything else you buy, move only up. 


FACT: A study made last year put the average 
actual price of regular gasoline, ex taxes, at 21.47¢ 
per gal. That’s almost 4¢ gal. less than gasoline 
cost 40 years ago. 
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2 minutes after start of system under test. Note how fire-extinguishing foam blankets potential fire area, 


This test shows how Grinnell’'s Spray-Foam System 
protects hazardous fire areas 


In the dramatic illustration shown 
above, you see a Grinnell Spray-Foam 
System under test at a truck loading 
terminal in Detroit, Michigan. This 
fire-quenching foam system, designed 
for hazardous areas, is especially 
recommended for quelling blazes in 
petroleum base products, such as in 
gasoline, kerosene and fuel oil. Grin- 
nell Systems are effective in controlling 


GRINNELL 


(To obtain more data on 


fires in chemicals, alcohols, benzol, 
solvents, paints and liquid gas. 

Grinnell has had 89 years of expe- 
rience in fire protection work. You 
benefit from this vast amount of spe- 
cialized fire knowledge whenever you 
call on Grinnell. For information, 
write or phone Grinnell Company, 
280 West Exchange Street, Providence 
1, Rhode Island. 


FIRE PROTECTION SYSTEMS SINCE 1870 


advertised products see page 200) 








Grinnell Fire Protection Systems 
include: 

* Automatic Spray Sprinkler Systems: 
wet pipe, dry pipe, deluge and Simplex* 
¢ Water Spray Systems with regular 
or Selfcon* (self-contained) water sup- 
plies; Multitrol* or Multimatic* valve; 
ProtectoSpray* nozzles or Mulsifyre* 
projectors 
* ProtectoFoam* systems, producing 
mechanical foam 
* Carbon dioxide systems 


* Dry chemical systems 


*Reg. U. S. Pat. Off. 
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NPN Presents Its Hall of Fame 


HE 24 MEN pictured above are the charter members of NPN’s Oil 
Hall of Fame, created in honor of the oil industry’s centennial year. 
Some are marketers and some come from other segments of the in- 
dustry. But all were Big Men who influenced the course of marketing, 
directly or indirectly. 

Only men no longer active in business were considered for the Hall 
of Fame. Nominations came in from many companies, and NPN edi- 
tors sifted hundreds of names before choosing the charter 24. 

The gallery is not complete and is not intended to be. More members 


will be elected annually. Your nominations will be welcome. 
Please turn the page 
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Hall of Fame 


Organizational Genius 


Head of the Petroleum War Service 
Committee in World War I, Jersey 
Standard’s A. Cotton Bedford (1864- 
1925) mobilized the industry for war 
and blocked a looming threat of federal 
regulation. More than that, his commit- 
tee—which later evolved into American 
Petroleum Institute — preserved good 
profit margins and won a liberalized 
depletion allowance. 

Manager first, oilman second, Bedford 
was a brilliant organizer and contact 
man. After only 12 months as Jersey 
president, he resigned to become board 
chairman in 1917, In that post he raised 
Jersey’s public, industry and governmen- 
tal relations to new levels. 


Marketing Visionary 

Quick to foresee the impact of the 
auto, Joseph §S. Cullinan (1860-1937) 
founded The Texas Co. in 1902 and 
laid the groundwork for its eventual 
expansion into every state. 

As president (1902-1913), Cullinan 
saw the need of owning crude to compete 
with the Standard Oil Trust. Active on 
all fronts, he handled sales in the South 
and West, built Texaco’s first bulk piant 
(Laredo, Tex., 1905), and organized its 
central sales division (1907). Cullinan 
felt Texaco could withstand the price- 
cutting of Standard Oil by marketing 
nationwide, and initiated its move to- 
ward coast-to-coast marketing backed by 
consistent advertising. 
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Daring Wildcatter 


One of the great oil hunters, Michael 
L. Benedum (1869- ) made discov- 
eries in West Virginia, Illinois, Louisiana, 
Mexico, Colombia and Texas, selling his 
early strikes to majors. 

Benedum formed Transcontinental Oil 
Co. in 1919 to compete against the 
Standards as an integrated company. 
When the company hit too many dry 
holes to suit his partners, Benedum sold 
out to Ohio Oil (for $60-million in 
stock) and kept on wildcatting with 
greater success. 

Benedum’s Plymouth Oil Co., formed 
in 1923, was the forerunner of Republic 
Oil & Refining Co., Pittsburgh, now an 
integrated company. 


Empire Builder 


A former Congressman, Beman G. 
Dawes, (1870-1953) organized a small 
natural gas company in 1914, built it 
into a major oil company in 10 years. 

Ohio Cities Gas Co, started out serv- 
ing six cities, but discovered oil in West 
Virginia in its first year. Under Dawes’ 
leadership, the company broadened its 
interests by acquiring a half dozen pro- 
ducing and refining companies—among 
them Pure Oil—in 1916 and 1917, and 
by building two refineries. Dawes retired 
as president in 1924, but was chairman 
of Pure’s board until 1947. He was the 
last of four famous Dawes brothers 
(C. G. was vice president under 
Coolidge). 


Creative Promoter 


A California gold miner turned oil 
prospector, C, A. Canfield (1848-1913) 
was an early marketer with a sharp eye 
for potential areas of expansion. 

In 1901 he became president of Asso- 
ciated Oil Co., a group of 40 former 
independent companies. Looking for new 
uses for fuel oil, Canfield convinced Ari- 
zona smelters to switch to oil from coal, 
induced Southern Pacific to try oil-fired 
locomotives. A new refinery at Avon, 
Calif., put the company into the gasoline 
business in 1913, the year Canfield died; 
its first station opened the next year. A 
merger with Tide Water in 1926 pro- 
duced Tide Water Associated Oil Co. 
(now Tidewater). 


Father of Geophysics 


The ideas of Everette Lee DeGolyer 
(1886-1956) took some of the gamble 
out of finding oil. One of the most 
significant was his development of the 
reflection seismograph method of finding 
oil pools, about 1930. This gave the 
industry geophysics—one of its most 
valuable tools. 

While the search for oil still involves 
a large measure of uncertainty, De- 
Golyer’s methods were successfully used 
to discover important new fields. They 
also helped “find” oil where dry holes 
had been drilled and former producers 
had abandoned. Half the oil discovered 
since the Thirties would not have been 
found without the seismograph. 
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Conservation Pioneer 


Strong in many fields, Henry Latham 
Doherty (1870-1939) made significant 
contributions to oil through his ideas on 
conservation. They helped create the 
Federal Oil Conservation Board and 
Interstate Oil Compact Commission. 

A gas and electric utility man, Harry 
Doherty founded Cities Service Co. in 
1910 and developed it into an integrated 
company as oil was discovered on gas 
leases. He served as president until his 
death. An early oil heat advocate, 
Doherty encouraged jobbers to handle 
fuel oil. Ironically, he also built a mam- 
moth utility in natural gas—today oil's 
principal competitor. 


Super-Salesman 


An idea man, Herbert R. Gallagher 
(1883-1949) led Shell Oil’s invasion of 
the American market and got it estab- 
lished for its ultimate rise as one of the 
strongest coast-to-coast companies. 

A former Southern Pacific R.R. real 
estate man, Gallagher was Shell’s gen- 
eral vice president in California from 
1914 to 1928. An executive of unusual 
ability, vision and wide acquaintance, he 
was Mr. Shell to the West Coast business 
community. He originated company- 
operated stations to pierce the North- 
west, and developed Shell’s cracker-box 
design, a low-cost prefab. Gallagher left 
Shell in 1932 to head Sinclair Consoli- 
dated Oil Co. 
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Powerful Producer 


Concentrating on production, Ireland- 
born J. C. Donnell (1854-1927) built 
Ohio Oil Co. into a major U.S. crude 
power. 

A director from 1889 on, Donnell 
was president in 1911 when Ohio Oil 
became independent under the Standard 
Oil dissolution decree. Firmly estab- 
lished in crude, Donnell put Ohio into 
refining and marketing in the Twenties 
by buying Lincoln Refining Co., with a 
refinery at Robinson, Ill., and a chain 
of stations. Son Otto Dewey Donnell 
became president in 1927; grandson J. C. 
Donnell II took over in 1948 and cur- 
rently heads the company. 


Modern Revitalizer 


When Wallace Trevor Holliday (1884- 
1950) left his law firm to take over 
the presidency of Standard Ojl Co. 
(Ohio) in 1928, he set about at once to 
strengthen the company on all fronts. 
His efforts gave Sohio commanding 
leadership, with 33% of the Ohio market 
today. 

Confined to one state and with little 
of its own crude, Sohio had operated 
under wraps through a long post-dissolu- 
tion era. Holliday introduced modern 
management practices at all levels, start- 
ed a station-building program, built and 
bought up-to-date refining and transport 
facilities, and began developing crude. 
He was board chairman at his death. 
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First U.S. Oil Finder 


As a retired railway conductor, Edwin 
L. Drake (1819-1880) was hired by the 
Pennsylvania Rock Oil Co. in 1857 to 
inspect the firm’s Titusville, Pa., prop- 
erty. With the honorary title of Colonel 
to bolster his prestige and credit, he 
began a well that soon won the name 
of Drake’s Folly. But Drake had con- 
ceived the new idea of drilling instead 
of digging for oil, and on Aug. 27, 1859, 
his makeshift machinery struck oil at 
691% ft. 

Sickly and in debt, Drake was rail- 
roaded aside by unscrupulous promoters. 
For much of the rest of his life he 
was destitute and too crippled to walk. 


Trackside Trailblazer 


Grandfather of private brand chain 
stations, John Mason Houghland (1888- 
1959) revolutionized this type of re- 
tailing. A  wildcatter - turned - marketer, 
Houghland built his first stations on 
railroad sidings around 1928, had his 
gasoline delivered direct. He named his 
new venture Spur Distributing Co., after 
the spur tracks that made it possible. 

A soft-spoken Southern gentleman who 
rode to hounds, Houghland vriginated 
the modern concept of private brand 
stations spread over a big area. Based in 
Nashville, Spur was kept as a family- 
owned business until a public stock of- 
fering shortly before Houghland’s death 
last April. 
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Big-Company Innovator 


Vice president of sales for Indiana 
Standard for 19 years, Allan Jackson 
(1876- ) was an aggressive force for 
marketing progress. In 1923 he signed 
a contract with General Motors making 
Standard the first major to intreduce 
Ethyl gasoline. When Standard felt com- 
petitors’ pressure in the Thirties, Jackson 
recommended building marine terminals 
and pipelines to lower transport costs. 

Jackson was also instrumental in put- 
ting Standard into TBA. In 1933 he had 
the company introduce third-grade gaso- 
line to meet price competition. And in 
1939, his last year as vice president, he 
sponsored Standard’s national credit card. 


Financial Wizard 


First head of Gulf Oil Corp., William 
Larimer Mellon (?-1949) and his finan- 
cial genius helped make Gulf what it is 
today—the second biggest oil company 
(after Jersey Standard) in total assets 
and net profits. 

During his tenure as president (1908- 
1931), and later as board chairman, 
Mellon took the company through its 
formative years, He saw his policies and 
the men he put in key places develop 
Gulf into a well-rounded integrated com- 
pany at home and abroad. From a total 
of 3.3-billion bbl. at Mellon’s assump- 
tion of the presidency, Gulf sales rose 
to 146.9-billion bbl. in 1948, his last 
year as chairman of the board. 
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Dynamic Leader 


Under K. R. Kingsbury (1876-i937), 
Standard Oil Co. of California grew 
from a small regional company into an 
internationally powerful major. 

Kingsbury put Standard into overseas 
drilling and marketing, gaining the first 
American production concessions in Bah- 
rein and Saudi Arabia. Under his presi- 
dency (1919-1937), the company 
achieved a remarkable, strike-less em- 
ploye relations record; got its first house 
organ and an advertising department, 
and scheduled construction work in the 
depression to make jobs for hundreds of 
workers. Active in conservation work, 
Kingsbury was also a vigorous industry 
statesman. 


Barber-Billionaire 


Born in a log cabin and trained as 
a barber, Frank Phillips (1873-1950) 
ended as a Midcontinent giant with a 
cluster of honorary doctorates and 
awards, 

With his brother L. E., Phillips went 
from Iowa to Bartlesville, Indian Terri- 
tory, in 1903. The object was to sell 
bonds, but by 1917 the brothers were up 
to their galluses in valuable oil leases. 
They formed an oil company, Phillips 
Petroleum, which grew into refining and 
then— mainly through jobbers—into mar- 
keting. President until 1938, board chair- 
man until 1949, Frank Phillips put his 
company into LP-gas leadership, helped 
back pioneer aviators, education, Boy 
Scouts, 


Colorful Prospector 


The career of high-living, free-spend- 
ing Ernest Whitworth Marland (1874- 
1941) typified the spirit of the spec- 
tacular oil pioneers. Marland found oil 
in West Virginia, lost a fortune in the 
panic of 1907; wildcatting successfully 
in Oklahoma, he built the Marland Oil 
Co., which expanded into marketing in 
1920. By 1928 Marland had over 600 
stations in the Midwest and 5,000 dealers 
in the East and Canada. Invited to move 
up to board chairman after several years 
of losses, Marland resigned and his com- 
pany merged with Continental Oil, then 
a small marketer. Marland became a 
U.S. Congressman, later an Oklahoma 
governor. 


John D. 


Trust-building John D. Rockefeller 
(1839-1937) had a flair for unifying 
diverse interests. At one time this put 
him in control of 80% of the country’s 
refining capacity. 

“John D.” symbolized the rampant 
growth of the oil industry during its first 
half century. Originally a dealer in meat, 
grain and produce, he was a strong be- 
liever in the committee system of man- 
agement—still a hallmark of Jersey 
Standard, the biggest survivor of the 
Standard Trust. Rockefeller drew a lot 
of talent into his companies, started in 
Ohio in 1870. Many of today’s strong 
firms descended from his Trust, dissolved 
in 1911, 
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Big-Time Speculator 


A headline figure, Harry F. Sinclair 
(1876-1956) did everything in a_ big 
way—corporation, racing stable, spend- 
ing. He made his fortune from spec- 
tacular risks in the discovery days of 
the Midwest, founded Sinclair Oil & Re- 
fining Co. in 1915. The company moved 
into marketing in the Twenties by open- 
ing “greasing palaces,” then an innova- 
tion. Sinclair’s dream of outstripping 
Standard Oil was almost realized: when 
he retired as board chairman in 1949, 
Sinclair was a $700-million company, 
seventh in the U.S. 

Tried in the Teapot Dome case in 
1927-28, Sinclair was cleared, but served 
a jail term for contempt of Senate. 


Corporation Strong Man 


Strong in body (6'3”, 240 Ibs), as 
well as influence, Walter Clark Teagle 
(1878- ) led in altering Jersey Stand- 
ard’s character from refiner-marketer to 
a world-wide integrated company—to- 
day a complex of 74 affiliates, compris- 
ing one of the two largest corporations 
in the world (General Motors is the 
other). 

An oilman’s oilman, Teagle began 
with his father’s Cleveland oil firm, 
which was shortly acquired by Standard. 
Moving fast, Teagle went on the Jersey 
board at 31, was president from 1917 
to 1937, and board chairman until his 
retirement in 1942. A man of enormous 
energy, he dominated Jersey history for 
a generation. 
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Prophetic Pioneer 


A big independent producer who be- 
came a big Midwest marketing factor, 
William Grove Skelly (1878-1957) pio- 
neered in many areas—quality product 
standards, systematized station service, 
exploration testing procedures, conserva- 
tion technique. 

Starting as a 16-year-old tool dresser 
in Oil City, Pa., Skelly worked his way 
westward in production, came to Tulsa 
in 1912. With the opening of the El 
Dorado, Kan., pool in 1915, Skelly be- 
came one of the biggest independent 
operators in the Midcontinent. He or- 
ganized Skelly Oil, with eight jobber 
accounts and two stations, in 1919. The 
company led other majors into TBA in 
1928 and pioneered in LPG. 


Big Little Integrated 


From “small beginnings, J. A. Vickers 
(1890-1940) built his Vickers Petroleum 
Co. into Midwest eminence. 

Integration seemed the logical path 
for independents in 1918, when Vickers 
formed the company. A Kansas grain 
trader and broker, Vickers owned half 
interest in an oil well. When it came in, 
he built a small refinery in Potwin, 
Kan., to process the crude. In 1921 he 
expanded into marketing by buying and 
building a number of stations. 

By Vickers’ death in 1940, the com- 
pany had achieved industry stature. Sons 
J. A., Jr. and James W. run the business 
today. 
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Sales-Minded Wildcatter 


With friends, Lyman Stewart (1840- 
1923) set up Union Oil Co. in 1890, 
and it grew into a great force in the 
West Coast oil industry. A Pennsylvania 
oil man, Stewart made and lost several 
fortunes before heading West in the 
quest for oil. Though a wildcatter, he 
was sales-minded and believed Union 
should market its own products. Some 
associates disagreed, but Stewart won out. 

As vice president and president, 
Stewart had his company make oil 
burners, tried to interest ship owners 
and railroads in oil instead of coal. He 
also sponsored research to refine a clear, 
non-smoking kerosine from California 
crude. 


Super Private-Brander 


A lawyer by training, Russel S. 
Williams (1898-1956) with his brother 
Phil built a private brand empire in the 
Midwest, centering around the Gaseteria 
chain and the Bonded Oil trademark. 
Williams worked hard for independents 
as a group, serving on many industry 
and government committees. 

The son of a _ wildcatter, Williams 
had no interest in drilling or refining. 
Instead, he concentrated on profitable 
station operation and developed an ad- 
vanced method of training men. His 
Gaseteria chain—which included 300 
outlets at the time of Williams’ death 
in an airplane crash—is now owned by 
Jersey Standard. 
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Maximum payload . . . greater hauling power . . . easier handling . . . plus all 
the advantages of the conventional truck. That's what you get in the new Brockway 
“87-incher” . . . and more. Here are a few of the new Brockway Huskie features: 
Wider choice of power — gasoline or NH diesel series * Larger cooling capacity 
¢ Improved power steering ¢ All steel, Safety-View cab * Dual Headlights * Step-Aside 
fenders * Easy-Access maintenance. Call your Brockway representative. Let him 


give you the complete facts about the new Brockway “87-incher.” 















Like all Brockway Huskie Trucks, the new “87-incher” is: designed 
and built to haul your load over the terrain you haul it. Quality 
components— engine, clutch, transmission, axles—are matched and 
balanced to fit the exact requirements of your job. And Brockway’s 
unique flexible production methods offer you the widest choice of 
individualized vehicles in half the delivery time. It is your assurance 
of custom-built efficiency and economy that no mass-produced truck 
can equal. If trucks are the tools of your business, Brockway can 


point your way to higher profits. 






BROCKWAY (:: 
of the Highway for 
MOTOR TRUCKS cormano, ny. mare am 55 youre 


Division of Mack Trucks, Inc. 












Special Sn troductory Yer 


(GOOD FOR NEXT 30 DAYS) 





ANY ONE 


GIVEN TO YOU WITH A CHARTER MEMBERSHIP 


AND SENT WITH YOUR FIRST SELECTION 


rr 


Publisher's 
Price, $6.50 
Club Price, 
me $5.50 oun 


Business Reports: Investigation 
and Presentation, by Anderson, 
Saunders, and Weeks, Helps you 
report facts and ideas with speed 
and finesse 


Keller. 
accounting 


Control, by I. W. 
how to use cost 
profitable management 


Publisher's 

Price, $5.50 

Club Price, 
$4.70 


Price, 


& 


Better 
Buckley 


Better Wage Incentives, by Phil How to Write 

Carroll, Shows how to get people Letters, by E. A 

all down the line to give all they if you 

can of their true capacity extra profits that 
produce 


good le 


Publisher's 
Price, $7.50 
Club Price, 
$6.40 
Management Accounting for Profit 
Shows 


decisions. 


Publisher's 
Club Price, 
$3.45 

Business 


are making or missing 
otters 


Publisher’s 
f 


Price, $17.50 
Club Price, 
Rnaiemnciiticaidiahlidenas $14.95 
industrial Engineering Handbook, 
by H. B. Maynard. How to gain 
top-most efficiency in men, ma- 
chines and methods in your plant 


cdl 


Msi 


enter, 
for 
you get action, 


Publisher's 

Price, $5.95 

Club Price, 
$5.05 


$4.00 


jam, Danii line ARS 
Psychology in Management, by M. 
Haire. Psychological principles to 
help managers get better results 
from people they supervise, 


Find der 


ules 


To new members of the 
BUSINESS BOOK CLUB 


Publisher's 

Price, $6.00 

Club Price, 
$5.10 


Public Relations Ideas in Action, t H 
by A. H. C A treasury of 
publie relations techniques to help to 


Publisher's 

Price, $4.00 

Club Price, 
$3.45 


How to talk Well, by J. F. Ben- 
Clear, forceful, correct speech 
can be yours for only a few min- 
a day spent with this book. 








E 


VALUES FROM 
$4.00 to $17.50 





Publisher's 

Price, $9.75 

Club Price, 
$8.30 


dhoak 





Lasser. 20 experts join 
show you profit-making pro 
cedures for every aspect of busi 
ness. 


by J. K. 


Publisher's 

Price, $4.95 

Club Price, 
$4.20 


Copy Capsules, by H. Stebbins. A 
dynamic word master hands you 
1,060 copy ideas to spark up your 
writing with fresh power. 


How many of the books shown here do you wish you had immediately at hand? 


Industrial 
Better 
books 

in the 


AS A GIFT! Choose from 
Handbook, Copy Capsules, 
and seven other valuable 
to membership 


Select one 
Engineering 
Wage Incentives, 
your introduction 
Book Club. 
missing out on important business 
literature—if today’s high cost of reading curbs 
the growth of your library—here’s the solution 
to your problem. The McGraw-Hill Business 
Book Club was designed for you. Organized in 
four sections, it provides an economical reading 
program that cannot fail to be of value to you in 
your field of immediate interest 


Business 


If you are 


Administration 
Personnel and Labor Relations 
Finance and Accounting 
Advertising and Selling 


(1) Business 
@) 
(3) 


(4) 


All books are chosen by qualified editors and 
consultants, Their thoroughgoing understanding 
of the standards and values of the literature in 
your field guarantees the authoritativeness of the 
selections, 


HOW THE 
month you receive 
Book Club Bulletin 
This gives complete 
selections in each of 
as well as a number 
you want the main 
section, you do nothing; 
to you. If you want an 
main selection from one of 
tions of the Book Club 
book at, all for that 
notify the Club by returning the 


CLUB OPERATES. Every second 
free of charge the Business 
(issued six times a year). 
advance notice of the main 
the 4 sections of the Club 
of alternate selections. If 
selection in your chosen 
the book will be mailed 
alternate selection or the 
the other three sec- 
. or if you want no 
two-month period — 
form and post- 
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age- 

We ask you to 
thre 
number of books 
twelve 
would buy 
Save 
ping, 
publisher's prices. 


(To obtain more data on advertised products see page 200) 


your Bulletin. 
the purchase of 
out of the large 
offered in any 
there will be at least three you 
anyway. By joining the Club you 
yourself the bother of searching and shop- 
and save in cost about 15 per cent from 


enclosed with 
agree only to 
e books in a year. Certainly 
in your field 


paid envelope 


time, 
months 


SEND NO MONEY NOW. 
‘two books you want—one FREE and one as your 
Club _ selection—in 
check the one 
senting your major field 
vantage of this offer now, and get two books for 
less than the regular price of one, 


Just check any 
the coupon. (At the same 
section of the club repre- 
of interest). Take ad- 


THIS COUPON IS WORTH UP TO 


The Business Book Club, Dept. NP-8 

330 West 42 St., New York 36, N. Y. 

Please enroll me as a member of the Business Book Club in the 

section I have checked below: 

J iness C) Personnel and [7 Finance and () Advertising 
Administration Labor Relations Accounting and Selling 

I am to receive FREE the book I have indicated at the right along 

with my first selection. You will bill me for my first selection only 

at the special club price, plus a few additional cents for postage 

and handling, (The Club assumes the charge on prepaid orders.) 

Forthcoming selections will be described to me in advance and I 

may decline any book, I need take only 3 selections or alternates 

in 12 months of membership 


Print name 


Address 
City 


Company P 


NO RISK GUARANTEE: 
turn your first shipment 
will be canceled 


within 10 days and your membership 


Check 2 Books: We will send the 
higher priced book as your FREE 
ook: 

—Business Reports 


—Management Accounting for Profit 
Control 


—Industrial Engineering Handbook 
—Public Relations ideas in Action 
Busi M it Handbook 





—Better Wage Incentives 


—How to Write Better Business 
Letters 
Psychology in M 


—How to Talk Well 
—Copy Capsules 
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A MESSAGE TO AMERICAN 


Plan ’59 


INDUSTRY * ONE OF A SERIES 


To modernize now for growth and profits 


Goes Into High Gear 


In 1959, industry will spend more 
money than ever before to modernize its 
plant and equipment. But it is not spending 
enough to do the job that needs to be done. 

Manufacturing companies* now plan to spend 
a total of $24.5 billion on modernization in the 
four years 1959-1962. This will be enough to 
replace roughly 70% of the obsolete facilities 
that were on hand at the beginning of 1959. But 
it will still leave us far short of our goal. It 
would take several years, at a higher rate of 
investment than is now planned, to wipe out 
obsolescence and give the U. S. a truly modern 
industrial plant. 

These facts stand out from the 12th annual 
Survey of Business’ Plans for New Plants and 
Equipment just completed by the McGraw-Hill 
Department of Economics. This new survey 
shows that industry has made a remarkable start 
on the modernization job that a previous edi- 
torial in this series described as “the most ex- 
pensive task to be performed in America in this 
new year of 1959.” The full cost of moderniza- 
tion has been found by the McGraw-Hill Depart- 
ment of Economics to be $33.3 billion for manu- 
facturing, and $95 billion for all business. 

For the past several months, McGraw-Hill 
publications have been devoting special atten- 
tion to new developments in plant and equipment 


*Excluding petroleum refining, which is reported as part of 
the oil industry in the data discussed in this editorial. 


August, 1959 + NATIONAL PETROLEUM NEWS 


that offer opportunities for modernization. Our 
special effort to help industry in this regard has 
been called “Plan ’59”: to modernize now for 
growth and profits. This editorial will summar- 
ize the progress made so far with “Plan ’59” and 
point out some of the areas where business and 
public policies can do still more to accelerate 
the modernization drive. 


A Good Start 


Business investment in new plant and 
equipment has picked up sharply since the 
low point of the 1958 recession. Plans for 
1959 now show a 7% increase over 1958 
for total capital investment. And the in- 
crease in expenditures for modernization 
is much sharper. Moreover, companies al- 
ready have substantial plans for the years after 
1959. New orders for industrial machinery, 
which are a good index of modernization plans, 
also are running well ahead of last year. 

For the four-year period 1959-1962, manu- 
facturing companies expect, on the average, to 
devote 65% of their plant and equipment out- 
lays to modernization. This is the highest pro- 
portion reported in a McGraw-Hill survey since 
1950. In dollar terms, manufacturing companies 
plan to spend $24.5 billion on modernization 
during the next four years. 

This is an impressive figure, but it does not 
look so large when compared with the total need 





for modernization in manufacturing industries. 
As noted above, a previous McGraw-Hill study 
(conducted in August 1958) found that it would 
cost almost $35 billion to replace all the facili- 
ties that manufacturing companies then consid- 
ered obsolete. Thus, present plans for moderni- 
zation are enough to wipe out only 70% of the 
backlog of obsolete facilities by 1962—and this 
makes no allowance for the additional facilities 
that will be made obsolete by new machines and 
new processes introduced during the next four 
years. When these new developments are con- 
sidered, present plans for spending may repre- 
sent only half the job that will actually need to 
be done. 


How To Accelerate 


What can be done to accelerate the drive to 
modernize our industrial plant and equipment? 
Two of the greatest aids would be: 

(1) Improve present provisions under 
the tax law for depreciation, to help indus- 
try retain more of the money it needs to 
carry out this massive job of moderniza- 
tion; 

(2) Contain inflation, to preserve the 
purchasing power of the money industry 
sets aside to replace obsolete facilities. 

At first glance, the supply of funds from de- 
preciation allowances appears to be more than 
adequate. For manufacturing as a whole, de- 
preciation allowances—the primary source of 
cash for modernization — will total $8.3 billion 
in 1959, compared with present modernization 
plans of $6.4 billion. Thus some extra funds will 
be available to support a further step-up in mod- 
ernization in 1960. 

Unfortunately, however, these depreciation 
funds are not evenly distributed from industry 
to industry, or from company to company. For 
example, in several of the metalworking indus- 
tries, the prospective flow of cash from depreci- 
ation during the next four years is much less 
adequate than for manufacturing as a whole. 
These are industries with relatively large mod- 
ernization backlogs, and they also are industries 
made up mostly of small or medium-size com- 
panies that have difficulty tapping the public 
money market. 
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Asa result of these industry and company dif- 
ferences, there are many individual cases where 
shortages of funds limit the amounts of mod- 
ernization now planned. In the McGraw-Hill sur- 
vey, nearly half of all companies participating 
said that they would spend more on new plants 
and equipment if the depreciation allowances 
permitted by the tax law were increased sub- 
stantially over the next few years. Most of these 
were relatively small companies. Their answers 
suggest that revision of the tax rules on depreci- 
ation should receive the most careful consid- 
eration as a spur to faster modernization. 

The problem is complicated also by the threat 
of further increases in the national price level, 
which would necessarily include prices of capi- 
tal goods. If “creeping inflation” resumes its 
march during the next four years, depreciation 
allowances based on present costs will be much 
less adequate for future needs. This points up 
the importance of national economic policies to 
maintain price stability. Unless this can be main- 
tained, industry’s dollars will not go far enough 
to do the modernization job that is needed. 


Plan ’59 Carries On 


Industry’s drive to modernize is now 
well underway. It can make a key contri- 
bution to our national strength and pros- 
perity in 1959 and the years ahead. But 
the biggest part of this job is before us. It 
is up to the policy makers —in both busi- 
ness and government —to see that the job 
is done. 





This message was prepared by the McGraw- 
Hill Department of Economics as part of our 
company-wide effort to report on opportunities 
for modernization in industry. Permission is 
freely extended to newspapers, groups or in- 
dividuals to quote or reprint all or part of 
the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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Coke...Gets Customers out of cars 


REG. U.S. PAT. OFF. 





sells more TBA! 


Motorists stop where they see the familiar cooler for of their cars and browse. This means more sales of your 


Coca-Cola! When they do, you profit two ways: high-profit TBA items. Exciting new-design single or 
1. You enjoy an above-average profit margin on the multi-drink coolers are available from your local 


Coke you sell. Coca-Cola Bottler! Contact him . . . today! 
2. Surveys show that 8 out of 10 who buy Coke get out 


Available only from your Coca-Cola 
Bottler ... 


VERSATILE NEW RACK SELLS MORE TBA! 
¢ Displays your High-Profit TBA Items! 
e Fitted with Wheels for Easy Storage! 
e All-Metal, Durable, Attractive! 
e Features High-Profit, High-Traffic 
Coca-Cola! 
“quen-cene* one ‘eeuge ane ennevenan tanse-uean. SIGN OF GOOD TASTE 
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It all started with a kerosine lamp 


Today’s commercial jets are powered by the same 
fuel that fed the parlor lamps and farm lanterns of 
only a few decades ago. In fact it was the search for 
this fuel — for kerosine — that gave birth to the oil 
industry 100 years ago. 

In those days kerosine was a new source of abun- 
dant light that replaced the costly and limited sup- 
plies of whale oil for lamps. Today, electricity has 
displaced the oil lamp, but kerosine has again be- 
come the source of abundant and low-cost energy 
for the jet age. Without kerosine, and other petro- 
leum jet fuels, jet flight would be extremely expen- 
sive and perhaps commercially impossible. 
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And so it has been for a century in nearly every 
area of industrial progress — petroleum has paced 
the way. From the gasoline that powers the modern 
car to the wash-and-wear suit made of petrochem- 
icals, from diesel fuels and heating oils, farm fer- 
tilizers and asphalt for our life-line of highways, 
petroleum has made possible the way of life that is 


TEXACO 


CONSTANT PROGRESS IN OIL’S FIRST CENTURY 
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Lubrication 











NPN‘s Semi-Annual Survey Shows .. . 





Oil Ratios Getting Lower 


ERVICE STATION motor oil ratios hit a new all- 

time low during the last fall-winter period. The 
national average dropped to 0.92, down four points 
from the previous season’s average of 0.96, and 
16 from the 1956-57 ratio of 1.08. 

NPN’s motor oil ratio shows the number of 
gallons of motor oil sold at stations per 100 gal. 
gasoline. Put another way, a ratio of 0.92 is equi- 
valent to one gallon of motor oil sold per 108.8 
gal. gasoline. 

Ratio figures are based on reports submitted 
by 24 key motor oil marketing companies—not on 
total sales figures. Each company ratio is weighted 
by gasoline volume. The 24 reporting companies 
comprise 43 geographical units in five Petroleum 
Administration for Defense districts (see map). 

Here’s the district-by-district picture: 

PAD District F-W °56-7 °57-8 °58-9 Change 
1 (East Coast) 1.05 0.92 0.89 —3 
2 (Midwest) 1.13 0.90 6.98 +8 
3 (South-Southwest) 1.22 1.04 0.94 —10 
4 (Rockies) 1.14 1.03 0.97 6 
5 (West Coast) 0.97 0.88 0.87 —1 
U.S. AVERAGE 1.08 0.96 0.92 —4 

During fall-winter 1958-59, 23 marketing units 
reported ratios below 1.00. The previous year, 
only 20 were that low. The year before it was 
eight. Over-all, 15 units reported a decline from 
last year and 20 showed gains; however, the de- 
clines outweighed the gains. This was the first year 
that every district fell below the 1.00 mark. 

The greatest single decrease for any reporting 
unit was 36 points, from 1.09 to 0.73. 

Behind the Drops—Once again, the big factor 
in the fading ratio picture is increased mileage 
between crankcase drains. With manufacturers’ 
recommendations still ballooning, NPN _ projec- 
tions show the average motorist drove 3,313 miles 
between oil changes during the fall-winter season. 
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That’s up from 3,075 last year and 2,534 the year 
before. The average number of oil changes in the 
six-month interval dropped to 1.32, from 1.37 in 
1957-58 and 1.73 the year before. 

Individual consumption of motor oil per car 
slipped to 10.72 qt. for the season, down from 
11.56 in 1957-58 and 12.63 the year before. 

What It Means—The new ratio figures show 
that as of the last fall-winter season, the industry 
was still in real trouble on motor oil sales. While 
increases in the car population are propping up 
total consumption, the per-car declines mean a 
tremendous loss in sales potential. 

Most marketers agree that the cause of the 
trouble lies somewhere between Detroit’s long 
recommendations and the oil industry’s generally 
ineffective selling on the driveway. Steps are being 
taken to bring about uniform drain recommenda- 
tions (NPN—June, p85). If the industry can come 
up with a better selling job at stations, it’s not 
unrealistic to look for better showings in next 
year’s ratios. e 


Petroleum Administration for Defense Districts 


For detailed breakdowns of this year’s ratios, as 
well as those of past years, please turn the page 
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Lubrication 


Here's What's Happening to Motor Oil Ratios 


(Begins on page 149) 


1. Motor Oil Ratios for All Stations by Marketing Units 2. Breakdown of Marketing 
(Figs. in %) Units Reporting both Over-All 
9. ’ and Station Only Ratios* 


Dist. Dist. ‘ (Figs. in %) 


Season 1 2 PAD Station 
F-W 1951-52 27 41 Dist. Season Over-All Only 


S-S 1952 32 1.47 1 F-W 1953-54 .... 1.14 1.08 
F-W 1952-53 20 1.43 SS 1956. EE 1.08 
S-S 1953 us 1.35 1.36 F-W 1954-55 .... 1.11 1.06 
F-W 1953-54 oe 1.14 1.30 S-S_ 1955 1.28 1.22 
S-S 1954 Sock 6 eens 1.32 F-W 1955-56 .... 0.98 0.91 
F-W 1954-55 Bae 1.27 S-S 1956 1.18 1.12 
S-S 1955 1.25 1.30 F-W 1956-57 .... 1.05 0.93 
F-W 1955-56 0.99 1.20 S-S 1957 1.09 1.01 

S-S 1956 Weis f 1.24 F-W 1957-58 .... 0.87 
F-W 1956-57 1.05 1.13 . S-S 1958 . 1.00 
S-S 1957 e 1.08 1.10 F-W 1958-59 .... 0.93 
F-W 1957-58 0.92 0.90 F-W 1953-54 .... 1.45 
S-S 1958 d 1.07 1.07 j S-S 1954 1.30 
F-W 1958-59 0.89 0.98 F-W 1954-55 .... 1.46 
SB) 39s © 3s, 3. 1D 
F-W 1955-56 .... 1.30 
Bie See ks. s Bee 
F-W 1956-57 .... 1.22 
S-S 1957 1.21 
3. Breakdown by Individual Consumption F-W 1957-58 .... 1.09 
S-S 1958 a! (po 
a F-W 1958-59 .... 1.10 

vg. Qt.Avg. No. 7 | 

Avg. Qt. Avg. Mi. Avg. Gal. Avg. Qt. Makeup Oil Chgs. Avg. Gal. ’ aS eae pata a 
Sold Per Per ‘Gas’ PerRefill Per PerCar PerCar Miles ‘Gas’ F-W 1954-55 it 1.17 
Car Per CarPer CarPer CarPer Per Per BetweenSold Per S-S 1955 ' age 131 
$s $s s $s Ss Changes Gal. Oil F-W 1955-56 .... 1.14 
2.105 2 S-S 1956 1.24 
2268351 F-W 1956-57 .... 1.14 
2047-812 Soe ...... 12 
2113 78.7 F-W 1957-58 .... 0.90 
2440 90.9 S-S 1958 . . 1,07 
2,176 81.3 F-W 1958-59 .... 1.07 
2,534 92.5 F-W 1953-54 .... 1.55 
2,388 90.9 S-S 1954 1.47 


eyegeren eon 
Ne we VN wb 
woouUwr er UV 


vt pe 
-S 
— 


SSe 


‘o 
oo 


Year 





F-W '53-'54 , (GAS 674. 19939) 288b:- eas 
S-S °54 617°. -$453 3008 1263. Sis 
F-W °54 15.55 4,462 318.7 1089 4.66 
3°55 17:03: 4030: 3353 (1192 521 
'55.'56 11.59 3,952 263.5 8.11 3.48 
-S '56 16.49 5,027 335.1 11.54 4.95 
F-W '56-'57 12.63 4,384 292.3 $44 399 
S-S '57 14.43 4920 3280 1010 4.33 
F-W °57-'58 11.56 4,366 291.1 8.09 3.47 3,075 104.1 F-W 1954-55 .... 1.38 
S-S '58 13.99 4998 329.9 9.79 4.20 ; 2,906 943 S-S 1955 i 
F-W '58-'59 10.72, 4,373 291.5 190. “382: -132- -3pi8 > 1062 F-W 1955-56 .... 1.28 
Data reflect buying pattern as indicated by service station oil ratio data only. SS 1956 ........ 1.41 1.31 
F-W 1956-57 .... 1.30 1.19 
S-S 1957 Pe 1.26 
F-W 1957-58 .... 1.11 1.00 
ae Ce | 1.12 
F-W 1958-59 .... 1.18 
4. Station Oil Sales Ratios for Fall-Winter Periods F-W 1953-54 .... 1.24 
oe fous. .......: 230 1.22 
(Figs. in %) F-W 1954-55 .... 1.24 
S-S 1955 ee 
F-W 1955-56 .... 1.15 1.08 
1.13 S-S 1956 cm ae 1.11 
1.09 F-W 1956-57 .... 1.05 0.95 
1.05 S-S 1957 1.12 1.04 
1.01 F-W 1957-58 .... 0.97 0.87 
0.95 o6 mee .,...... 104 0.94 
0.79 F-W 1958-59 .... 0.93 0.87 


0.85 S. F-W 1953-54 .... 1.31 1.21 
1.25 SS 1954......... 1.27 1.16 
1.18 F-W 1954-55... 1.27 118 
1.22 S-S 1955 er a 123 
1.05 F-W 1955-56... 1.17 1.06 
1.03 in ee 115 
0.85 1.13 1.02 
0.73 4 1.16 1.06 
vi F-W 1957-58 .... 0.99 0.90 
SS 1958 ........ 1.06 0.97 


rat F-W 1958-59 .... 1.00 0.90 


0.95 * Includes only those companies reporting 
0.91 separate service station only ratios and ratios 
0.83 through all retail outlets, such as stations, 
0.52 garages, car dealers, chain stores, etc. 
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Dist. ing Year Avg. High 


1952-53 
1953-54 
1954-55 
1955-56 
1956-57 
1957-58 
1958-59 


1952-53 
1953-54 
1954-55 
1955-56 
1956-57 
1957-58 
1958-59 


1952-53 
1953-54 
1954-55 
1955-56 
1956-57 
1957-58 
1958-59 
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—— eee ee ee 
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1952-53 1.20 
1953-54 1.14 
1954-55 1.17 
1955-56 0.99 
1956-57 1.05 
1957-58 0.92 
1958-59 0.89 


nA mNUaUvwWaAN 


ee eo  -e 
PUR NO ON BSSSssss ce 


1952-53 1.43 
1953-54 1.30 
1954-55 1.27 
1955-56 1.20 
1956-57 1.13 
1957-58 0.90 
1958-59 0.98 
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New 


Automatic 


ICE 


Rear 


Door; counter balanced 
or spring loaded with 
automatic lift handle per- 
mits one-hand operation 


.. protects your 


driver 


in bad weother. 


FAMOUS COLUMBIAN 3-POINT SUPPORT 


This sketch shows 
how the conventional 
cradle mounted, 
strapped down tank 
must follow every 
twist of the chassis 
frame. 


neil 


This sketch shows 
how a Columbian 
truck tank with three 
point support remains 
at an even keel on 
any kind of road. 


modem datign ... 
modeut price ! 


STOCK MODEL 
TRUCK TANKS 


MASTER- 


CRAFTED BY 


(OLUMBIAN 





Photo by J. E. Hampson— 
courtesy Arkansas 
Fuel Oil Corp. 


@ For modern design that does credit to your products 


—at a cost that makes product sales more profitable— 
you can’t beat Columbian Stock Model Tanks. 
Arkansas Fuel Oil Corporation recognized that fact 
when they selected Columbian Stock Model Tanks for 
their delivery fleet to service their Cities Service 
dealers in Atlanta, Ga. 

The 1,500 gal. unit shown above has five compart- 
ments—of 450, 350, 250, 250, 200 gals. capacity—and 
is equipped with a 100 gpm positive displacement 
pump, meter and 75 ft. of 1% in. hose on reel, all in 
the capacious bucket box, with plenty of room for 
a second complete system. 

The beauty of Columbian Stock Model Tanks is not 
all in their design, however. One great advantage— 
in addition to the price—is the fact that you can 
drive in your truck, have the tank mounted with or 
without full equipment, and drive it off. Columbian 
Stock Model Tanks are available in three sizes—1,000, 
1,200 and 1,500 gal. capacity to fit your needs. 

Because they’ Il outlast several truck chassis, these 
Columbian tanks can be quickly transferred to 
another truek. 

Columbian Truck Tanks ride better too—because 
only Columbian gives you exclusive three-point support 
and integral partition mounting...extra values 
at no extra cost. 


Write for Free COLUMBIAN OiL EQUIPMENT Catalog for complete details on stock and custom-built models. 


COLUMBIAN Steel Tank Company °°. te 4s 


Kenens ci ity, Mo. 


We do. .contrags steel fabrication 


STEEL, ree ah by Columbian e's + First. for Lasting Strenae . 





| Here's how 
you keep | 
a brand 
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Four-color pages in LIFE. A big new addition to Conoco ad- 
vertising. Each time a Conoco ad appears, nearly 8,500,000 
people in Conocoland will see it! Yes, in 1959, Conoco’s 
gone all out to give dealers big-time advertising support. 
And LIFE is just the start... 





Big-time newspaper ads. These ads remind motorists that 
their cars’ best friend is the nearest Conoco Dealer . . . and 
he’s the driver’s best friend, too. Customers know you carry 
the finest products, give the best service . . . you have the 
Hottest Brand Going! And there’s more. . . 


Top TV and radio advertising. Conoco’s highly rated 
Whirlybirds Show gets the Conoco message to the home 
viewers. In-the-station commercials feature the stars of the 
show. That’s real help in making your driveway the most 
popular spot in town. Conoco gives you full radio spot 
coverage, too! On top of all this there are... 


Conoco’s exciting outdoor posters. These handsome 
posters from Conoco’s prize-winning line really get the 
Hottest Brand Going message across to motorists while 
they’re driving. Easy on the eye. . . straight to the 
point, these posters lead motorists right to the Conoco 
Station! And backing up the advertising . . . 


Conoco’s Touraide”®. .. all new, better, too! Here’s the best 
travel service ever offered the motoring public. Touraide 
is available instantly at the station . . . no writing away 
and waiting. It’s available only at the Conoco Station. 
Motorists come straight to the dealer. The all-new 
Touraide is bound to bring you more traffic, more sales 
of gas, oil, and lube jobs. 


Now, wouldn’t you like this brand of year-round support? Contact 
a Conoco Division Manager about the Hottest Brand Going! 


Contact the DIVISION MANAGER nearest you: 


R. W. Abrahamson, 912 Baker Dale Chapman, 1755 Glenarm PI.,_ K. T. Johnson, 1300 Main Street, J. L. McCulley, 
Building, Minneapolis 2, Minn. Denver, Colorado P.O. Box 2197, Houston, Texas 1242 North 28th, 


G. W. Brown, 244 Rowan BIdg, —, B Dickey 2158 Union Avenue, ©: 0: MacLeod, 757 West Second Gaenge, eens 
6000 Camp Bowie Bivd., Mem his a ’ South, P. O. Box 2250, K. R. White, 
Fort Worth 16, Texas orn . Salt Lake City 10, Utah 836 Stuart Building, 
.O. , Lincoln 1, 
R. E. Caruthers, Fidelity National W. S. Dulaney, Hugh McBirney, P.O. Box 393, Lincoln 1, Nebraska 
Building, 200 North Harvey, 800 Commerce Building, 400 West Madison St., J. G. Willis, 6183 The Paseo, 


Oklahoma City 12, Oklahoma New Orleans 12, Louisiana Chicago 6, Illinois Kansas City 10, Missouri 


©1959, Continental Oil Company 


" ,.. Hottest Brand Going! 
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Electrically » * 
wee flaring pails 


nest to save storage and shipping costs! 




















I 





Tete AAA 
































9,000 vs. 3,000 
A boxcar holds 3 times as many 
flaring as straight-sided pails. 
Same 5-gal. capacity! 


Single seam construction 


gives leakproof protection 
for hard-to-hold products 
Continental’s new flaring pails are ideal for liquid roofing 
cements, paint and petroleum products, dry or powdered 
materials. Ask your Continental man for details. 


(C CONTINENTAL 
CAN COMPANY 





EASTERN DIVISIO 

100 E. 42nd Street, Hew York 17 
CENTRAL Divis 

135 So. La coon St, ‘Chicago 3 
PACIFIC Divis 

Russ Building, “San Francisco 4 
CANADIAN DIVISION: 

790 Bay St., ow Ont. 
CUBAN OFF 

Apartado = £1709; Havana 
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CLEAN nozzle orifice means good heat, happy customers. 


Fuel Oil 


COKED orifice causes poor burning, more service calls. 


Here Are Four More Ways 


to Reduce Nozzle Coking 


ee MORE than one way to skin a cat. Or to 
end service calls caused by clogged nozzles. 

Mobil Oil’s lab men say so. Early results of 
their work on reducing nozzle coking suggested 
using insulating material on the nose cones of gun- 
type burners (NPN—Apr. p130). 

That suggestion still holds. But now Mobil tech- 
nicians have completed their study on nozzle cok- 
ing, and they have four more new ideas to offer 
(burner manufacturers take notice): 

e@ Use nose cones of steel or transite, a hard 
asbestos board material, instead of cast iron. 

e@ Convert standard burners to combustion-head 
units. 

e@ Enlarge combustion chambers, if possible. 

e@ Use return-flow nozzles. 


What Heat Does to Nozzles 


A nozzle subjected to high temperatures for long 
periods tends to coke up because the heat, espe- 
cially after shutdown, breaks down oil inside and 
outside the nozzle. 

Coke eventually distorts the oil spray pattern, 
causing poor atomization of oil. When that hap- 
pens, oil accounts complain of smoke and soot, 
of poor boiler efficiency (not enough heat), of oil 
odors, of ignition failures due to sooted or over- 
heated electrodes or clogged nozzles, of apparent 
failure of the oil cut-off valve, and of stack control 
failure due to soot. 


How to Keep Nozzles Cooler 


The easiest way to cut nozzle tip temperatures 
is to give the burner more excess air. Flame tem- 
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FIGURE 1. Sheet metal and transite nose cones don’t hold 
heat as long as cast iron cones, so wouldn’t coke as much. 
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FIGURE 2. Nozzle tips can be kept 100-140 deg. cooler by 
using combustion head burners instead of standard burners. 
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More light power with lower costs 


For years NPI has served the varied 
WwWEONW PRODUVUCTs needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
Lima i, Ohic U.S.A. with years of trouble-free use built into 
them has been met. In addition, the ca- 
Originators of pacity to deliver on schedule, without 
PLASTILUX® Signs fail, has established NPI as the most 
reliable supplier of illuminated filling 

station signs. 


INCORPORATE ID 


We operate filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 

sign program are available with no obli- 
IT sccsiehitieensaccierrinanitaaarhatantcaeantpeinlataonicaaneetiet gation. Just use the coupon at the left. 
ES RE 


WRITE TODAY — Use this coupon to‘get 
COMPANY. —___—__———— ——_—__——— the services of a Signvertising"” Engineer. 


ADDRESS No obligation. 
= EERSTE STS 
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Fuel Oil 


(Begins on page 155) 
peratures would be lower and the nozzle would 
benefit from the larger volume of cooling air. 

But, Mobil warns, this isn’t the fair way. Too 
much excess air lowers a burner’s efficiency and 
an oil account burns more fuel oil needlessly. 

Steel Nose Cone—Without changing the excess 
air setting, nozzle temperatures can be cut 40 deg. 
(see Fig. 1). Mobil suggests that cones be made of 
materials that don’t hold heat as long as cast iron 
does. Its tests indicate that steel or transite are 
such materials. And the change of nose cones 
would also lead to a higher CO, reading. 

Switching nose cones, however, isn’t a service- 
man’s job. Mobil thinks it can best be done by 
the burner maker. The change can be made at little 
or no extra cost. 

Combustion Head Burners—Mobil’s tests show 
that nozzles can be kept about 100-140 deg cooler 
if the burner has a combustion head instead of 
a standard head (see Fig. 2). Combustion heads, 
Mobil adds, trim nozzle temperature because 
they’re generally made of sheet metal instead of 
thick cast iron. They’re also more effective in 
cooling the nozzle and surrounding parts because 
of their higher air velocities. 

Changing a standard burner into a combustion 
head unit is not an on-the-job project, but it can 
be done by trained burner men back at the shop. 

Bigger Chambers—Increasing combustion cham- 
ber size, Mobil says, will also cool nozzles. The 
reason: Hot, radiating surfaces of the chamber 
are farther away from the nozzle. Nozzle tempera- 
tures, Mobil says, can be as much as 100 deg 
lower in a one-gph-rated burner if the 10x10-in. 
chamber can be enlarged to 12x12-in. 

Material used for the chamber—hard refractory 
brick or insulating brick—doesn’t make much dif- 
ference in the end. Refractory brick produces a 
lower nozzle temperature while the burner runs— 
about 30-40 deg lower—but it retains heat longer 
than insulating brick. “This tends to cancel out 
the initial advantage of refractory brick,” Mobil 
maintains. 

Return-Flow Nozzles—According to Mobil, two 
things cool a nozzle: (1) air flowing past it and (2) 
oil flowing through it. 

Since the volume of oil going through a return- 
flow nozzle is many times that going through an 
ordinary nozzle, the former runs cooler, Mobil 
contends. Under severe operating conditions, a 
return-flow nozzle may run well over 100 deg. 
cooler. Mobil figures that under normal condi- 
tions the temperature drop would be about 70 deg. 

Any burner can be fitted with a return-flow 
nozzle, Mobil says. It’s a job that can be done by 
the manufacturers or at the shop under the super- 
vision of a high-class burner mechanic. . 


NEXT MONTH: What's Hot in Heating Oil This Season. 


A special report on vital new trends and operating ideas. 
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DISPLAYS 
DESIGNED - 
ENGINEERED - 
TESTED, 
ON OUR OWN 
EXPERIMENTAL 
STATION 
FOR 
DURABILITY 
AND 
EFFECTIVENESS 


THE MASSILLON - 
CLEVELAND -AKRON SIGN CO 
MASSILLON 2, OHIO 
CLOTH - METAL - PLASTIC 
LITHOGRAPHY - SILK SCREEN 


14-YEAR SALES INCREASE WITH 
QUALITY PENNSYLVANIA OIL LINE 


By: Charles J. Goyert, Pres., Charles J. Goyert & Compazy, Inc., White Plains, 
N. ¥ 


Fuel oil has been our main business since 1944. And it’s been a good business, 
especially when you consider the supplemental steady-profit items that are available 
to people in our business. 

For instance, shortly after acquiring our bulk plant 15 years ago, we realized we 
were missing a good bet by not handling a first-quality oil and lubrication line to 
service the independent garage-new car dealer market. We took on the AMALIE 
Pennsylvania Oil franchise, because on investigatio: we found that this line was 
highly respected among top mechanics and new car dealers for its high quality 
and merchandising features. Principal among the latter is the AMALIE 30,000 Mile 
Bonded Guarantee against lubrication failure . . . a refinery-backed guarantee that 
is a powerful sales tool for new and used cars. 

Today we enjoy the confidence and repeat business from 94 dealers, 54 of whom are 
among the cream of our territory's 84 new car dealers and 70 independent garages. 
We stroxgly recommend that any fuel oil jobber investigate the “extra profits” 
from jobbing the high quality AMALIE Pennsylvania Oil-Lube line. You'll deal 
with motor specialists who insist on the best and are willing to pay for it . . . and 
with the AMALIE Pennsylvania Oil sign on your truck, they'll know that you 
have it! 


Charles J. Goyert, 
President 


Frank Sarson, 
Sales Mgr. 


For every car, tru-* , farm, off-the-highway and marine need. 


Penns ol 


AMALIE DIVISION 


L. Sonneborn Sons, Inc., 
Franklin, Pennsylvania 
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THE NEW CARS AREN'T 


and you can order if now... 


PEAK WITH RUST-GUARD! 


PEAK . . . The years-ahead formula! 
Three years in research and development, 
PEAK is the significantly improved ethyl- 
ene glycol anti-freeze. Only Peak has 
Rust-Guarb, the exclusive CSC combi- 
nation of seven special chemicals in a 
balanced formulation that gives all the 
metals and alloys in the automobile cool- 
ing system the most effective protection 
obtainable against rust and corrosion — 
under all driving conditions! 


PEAK’s all set for the ‘60's! 

The news is — more aluminum in engines 
and cooling systems than ever before. 
PEAK with RustT-GuarbD is ready for 
them. PEAK’s years-ahead formula meets 
the demands of present-day automotive 
production — gives maximum protection 
against corrosion of aluminum. 


Car manufacturers demand 
improved corrosion protection . . . 
and that’s what PEAK gives! 

Fact! Because of the special corrosion 
problems with aluminum, car manufac- 


turers are seeking better anti-freezes to 
protect aluminum. That’s why we call 
PEAK the “years-ahead” anti-freeze — it 
will protect where old-fashioned anti- 
freezes fall short. It’s almost as if Detroit 
had designed the new cars with PEAK in 
mind! 


PEAK is A-1 for aluminum . . 

and it proves it! 

A 1440-hour simulated service test, with 
solutions protecting to 35° below zero, 
shows that PEAK gives 63 to 114 times 


Actual Metal Loss 
in Milligrams 


0 10 20 30 40 S50 60 70 
PEAK 


Brand “A” 
Brand “8” 
Brand “C” 


Brand “D” 


better protection against corrosion loss of 
aluminum than four other major brands! 


Aluminum is not the only metal PEAK 
protects better! A 1440-hour test, with 
solutions that protect to 15°, shows that 
PEAK gives 5 to 14 times better protec- 
tion against the total loss by corrosion of 
aluminum, brass, copper, solder, steel, 
and cast iron. And still another 1440- 
hour test, with solutions that protect to 
35° below zero, shows that PEAK gives 
7 to 33 times better protection against 
total corrosion loss of the same metals 
and alloys! 


There are some things PEAK 
won't do! 


PEAK with RuUsT-GUARD won't freeze up, 
won’t boil away, won’t harm gaskets or 
rubber hose. It won’t mar or mark the 
finest car finish. It won’t creep, seep or 
leak from a system tight enough to hold 
water. PEAK gives guaranteed all-winter, 
all-weather anti-freeze protection. 





HERE 
FREEZE FOR THEM IS! 


fi 


ANTI-FREEZE 


<sc 





And behind the Product. . . 


Plenty of Sock, Sizzle and Sell! The Only Thing PEAK 


Needs is You! 





or pape at ae DF AK The = om pang here : but _ 

% . anti-freeze is! It’s PEAK — the quality 
pains — va Open wide and Say the anti-freeze with the years-ahead for- 
(!) readers with the years- ANTI-FREEZE mula. And it’s all set for the 60's. So 
ahead Peak sales story. with Rust-Guerd is the advertising and promotion pro- 
gram. But the most important ingredi- 
ent is you! Why not order PEAK now 


PEAK Sizzle: A powerful outdoor billboard — a “stopper” that will be seen by _ a a 1. way ahead with 
millions of anti-freeze buyers in key markets from coast to coast. the years-ahead anti-freeze — 


PEAK ANTI-FREEZE 
PEAK Sell: First and foremost, emphasis is focused on the benefits of having 


anti-freeze installed by the expert dealer at the price of $3.25 per gallon. And with RUST-GUARD 
then, on top of that —a new and competitive pricing plan designed to help 

service dealers recapture their rightful share of business from the chain stores 

and supermarkets with an “install-it-yourself” price of $2.39 per gallon. 








Don't Forget 
the kind of merchandising tools that ‘have proven their Nor’way® 


value as sales getters! Expert Dealer Sign . . . Wall Chart «se 
... Billboard Banner . . . Product Banners . . . and Wheel The non-permanent type ANT|-FREEZE 
Tags — in other words, the works! 7 for your economy-minded 

customers. 


PEAK Point of Sale: A hot dealer kit that contains only 


¢<sc 
S developed by COMMERCIAL SOLVENTS CORPORATION 


260 MADISON AVENUE, NEW YORK 16, N.Y. 





Fuel Oil 





Fuel Oil Memos. . 


Does your public relations program 
impress customers to the point where 
they cite it as an example for others 
to follow? 

Ask this of Harvey Lewis, Port 
Washington, L. IL., heating oil jobber, 
and he'd have to answer yes. 


be bolstered or destroyed at this crit- 
ical point.” 

e Off-hour emergency service was 
good. “A man at the switchboard 
nights, weekends, holidays. He gave 
general information on minor repairs 
and adjustments. When necessary, he 
called the service man to our home.” 


> Oil-Heat Institute’s latest gimmick 
to promote oil heat—messages on 
grocery sacks over a dealer’s or OHI 
chapter’s name—is going over big. 

In the few months the program 
has been available, OHI has handled 
orders for 10-million sacks, enough to 
fill 22 carloads. 


Lewis wouldn't be bragging, either. 
His Lewis Oil Co. got an unexpected 
pat on the back for its PR program 
from one of its oil accounts, a public- 
school guidance counselor. 

The teacher, house-hunting on 
Long Island, was impressed when 
others spoke highly of Lewis’ service. 
He was further impressed when his 
new home had a Lewis-installed oil 
unit and he became an account. The 
result: a college term paper calling 
attention to some of the details of the 
Lewis program and _ how public 
schools might adopt some of its fea- 
tures in their own programs. 

Some of the high points of the 
Lewis program that impressed this 
teacher: 

e Switchboard operator was al- 
ways pleasant. “Public relations can 





OHI members or chapters buy the 
sacks at $660 for 300,000. Distribu- 
tion to supermarkets is handled by 
the sack supplier. A 300,000-sack or- 
der lasts two to three weeks at a 
supermarket. 

Among the larger orders have been 
3-million sacks each by Oil Heat 
Council of New Jersey and Greater 
Philadelphia Fuel Conference. 

And Nassau-Suffolk committee of 
New York Petroleum Council, a 
branch of API’s Committee on Pub- 
lic Affairs, has ordered 2-million im- 
printed with API's oil centennial 
poster. 

Earlier in September, OHI will 
open the sack promotion to non-mem- 
bers, such as majors and independent 
suppliers. 


e Key roles played by company 
people in community affairs. “This 
gives identity to employes.” 

e Good employe relationships. “At- 
titudes they carry with them provide 
a continuous picture of the organiza- 
tion employing them. I talked to oil- 
truck drivers and was impressed with 
their positive statements.” 

e Prompt checking of all com- 
plaints within 24 hours. “Channeling 
them to one office allows for con- 
sistency, thoroughness. Complaints 
are not discouraged or ignored.” 

To Harvey Lewis, president of the 
jobbership, the company’s PR pro- 
gram is not a one-man effort. “It’s 
carried on by every one of our 106 
employes.” 











IN THE SHOP 


BRANICK 


AIR-OPERATED 


‘“‘DELUXE’’ 
BUMPER SERVICE JACK 


The Branick air-operated Service Jack 
eliminates the hard work in raising cars. 
Raises a car in seconds, Lifts cars by 
bumper or behind jack lifting points. 
Two large pads give 16” of lifting sup 
port. The NEW RUBBER PADS prevent 
slippage as they grip like a vise, giving 
support by conforming to the portion of 
the car being held. 


CHECK THESE FEATURES 
NEW 5" X 8 X 1°’ THICK RUBBER PADS 
CHROME PISTON ROD 
4-ANTI-FRICTION ROLLER BEARINGS 
DOUBLE SAFETY (UP-DOWN) 

OIL RESERVOIR ABOVE PISTON 


HIGH LIFT 
DOUBLES 
JACK USE 


SPEEDS UP... Tire and Brake 
Service, Body and Fender Work, 
Lubricating, Muffler and Tail Pipe 
Replacement, Rotating Wheels, 
Installation, ete. BRANICK is 
only jack today that can provide 


years of safe, service 


dependable 


WRITE FOR COMPLETE 
DETAILS TODAY 


BRANICK MFG. CO. INC. 
BOX 1937 


FARGO NORTH DAKOTA 





ON THE SERVICE DRIVE 


RAISES CARS QUICKLY and EASILY 





Let's Try This One Over 


Here's a new set of tables 
for figuring gas-oil costs 


THE BEST-LAID PLANS of editors and oil men some- 
times go astray, but what happened to NPN’s fuel oil 
section last month shouldn’t happen to Khrushchev. Be- 
cause of a typographical error, four columns in an im- 
portant table (How to Figure Gas vs. Oil Cost, NPN— 
July, p115) were transposed. For the record, here’s how 
they should have looked. 


Table 1: Comparative Table 2: Comparative 
Cost of No. 2 Oil vs. Cost Kerosine, No. 1 

Natural Gas Oil vs. Natural Gas 
THEN gas is more 


expensive if it 
costs over... 


THEN gas is more 
expensive if it 
costs over... 
(per therm) 

10.0¢ 
10.35¢ 
10.71¢ 
10.78¢ 
10.85¢ 
10.92¢ 
11.00¢ 
.O7¢ 
.14¢ 


22¢ 


IF oil sells 
at this price... 


IF oil sells 
ot this price... 
(per gal.) 

15.0¢ 
15.5¢ 
16.0¢ 
16.1¢ 
16.2¢ 
16.3¢ 
16.4¢ 
16.5¢ 
16.6¢ 
16.7¢ 
16.8¢ 
16.9¢ 
17.0¢ 
17.1¢ 
17.2¢ 
17.3¢ 
17.4¢ 
17.5¢ 


(per gal.) 
14.0¢ 
14.5¢ 
15.0¢ 
15.1¢ 
15.2¢ 
15.3¢ 
15.4¢ 
15.5¢ 11 
15.6¢ 11 
15.7¢ 11 
15.8¢ 11.28¢ 
15.9¢ 11.35¢ 

16.0¢ 11.42¢ 

11 
11 
11 
11 
11 


(per therm) 
11.11¢ 
11.48¢ 
11.85¢ 
11.92¢ 
12.00¢ 
12.07¢ 
12.14¢ 
12.22¢ 
12.29¢ 
12.37¢ 
12.44¢ 
12.51¢ 
12.59¢ 
12.66¢ 
12.74¢ 
12.81¢ 
12.88¢ 
12.96¢ 


16.1¢ 50¢ 
16.2¢ 57¢ 
16.3¢ .64¢ 
16.4¢ 71¢ 
16.5¢ .78¢ 
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. . in salute to the oil industry on the completion 
of its first century of progress. We of Elk — management, 
refinery workers, marketing men, everybody — are proud that 
our company has been a part of this vital industry for nearly 
half of those 100 years. 

Elk was founded in 1913 by oil men from Western Penn- 
sylvania, where the commercial oil business was born, and 
since then has produced and marketed petroleum products of 
the highest quality. 

Our Falling Rock Refinery, in the Elk River Valley of 
West Virginia, through research and technical know-how, 
in the years ahead, will continue to turn out superior neutrals, 
bright stocks, cylinder stocks and finished motor oils. . 
using 100% pure Pennsylvania Grade crude. 


ELK REFINING COMPANY 


CHARLESTON, WEST VIRGINIA 
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Automotive lighting has come a long way 
since Tung-Sol developed the first headlamp 


1910 TUNGSTEN 1913 TULITE 


1956 VISION-AID TODAY SPOTLIGHT LOW BEAM 


In 1907 Tung-Sol produced the Multiplex, 
the first successful electric headlamp .. . 
today dual Vision-Aid headlamps and new 
Vision-Aid headlamps with Spotlight Low 
Beam set performance standards through- 
out the world. Tung-Sol Electric Inc., — 
Newark 4, N. J. : 


=> @TUNG-SOL 


POADERS HIP IN AUTOMOTIVE LIGHTING 


(To obtain more data on advertised products sce page 200) 
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BENNETT 
ADVANCED DESIGN FOR MODERN STATION PLANNING 











New low Two Thousand pumps— for the service station of the future. 
elegantly modern, yet classically simple : OY “Trim Twin” pumps are exactly the 
—complement every contemporary > A - same width as single pumps; enable 
design trend and lead the way marketers to double island 
to further forward thinking F capacity without sacrificing space. 





MAJOR TURNPIKES CHOOSE 


ACCURATE ISLANDER TIRE INFLATION 








Model 97 
Wall Type 
Tireflator 


STAN DARD 


JOHN WOOD 


Bennett Pump Division 
District Offices: Albuquerque « Atlanta 
Chicago ¢ Cleveland ¢ Dallas 

Little Rock « Los Angeles * New Orleans 
Rochester « Salt Lake © Seattle 


IN CANADA: JOHN WOOD COMPANY LIMITED Toronto * Montreal « 


speed trends demand precision tire inflation for safety. 
That’s why major turnpikes standardize on Eco Islanders 
to provide fast, accurate tire inflation on the island. 


Islander air service quickly brings tires up to 
the exact pressures required — automatically. 
On-the-island water service makes it easy to get 
under the hood, spot motorists’ needs and close the sale. 


Turnpike authorities agree that Eco Islanders help 
speed service and are essential merchandising tools. 

They save time and steps, speed service. And they give 
the station many valuable opportunities for friendly selling. 


KHOR TOMPARISON 


COMPANY 


Muskegon, Michigan 
Baltimore * Boston « Charleston 
Denver Detroit * Kansas City 

New York © Philadelphia « Pittsburgh 
St. Paul * San Francisco 


Winnipeg * Vancouver 


Export: John Wood International Corporation 29 Broadway, N. Y. Cable ‘‘WOODINTER” 





FACTS FOR BB 


PURE believes 
in jobbers 


With their intimate knowledge of local problems, jobbers are PURE’s 
best means of distributing products in much of its marketing area 
...and we intend to keep it that way. Since 1950, our jobber network 
has increased 20%. Now, more than 40% of PURE?’s bulk plants are 
jobber plants—another 40% are distributor-operated plants. 





Here are more good reasons why you 


should investigate the PURE franchise: 


Day-to-day operations— We’|! help iron out kinks 
in product handling, warehousing, delivery . . . build- 
ing and equipment maintenance . . . paper work, too. 


Future planning—PURE’s experts in financing, 
marketing, and business management give you prac- 
tical help with your future plans. 


Money heip— PURE can arrange low-cost loans for 
new facilities, remodeling and new equipment for 
jobbers who qualify. 


New business—Field-tested sales programs help 
you develop profitable farm, fuel oil, car dealer, in- 
dustrial, and commercial accounts. 


Truck stops— PURE has the country’s largest truck 
stop network; our experience and know-how is yours 
for the asking as a PURE jobber. 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 


It pays to BE SURE WITH PURE 
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¢ ABOVE GROUND STORAGE TANKS 
e UNDERGROUND STORAGE TANKS 


FARM SKID TANKS 


There's a vapor saving OPW Tank 
Vent for every purpose. Precision 
machined, product engineered for 
lifetime use, they are your INVEST- 
MENT against vapor loss due to 
product expansion and tempera- 
ture variation. Weighted to speci- 
fications, OPW Tank Vents trap 
and hold vapors and release only 
at set pressures, insuring maxi- 
mum protection and dollar divi- 
dends, Double mesh screen readily 
accessible for inspection maintains 
bulk storage safety. 

Send for OPW Tank Venting and Emer- 

gency Relief Recommendation Chart! 


OPW CORPORATION 
BE On 2735 Colerain Ave. 
Cincinnati 25, Ohio 
Kirby 1-5400 
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Transportation 





After years of testing, 
Shell Oil has found a 
long-wearing, adaptable 
pipeline cleaner and 
product separator. It 
marks a breakthrough 
fo... 


Special rubber balls roll into a pipeline, 


Lower Transportation Costs 


— TRANSPORTATION men at 
Shell Oil Co. are forecasting siz- 
able economies and more flexible 
scheduling of pipeline shipments — 
thanks to rubber balls. 

They already see an annual $265,- 
000 saving in the operation of the 
companys 250-mi. product line 
(called the “North Line”) extending 
from Shell’s Wood River, Ill., refinery 
to Chicago-area terminals. 

The savings will be largely the 
result of a newly perfected device that 
Shell calls a “pipeline spheroid.” 
Basically, it’s just an expandable rub- 
ber ball with a built-in valve. The 
valve is used to fill the ball with 
water or another fluid, depending on 
temperatures. 

How It Works—Prime purpose of 
the rubber balls is to separate products 
that flow in a steady stream to terminal 
points. Biggest advantage of the 
spheroids is that they can be launched 
automatically into a pipeline. But the 
secondary benefits are just as signifi- 
cant, says Shell. 

Specifically, Shell says the spheroids 
will: 

e Cut intermixing of products by 
50%; 

e Offer 10 to 15 times longer life 
than the device it replaces; 

e Permit reduction in pipeline labor 
costs; 

e Increase the number and type of 
fluids that can be moved by pipeline. 

Spheroids replace the old ‘“dumb- 
bell scrapers,” so called because of 
their structure (a heavy steel rod and 
two rubber cups, one at each end of 
the steel rod). 

These scrapers present several dis- 
advantages, says Shell. For instance, 
they have to be manually inserted into 
a pipeline—a comparatively slow job 


that makes it difficult to insert the 
separator at precisely the right 
moment. 

In addition, scraper cups wear out 
rapidly. And the rigid construction of 
the scraper rod forces pipeliners to 
avoid sharp curves in pipeline con- 
struction. Otherwise the scraper might 
get caught in the line. 

Behind the Balls—Research efforts 
to overcome these problems began in 
1953, when Shell started working 
with the F. H. Maloney Co. of 
Houston. In 1955, Shell turned over 
the entire spheroid project to the 
Maloney people. 

They solved the technical problems 
after almost four years of independent 
research. 

Shell finds the new spheroids to be 
excellent product separators. And they 
wear longer, because they roll and 
slide through the line, instead of scrap- 
ing their way through. 

When wear occurs, the balls can 
be expanded with water. This com- 
pensates for the reduction in size 
caused by friction. Shell also reveals 
that five spheroids—or even more— 
can be used to separate two products. 
This improves separation and cuts 
waste. 

What makes the spheroids espe- 
cially attractive to Shell and other 
refiners is that, with certain pipeline 
modifications, the balls can be fed 
into a line and channeled around 
pump stations automatically. This is 
not possible with scrapers. 

To fully adapt its North Line, Shell 
is now adding bypass piping at five 
pump stations and automatic meter 
facilities at the head of the trunk line. 
When work is completed, the pump 
stations will be equipped for remote 
operation from Indianapolis. a 
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WITH NEW 
FLUORESCENT “CORONA” LIGHT 


‘Sales-Maker” pumps are designed to give you dynamic selling power at the 

point of sale. Now with “Corona” lighting that selling power is multiplied 

after darkness falls. A single powerful 360 light source guarantees that both : 
sides of the pump will always be equally illuminated with an eye-stopping 7 : y™ 
brilliance of dial faces and brand panels that you’ve never before seen 









Other reasons why you'll prefer the Gilbarco ‘‘Sales-Maker’’: a © Se 
Manufacturing € 
Ce melcel-CimelaclilomolellMm MMolite Mitel: Macloltimm Mi tlelloM Colum acclul-Maelartiatial(els Poche Pe , =the 
P . es pring 1elc 1ass 
@ Two-piece door panels for instant accessibility. @ World-proven Gilbarco 


Toronto, Canada 
four-piston meter 
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Retail credit is sv /e | | n 
are independent card : 
So are oil company costs. 


To make things simpler and 


less expensive, two oil men 


offer a unique proposal ape 


How About ONE Credit Card 


By J. J. DORGAN and G. M. SULLIVAN 


Continental Oil Co. 


yor A UNIVERSAL OIL credit card, similar 
to those put out by the airlines, be advanta- 
geous to the oil industry? 

We believe it would. We think such a universal 
card would substantially reduce the industry’s 
credit costs, possibly by as much as 50%. 

We also think there is every reason to believe 
service station customers would like to have a 
universal card for oil product purchases. 

As long as retail credit was a small factor in 
the industry, and as long as there were widely 
varying approaches to its use and promotion, 
there seemed to be little appeal for a universal 
card. But now we see the number of credit cus- 
tomers increasing each year at a rate of about 
20%, while gasoline demand is increasing only 
2% -3%. 

This shows more and more cash customers are 
being converted to credit. Each convert is an 
extra cost burden. The burden of this “monster” 
of our own creation will soon become intolerable 
—if it isn’t already. 

It’s estimated that the cost of retail credit to 
the oil industry today ranges between 1¢ and 1.5¢ 
gal. Considering the narrow margin on which the 
industry operates, this is a considerable part of 
each company’s gross margin on sales through 
stations. In many localities, it may represent the 
difference between profit and loss. 


Here Are the Advantages 


What would be the advantages of an oil indus- 
try universal card? 
e@ The big one, of course, would be the poten- 


tial for tremendous savings in retail credit costs. 

Various studies show that as many as 50% of 
oil credit card customers hold cards from more 
than one company. A larger portion of total credit 
costs are related to the number of accounts than 
to the number of credit invoices. So, if a universal 
card reduced the number of accounts by one-third, 
there would be a substantial cost saving. 

e Long-term savings ought to be anticipated 
from the consolidation of accounts in fewer offices. 
It seems likely that new data processing machinery, 
now under development, will require large vol- 
umes for efficiency. 

e Expenditures to promote retail credit could 
be reduced drastically. 

e@ The oil industry could also adopt many of 
the cost-cutting and credit-controlling devices used 
by other industries in granting retail credit. For 
example, a charge could be placed on the issuing 
of a card. Diners’ Club charges $5 per year, 
American Express $6. There’s no reason why our 
industry couldn’t make a similar charge. Deposits 
could be required, following the airlines’ practice. 

Another possibility would be to penalize past- 
due accounts with a service charge. 

It seems apparent that if these steps were fol- 
lowed, a 50% saving in retail credit costs is 
within reason. The savings might be even greater. 

Such a card should permit better control, too. 
Currently there seems to be competition among 
companies to see which will go farthest in taking 
on marginal or sub-marginal risks. Under a uni- 
versal system, there would be no incentive to 
accept poor risks. It should also be easier to con- 
trol past-due or abused accounts. 

Eventually it would seem possible to pass the 
entire retail credit cost along to dealers and cus- 
tomers. The people who use credit and benefit 
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Step A 
(Common card administrated 
separately) 


sh 


Three Steps to an Oil Industry Credit Card 


Step 8 Step C 
(Common card handied by (Common card handled by 
one company per area) central agency) 





Receive and process 
credit applications 
Investigate and OK 
credit applications 


Same as now 
Same as now 
Issue identification Each company issues 
universal card with its 
own company symbol 
Same as now. Each com- 


pany forwards invoices 
from other companies 


Receive and process 
customer invoices 
Bill customers Same as now 


Follow delinquent 
accounts 


Same as now 


Allocation of cost Each company 


bears own costs 








Same as now Same as now 





Assi d to one pany 
per geographical area 
Allocation by areas. 
issuing company uses its 
own symbol 


Handled by central 
agency with area offices 
Handled by central 
agency. Area identifi 
cation on each account 





Each company forwards 
invoices to area office of 
central agency 

Handled by 

central agency 

Handled by 

central agency 

Allocated on basis of 
invoices handled by 
central agency 


Each company receives 
invoices and forwards 
to issuing company 
Handled by is- 

suing company 

Handled by is- 

suing company 
Allocated on basis of 
invoices submitted to 
each geographical office 





for the Whole Oil Industry? 


from it directly should bear its cost. In wholesale 
credit the oil company achieves a direct profit 
benefit by granting credit, but this isn’t the case 
in retail credit. 

We believe the average customer would also 
accept the idea of a universal card. 

As mentioned earlier, probably as many as 50% 
of our credit customers hold more than one card. 
There are probably two reasons for this: 

1. Holding only one card may inconvenience a 
customer when suitable stations of the card-issuing 
company aren’t available. To protect himself, the 
customer holds cards from two or three companies. 

2. There’s a prestige element in holding more 
than one card. Some customers collect cards like 
trophies. 

A universal card would give the customer a 
credential he could use in stations wherever he 
traveled, and it would give him the prestige he 
might seek in holding multiple cards. 


Possible Disadvantages 

There are two possible areas in which the uni- 
versal credit card may appear disadvantageous: 

e@ A company may be reluctant to lose what- 
ever sales promotion value it feels it has through 
its retail credit operations. It’s difficult to subscribe 
to this line of reasoning, however, when one con- 
siders that all companies have similar cards (or 
soon will have), similar terms, and expect similar 
payment from their customers. 

Customers don’t patronize a certain company 
because its card is handsomer, its terms more 
liberal, or because its credit men write nicer dun 
letters. Try use its card because they have 
decided its services and products are better. 

Admittedly, there are a few cases where a 
customer is completely neutral about all com- 
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panies, and trades with the first one to issue him 
a credit card. 

e@ Another possible objection to a universal 
card may be a company’s reluctance to give direct 
control of its costs and retail credit policies. This 
problem would certainly have to be resolved by 
whatever organization was created to administer 
a universal plan. 


How to Set Up a Universal Plan 

There are three possible ways of setting up a 
universal plan. Let’s call them cases A, B, and C. 
Operating and financial details are shown in the 
table above. 

We suggest that Case C (creation of a central 
agency to handle the plan) be regarded as the 
ultimate objective, with Cases A and B regarded 
as intermediary steps. 

Case A involves an extension of the credit ex- 
change plans now existing among most companies. 
Case B would be the next logical step, a system 
whereby one company would be given respon- 
sibility for a particular geographic area on behalf 
of all participating companies. 

As an example, the Continental office in Denver 
might handle a!! the credit issued under the uni- 
versal credit card in the Rockies. A larger-volume 
marketer in each section would be a logical choice 
for such designations. 

Case C carries the pian to its logical conclusion 
—creation of a central agency. This agency might 
be owned and managed by the oil companies, or 
the management might be farmed out to institu- 
tions such as banks or finance companies. 

These are only general suggestions. They would 
obviously require considerable refinement before 
adoption, but we believe they merit the industry's 
serious consideration. s 





THIS IS WHAT HAPPENED WHEN 


All-out motorist promotion by the Frontier Refining Company brings 
in new customers, dramatically increases service station traffic 
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wim Greeley motorists were made vividly aware of “Moly” 
grease by covered wagon with provocative banners. Wagon 


toured streets day after day, made frequent stops at 
Greeley‘s four Frontier stations. 


Typical Frontier station in Greeley is operated by Robert 
Innis at 1028 Ninth Street. Station, in residential district 
off main through highways, depends on repeat business 
of satisfied local residents. - 








“MOLY” GREASE HIT GREELEY, COLO. 


TYPICAL STATION MULTIPLIED GREASE SALES 
EIGHT TIMES; GAS SALES UP 10% 


Though abnormally bad spring weather dampened sales 
for most service stations in Greeley, the Frontier Refining 
Company’s outlets showed phenomenal increases. 
Frontier, who recently adopted Molysulfide® chassis 
grease for its service stations, had launched an all-out 
motorist promotion of “Moly” grease to increase service 
station traffic. 


Results at Bob Innis’ Frontier station in Greeley were 
typical of the response—and further proof that “Moly” 
grease excites the imagination and interest of both motor- 
ists and dealers. Innis reports: 


“T averaged 12 to 15 grease jobs a month before 
Frontier introduced ‘Moly-Lith’ (Frontier’s 
brand name for its ‘Moly’ grease.) After putting 
in ‘Moly-Lith’, my grease sales jumped to 98 
in the first 28 days. I estimate that 35 to 40% 
of these sales were to new customers, and I hon- 
estly believe they were attracted to my station 
from the ‘Moly-Lith’ promotion alone. 


“My gasoline sales increased 10% in spite of 
the bad weather. I can also see an increase in 
my sales of TBA. 


“Frontier ‘Moly-Lith’ grease has put the car on 
the rack, and, by my being able to get under 
the hood, I’m selling more fan belts, batteries, 
universal joints and oil filters.” 


TREND IS TO “MOLY” GREASE IN STATIONS 


Oil marketers in growing numbers are building service sta- 
tion sales with “Moly” grease. The reason is simple. Its 
advantages are easy to demonstrate, easy to understand— 
and, above all, easy for the customer to experience. Motorists 
come back for it . . . ask for it. . . tell their friends to ask for 
it. And, as Frontier’s experience shows, this increased traffic 
increases sales of everything the station sells. 


Investigate the merchandising potential of “Moly” grease 
for your service stations. Climax Molybdenum Company, a 
Division of American Metal Climax, Inc., 500 Fifth Avenue, 
New York 36, N. Y. 


canton TR es mare es 


ANOTHER. 
FRONTIER FIRST 


AE CWSU GREASE AES TA ISTANCE 
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Triple-play promotion involved coordinated effort by Frontier sales 
organization, advertising department and station operators. L. to R.: 
Dale Wright, Frontier Advertising Director; Bob Innis, local operator; 
Alan Gardner, Frontier’s Manager of Lubricant Sales. 





Special month-long promotion included big newspaper ads (in 
color) twice a week, 12 radio spots a day over two stations. Meet- 
ings were held with groups of truckers and farmers. Posters were 
supplied to stations, as were steering wheel tags to put on cars 
after grease job. 


Write for your copy of “ ‘Moly’ 
Grease Brings More Business to 
Service Stations”. This case 
history tells how another 

major oil company used “Moly” 
grease fo promote sales. 


CLIMAX MOLYBDENUM 





Merchandising 





What Oil Men Are Learning 


The day may be coming when oil men will have to upgrade retailing 
to stay in business—not only to meet competition from other oil 
companies but also from non-oil companies that think they can retail 
oil better. Here’s how some marketers are getting ready 


667M GOING to treat these classes like a brain- 

storming session. I’m not going to reject a 
thing. I'll get a thousand ideas, and when I’m 
through, then I'll sit down and figure out how 
many I can use in oil marketing.” 

That’s the attitude of R. E. Crighton, BP Canada 
general sales manager, Montreal, toward New 
York University’s third seminar in retailing for 
petroleum executives. He was one of 19 men 
enrolled in the two-week course, held June 15-26 
at NYU’s school of retailing in downtown New 
York. There were seven other sales managers. 















































All oil’s energy is spent before it gets to retail. 


“It's not a question of whether the seminar is 
useful,” said Mobil district sales manager George 
W. Otis, Detroit. “The question is what marketers 
should attend to get the most out of it.” He 
hadn’t made up his mind yet. 


What's the Seminar For? 


The seminars were set up to acquaint oil men 
with retailing practices in other lines: department 
store, discount house, supermarket, specialty and 
others. Since the first one was held last summer 
(NPN—Aug. °58, p125), the kind of oil man 
attending has varied all over the lot—from line 
to head office, from dealer training to advertis- 
ing and sales promotion. 

But enrollment seems to have settled down now 
into a pattern. At the most recent session, there 
were eight sales managers of one sort or another, 
four merchandising managers, two sales promo- 
tion and advertising managers, a private-brand 
vice president (Guy C. Billups, Jr.) and assorted 
district manazers, TBA men and others. School 
officials say the second seminar looked the same. 

The next session is scheduled Oct. 19-30. Two 
oil men from France plan to attend. 

One powerful impression practically all oil men 
come away from the seminars with is the expert- 


ness, high professionalism, super organization of 
retailing in non-oil lines. 

“We've got nothing like it in oil,” said BP’s 
Crighton. “All oil’s energy is spent in exploration, 
production, refining. . By the time you get 
down to retailing, there’s nothing left.” 

Crighton says district sales managers, who could 
put good retailing practices to use, are saddled 
with many other duties and don’t have the time. 

Other oil men remarked how top retail mer- 
chandisers, sales promoters tend to be graduated 
to positions that diffuse these talents. 

One said he saw the day coming when oil would 
have to upgrade its retailing practices to stay in 
business—not only to meet competition from other 
oil companies but to hold the line against non-oil 
companies that think they can retail oil better. 


What Oil Men Learned 


A subject of keen interest to oil men is retail 
sales promotion. One day of the seminar was 
devoted to it. Topics were retail sales promotion 
practices, advertising aids for small retailers, mer- 
chandise presentation in variety stores. 

In all these sessions, the lecturers don’t try to 
guess how their specialized knowledge in other 
lines might apply to oil retailing. There’s a reason. 
Says Prof. Gordon B. Cross, seminar manager, 
“If they did that they wouldn’t be professionals 























Brand good will is like money in the bank. 


any more, they'd be amateurs.” It’s up to the oil 
men to see the oil applications. 

Sales Promotion—Harold R. Merahn, sales pro- 
motion manager and vice president of Gertz, a 
Long Island department store chain, sees the sales 
promotion function as a blend of publicity and 
merchandising. 

A sales promotion manager is the coordinator— 
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from Non-Oil Retailers 


of buying, direct mailing, posters, advertising, and 
many other activities. He lays strategy for six 
months at a time. Nothing is left to chance. 

Here are some tips he gives: 

e@ In advertising, the kind of copy you prepare 
is not so important as the goods you choose to 
advertise. 

e@ Seasons are not so clearly defined anymore. 
For instance, outdoor gyms sell best in January, 
blankets in the summer. The impulse is to lay 
it away. 


Don't Just Stand There/ 














You hope every sign says something like this. 


e@ In institutional advertising, find something 
to say that’s true of you to the exclusion of all 
others. 

e@ If you choose to advertise a brand rather 
than a price line, you have to be patient and 
persistent. But building up brand good will is like 
putting money in the bank. 

e The trend in department stores now is to 
build their own brands. That way they can’t be 
bootlegged by discount houses. 

e Advertisements shouldn’t be disjointed in- 
sertions. Try to run something through all ads— 
to perpetuate an image. 

Aids to Small Retailers—James J. Barry, sales 
promotion manager of Mutual Buying Syndicate, 
explained how this national buying service gives 
promotional assistance to its independent depart- 
ment store members, who do almost $2-billion of 
business annually. 

Barry’s seven-member staff (1) provides catalogs 
for special selling seasons, (2) arranges promo- 
tions with manufacturers to spearhead the sale of 
retail merchandise, and (3) creates special event 
promotions exclusively for member stores. 

“Organized,” remarked one oil marketer to 
another after Barry completed his description of 
the elaborate planning that goes into Mutual’s 
promotional work. “Seven men. How can he do 
all that with seven men?” 

Display—Mervin R. Bossler, national display 
manager of W. T. Grant Co., nationwide chain of 
765 “family-type” retail stores, said display is 
not for dabblers, it’s really a job for professionals. 
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Three objects of merchandise displays: (1) to 
spark an impulse purchase, (2) to remind a cus- 
tomer of his wants or needs, (3) to show him a 
new use or advantage. (The last one is the most 
difficult to do, says Bossler, but the most rewarding 
if you do it right.) 

Consistent success in display comes from basing 
technique on principle, not on guesswork, says 
Bossler. Here are the five major principles of 
merchandise presentation: 

@ Show merchandise in use. 


e@ Put related items together, either by brand 
or end use. 


e@ Put related colors together. That’s the way 
people buy. 

@ Display by size. 

@ Make displays bulky. “There’s something 
about a bulky display that gives the customer con- 
fidence in the item,” says Bossler. 


In preparing signs, get some sell into them. 
You can’t rely on sales help. The sign should be 
“a silent sales person.” 

When you're having your own signs made up 
locally, here’s what to put into them: benefits of 
the product, maker’s name or brand, descriptive 
name, range of sizes or specifications, qualities of 
the product not obvious by looking at it, price, 
saving. 


Dealers are showmen whether they like it or not. 


You hope the sign says something like: “Don’t 
just stand there. Buy something,” says Bossler. 

Grant’s wants its store manager to think of 
himself as a showman, Bossler explained. Every 
week he runs a major event, another sale. “Every 
one of your station managers is a showman, 
whether he wants it or not,” Bossler added. 

Among other subjects covered in the seminar 
were: planning and operating retail stores, mer- 
chandise presentation and display, price compe- 
tition in retailing, retailing through franchised out- 
lets, the modern retail customer, retail personnel 
practices, motivation in retail organization, com- 
munications in retailing. 

(For a list of names of the men attending the 
seminar, see About Oil People section.) ® 
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CAN CLOSING MACHINES 


Angelus seamers are d¢ 
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Sanitary Can Machine Company 


(To obtain more data on advertised products see page 200) 
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New Symbol 


Esso’s oil drop, known 
abroad, comes to U.S. 


FRESH FROM a successful 10-year 
tour of duty in foreign lands, a yel- 
low-headed oil drop figure is going 
to work in Esso Standard Oil Co. 
advertising in this country. Esso, 
merging the oil drop with its “Happy 
Motoring” slogan, says the object is 
“to provide a continuing, positive as- 
sociation with the pleasant aspects 
of driving.” 

Esso is supporting the drop’s debut 
with a wealth of consumer research. 
One example: to find the pose people 
like best (answer at bottom of page): 


S ) 
Bs : 
\ Be 


AN 
ag ae | & 


aA a™, 


In other areas of the world, af- 
filiated companies have used the drop 
to achieve two main objectives: (1) 
to present “a warm and friendly image 
of the company and associate it with 
service’, and (2) to preserve continuity 
from one ad campaign to another. 
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Merchandising Memos... 





mSpeedway Petroleum’s “Safety 
Sweep-stakes” are under way, with 
1,099 Michigan license plate numbers 
being posted in Speedway stations each 
week. Owners of the numbers get 
awards of from $5 to $1,000, with a 
25% bonus if the winner isn’t hit 
with a moving traffic violation during 
the period of the contest. 


PSohio’s “Sales Through Employe 
Participation” program is moving 
along briskly, the company reports, 
having brought in 20,000 new credit 
card customers in the first effort. 


Shell Oil Co. dealers have a stamp 
plan for employes now. Dealers set 
up their own quota systems, give 
out stamps for over-quota perform- 
ance. Employes fill up books, send 
them into a merchandise company for 
prizes listed in a 72-page catalog. 
The dealer foots the bill. 
The saluting position won, scoring twice 
as high as the figure with its arm up 
(Continued on page 176) 
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For Dependable Air Service 


If you use compressed air, you’ll do better with 
Brunner. The nearly forty jobs in garages, NEW WATER COOLED 
service stations and repair shops that depend on AIR COMPRESSORS 
compressed air are important jobs. Shut-down FOR 
on any one of them is costly . . . and such costly 
shut-down is what Brunner dependability has ee 
been eliminating since 1906. 

Brunner air compressors are tailored to fit 
your layout in sizes %4 H.P. through 50 H.P., ; 
single and two stage models. There are hori- The new WJ and WK line is designed for 
zontal, vertical or remote tank jobs for “‘start- Truck Service, 10-15 Pit Large Car Dealers, 
stop” or continuous operation. Famous Brunner Refineries, Bulk Plants. In sizes from 10 H.P. 
“slow-speed” design cuts wear of moving parts through 30 H.P. Request Bulletin 763 for com- 
for longer life and dependable air supply. plete water cooled air compressor specifications. 


JUST OFF THE PRESS! Air Compressor 
Pocket-Guide full of facts for correct selection. 


Send for your free Guide today. ‘DUNHAM-BUSH 
ae Ask for Form #77]. 
BRUNNER DIVISION 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 
DUNHAM-BUSH, INC. WEST HARTFORD, CONNECTICUT + MICHIGAN CITY. INOLANA 


MARSHALLTOWN, (OWA + HIVERSION. CALIFORNIA 
suesioranies 
naar noe ume OU (Camaoe) 7 


WEST HARTFORD 10 e« CONNECTICUT « U. S. A. ess, an oe 


founsam nus] meen ro mts Commona rion (camaon) 670 
PORT SOT Em Amo rot mort ow amo 
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CONSUMER COMMERCIAL PUMPS 


HAND and ELECTRIC 
FOR MORE EFFICIENT and 
PROFITABLE DISPENSING . . . 
OF PETROLEUM PRODUCTS . 
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There's a Wilson pump for every size con- 
sumer-commercial account. Manufacturing 
GASBOYS, KEROBOYS, OILBOYS, AND 
ROTABOYS for the Oilman is our full-time 
business... This specialization is the reason 
for overwhelming popularity of Wilson 
pumps and outfits. 


Fe 


sae eae eee ee aw eee ee ee When it Rains, They Pay 


A JOBBER-OWNED outlet in Chicago is doing big things with car washing. 
Customers buying 8 gal. gasoline or more get a wash for $1.35; customers 
buying less—or none at all—pay $1.75. Either way, the customer gets a 
“rain check” that offers a free second washing if it rains or snows before 
midnight the day of the wash. The car must be brought back within the 


week (excluding weekends and holidays). 
The station, owned by jobber Jack Busch’s Lake Shore Oil Co. (Phillips), 
offers two other wash plans: a free wash after 75 gal. purchased, or after a 
eases eras a eceasasaeaeeaee== customer has bought six $1.35 washes. Purchases are checked off on a card. 


Thet Mon With Drive... 
hk iaaees changes—but for any product in 
Ce ae any category . Little did he real- 
a with drive ize that the relentless march of 
gets Flying A progress would within a few short 
y . years bring us amazingly close to 
it this goal. 


. Take the firm-jawed, weather- 


= = eeeeatee @S ee eS See ee eS ee 
beaten, all-man, crinkly-eyed, look- 
of-eagles type you see [in the Tide- 
"Aaa water ad]. Just think of the products 
TIDEWATER OIL’S outdoorsy you could advertise with a format 
“man with drive” ads recently like this. Gasoline. Automobiles. 
. ee. ee ) Cigarettes. Name it. In fact, all you 
- drew some _ caustic comments need is a change in the slug and a 
\ from Advertising Age columnist little switcheroo in the headline, and 
Dick Neff. Wrote Neff: you could advertise a gasoline, an 


“A friend of ours . . . once pro- automobile, and a cigarette all at 


once. For example. . 
posed a great time-saver for tired 
copywriters and contact men called ‘A man with drive brings out the 


Write today liak-dod.- tie ad seed been On. difference great makin’s make’. . . 


for new catalog. ° purpose advertisement. It would be ‘A taste brings out the difference 
Flying A makes’ .. . 


so written and so laid out that it P wel ; 
could be used not just for any prod- How about, A thinking man 5 
uct in a given category—as so many octanes with a driving man’s 
ads can already be used, with minor taste?’ 

| 
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Let’s keep our dreams big 


A century ago a man dreamed of finding enough oil to light the lamps of 
the world. At the time, it appeared to be an ambitious dream, indeed, but 
it has been fulfilled more than a thousandfold. 


Wanted for the next 100 years... more and bigger dreams from men with 


the vision and determination to make them come true. 


STANDARD OIL COMPANY OF CALIFORNIA 
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Want the Best in Remote Pumping? 


Specify Red Jacket EX7RACTA, 
for even Bigger Savings 
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Red Jacket Pump Experience Pays You Big Dividends 


Petroleum marketers have learned that remote pumping offers many advantages 
—reduced maintenance of dispensing equipment, increased flexibility for future 
planning, elimination of vapor-lock, use of larger tanks farther from islands and 
reduction of investment. Those who have had experience with Red Jacket 
““Extracta’’ pumps have collected even bigger dividends. They have found that 
Red Jacket design gives them: 


« More pressure to push gasoline through longer lines and smaller 
piping, smaller dispensers and automatic nozzles. 
Easier installation since variation in tank bury depth can be allowed 
for in field 
Plug-in motor—no disconnecting of wires to remove pump and motor. 
More sizes available—seven, from 1% through 5 hp.—a pump for 
every pumping job with capacities to 250 GPM. 
Simplified Electrical controls—easier to install, fewer parts to service. 
« More pump quality for less dollar cost. 


Design features like these, together with Nationwide Service Facilities that 
include replacement stocks strategically located in all parts of the country, spell 
big dividends to users. These features have also made Red Jacket 144 HP pumps 
the most widely used in service stations for 3 consecutive years. Red Jacket 
Pumps are the result of over 10 years experience engineering and manufacturing 
4 and 6-inch submersible petroleum and water pumps and are made by the orig- 
inators of the 14 and 4% HP extractable petroleum pumps. Learn how Red Jacket 
Pump features can pay big dividends to you—find out about them today. 


RED JACKET MANUFACTURING COMPANY 
PETROLEUM EQUIPMENT DIVISION ~ Box 270, Davenport, lowa 


petroleum \ 
pumping 
PE-49 equipment / 
62 0-0 8 e489 mR. 1 se «© © © «© © » Contact your nearest RED JACKET REPRESENTATIVE for complete information » « » » 
Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. * R. M. “Mac” Crowder, 5719 W. Hanover St., Dallas, Texas 
Henry D. Fairlie, 15 W. 44th St., New York 36, New York © R.L. Faubion, Sr., 2525 S. W. Blvd., Kansas City, Missouri 
Joe R. Mooney, 3162 Chartres St., New Orleans 17, Louisiana + E.P. “Ted” Mueller, 784 Jersey St, Denver 20, Colorado 
R. E. Sanderson, 221 11th St., San Francisco 3, California * A.R. Sedgebeer, 2711 So. Hill St., Los Angeles, California 
A.L. Sobey, 624 So. Michigan Ave., Chicago 5, Illinois * Gardner Udell, 3820 N. College Ave., Indianapolis 5, Indiana 
Lee Vaughan, 3111 N. 34th Place, Phoenix, Arizona « C.E. “Red” Weaver, 4223 Cincinnati-Brookville Rd., Hamilton, Ohio 
John F. Young, 235-37 Spahr St., Pittsburgh 32, Pennsylvania « €. “Al” Zahl, 1516 So. 5th St., Minneapolis, Minnesota 
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New Ideas in Stations 








New Slant in Station Design 





oe THAT SLANT away from island activity, 
plate glass walls leaning outward to cut glare 
—these, plus unusual flexibility, are striking fea- 
tures of Phillips Petroleum Co.’s new Model 66- 
AS-103 service ‘station. 

Known more briefly as the “S” station, the new 
Phillips design costs about $45,000, including all 
equipment. Phillips officials say it’s now the com- 
pany’s standard model. While its use is encour- 
aged wherever possible, jobbers don’t have to 
take it and some don’t. About half of Phillips’ 
stations presently under construction are of this 
type, an Official estimates. 

Outstanding innovations of this service station 
are: 

e@ The slanting bays, which drop away from the 
face of the building at an angle of about 24 deg. 
This angular bias is designed to give greater island 
flexibility and reduce traffic congestion involved in 
getting cars in and out of bays, by pointing them 
away from the center of station activity. 
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e Extensive glass area is practical as well as 
attractive. A big plate glass window adjacent to 
the inside bay gives a direct view of the islands 
to men working inside. Slanted windows in the 
showroom cut glare, generally look cleaner than 
other kinds of facing, and provide a good picture 
of merchandise in the salesroom. 

e@ Storage room has access from both sales and 
work areas. Part of it can be used as a private 
office, if the dealer wishes. 

e@ Second salesroom door, on side of building, 
facilitates addition of islands on side streets if 
desired. 

e@ Trash area can be removed to make way for 
additional work area and bays with entry from side 
street. 

e@ Face lighting is provided for by using recessed 
lights over bay doors and in the overhang above 
the salesroom. 

e@ Red quarry tile is used to cover the floor of 
the salesroom. s 











Autocar 


“World's Finest” 


ee 


SE SR ee tte tice 
" 


First heavy-duty truck ever built 


by the new set of rules 


Result: Up to 5,075 Ibs. off chassis—into payload! 


“Cut as much as 25% off chassis 
weight ...carry the savings in extra 
payload ...keep it just as strong 
and powerful.” 

These were the rules that Autocar 
built so successfully into its new line 
of all-lightweight-design highway 


trucks and tractors. But there was 
another rule that overrode them all: 

*“Keep it as fine and trouble-free 
as all other trucks that have carried 
the Autocar name.” So Autocar en- 
gineers wrote themselves a new set 
of rules—and built an entirely new 


_ 


Autocar 








truck, all the way from the aluminum 
frame to the roof of the cab. These 
new “‘A”’ models fulfill all of today’s 
(and tomorrow’s) highway require- 
ments—plus the comfort, safety, re- 
liability and serviceability that have 
made Autocar famous. See ’em! 


Division of 
White Motor Company 
Exton, Pa. 











Automotive 


Are Diesel Cabs Catching On? 


They're entrenched in Europe, getting stronger 
in the United States. Here’s what's happening 


DIESEL CABS, already hurting gas- 
oline sales in Europe, are becoming a 
possible threat to U.S. gasoline sales. 
Cab company’ experiments’ with 
diesels are increasing: 

e Checker Cab of Detroit has 11 
diesel cabs on the road. This com- 
pany plans to convert its entire 900- 
car fleet within three years. 

® In California, Yellow Cab Co. 
is trying out four diesels in San Fran- 
cisco and four in Los Angeles. 

e Ken Brown of Ken Brown Inc. 
(sole installer of the British-built Per- 
kins diesel engine in Plymouth cabs) 
says he expects to complete 2,000 
conversions in 1960. 

e Sources at Studebaker-Packard, 
exclusive importers of the Mercedes- 
Benz diesels, report that New York, 
Chicago and South Bend also have a 
few diesel cabs. 


Why Eurone Likes Diesels 


Diesels are still experimental in the 
U.S., but they’re widely used in Eu- 
rope. 

W. Lansing Rothschild, president 
of Yellow Cab in San Francisco, re- 
cently surveyed the situation in Eu- 
rope. Here’s what he saw: 

e In Copenhagen, 900 of the 
city’s cabs are diesel. 

@ In Dusseldorf, Frankfurt and 
Bern, all cabs are diesel. 

e In London and Stockholm, the 
proportion of diesels to gusoline-pow- 
ered cabs has been increasing. 

e In Belgium, General Motors 
adapted its Chevrolet taxi to the Per- 
kins; Chrysler fitted 250 or more 
Plymouths with the Perkins diesel. 

Reasons for the switch to diesels 
in Europe are not the same as those 
cited in USS. trials. 

The chief reason in Europe is that 
gasoline prices are unusually high. 
The gasoline tax soared after the war, 
while the diesel tax remained rela- 
tively low. 

It’s poor politics to tax diesel fuel 
in Europe, because most home space 
heaters over there burn diesel. 


Why Diesels in the U. S.? 


But American cabbies, bothered by 
rising operating costs of conventional 
cabs, like the diesels’ promise of big 
savings in miles-per-gal. and mainte- 
nance. 
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San Francisco’s Rothschild expects 
his diesel cabs to average 20 mpg, 
compared with 10-11 mpg for his 
conventional cabs. 

His company uses 6- to 8-million 
gal. of gasoline per year, so the sav- 
ings could be considerable—if the 
experiments being carried on work out 
favorably. 

As for maintenance, Checker Cab 
of Detroit expects to be able to run 
its diesels for 75,000 miles before 
they need a ring job. European usage 
shows an interval of more than 100,- 
000 miles between overhauls on the 
Mercedes, and up to 150,000 on the 
Perkins. 

Many cab companies see big draw- 
backs, including the higher initial cost 
of diesel cabs, low power, tougher 
shifting and noisier operation. 

A Mercedes diesel costs about 
$3,550 delivered in California from 
Germany. 

The Perkins-equipped Plymouth 
cost about $750 more than a conven- 
tional cab. But the Perkins company 
figures that savings, after 77,000 
miles of driving, would be about 1¢ a 
mile. They say this means a total sav- 
ing of maybe $800 on the life of the 
average taxi. In a large fleet, this 
figure looks impressive. 

As for roadability, most drivers 
admit the diesels require extra shift- 
ing skill. The engines tend to be noisy 
when idling and at low speeds. Some 
cabbies complain about their lack of 
maneuverability in heavy traffic. 


Effect on ‘Gas’ Sales 


Whether American cab companies 
will switch to the diesels is anybody’s 
guess. Rothschild says he needs six 
months or a year before he makes 
another judgment. He already has 
surveyed his diesel cab passengers by 
postcard, but the results are incon- 
clusive. 

Standard Oil of California, Yellow 
Cab’s only gasoline supplier, “is not 
cheering” over the experiments, says 
Rothschild. 

Stancal looks on diesel operations 
as a potential loss in the gasoline mar- 
ket, not as a gain in diesel fuel sales, 
according to Rothschild. 

But Stancal makes no prediction, 
saying it’s still too early to reach con- 
clusions about diesel cabs in 
the US. a 





NOZZLE 
PLUG 


‘ Prevents Spillage 


For Nozzle Tubes 
from I!/," 


to 154" O.D. 
$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 














VTADITOED 


NEW PRODUCTS 


We urge manufacturers. with 
products requiring sales repre- 
sentation in the automotive or 
service-station field to write to 
us. Inventors, if you have pat- 
ented items applying to the same 
sales field, let us know and we'll 
work out manufacturing and 
distribution problems for you. 
We cover the entire U.S. with 


an aggressive, reliable force of 


top-notch sales representatives. 


JACK P. HENNESSY 
COMPANY, INC. 


12 Depot Square 
Englewood, New Jersey 











(To obtain more data on advertised products see page 200) 





PLUS: STANDARD 
“FULL LENGTH CONSTRUCTION 


Spring-at-bottom — never under 
tension until inserted . . . AND all 
the well-krrown features that have 


* made the Schrader Valve Core the -_ (Li Available in bulk 100 (#4000V) or display packages 
Ace of Standardization (#4000MB). Ask for the standard core “with the 
igo : white (Teflon) plug washer.” ° 


a 
Y 
AiR 
CONTROL 
Since 


1844 
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TIRE VALVE CORE HISTORY 


GREAT NEWS! Now you can use a new valve core that improves one of the 

most frequent and important daily services you handle: valve core removal and 
replacement. A small fraction of an ounce of Teflon—duPont’s miracle 
material—makes it possible. 


HERE’S WHY: 

Tefion is the slipperiest sealing gasket substance known—even at high 
pressures it slides like ice against ice. Tests prove temperature extremes 
from —100°F to 500°F do not affect this seal of Teflon. 

It shrugs off oil, water—even acids. 


RESULT: Swivel-T Valve Core can’t stick in the valves! 

RESULT: Makes best seal! 

RESULT: Won't break off in valve stem! 

RESULT: Unaffected by heat—one core for many vehicles! 
RESULT: Tested, approved and used by all tire manufacturers. 
RESULT: New cars now equipped with these new cores! 

RESULT: M-O-N-E-Y for you—better tire service for your customers! 


All this—and no increase in price! 


GET STARTED NOW! YOUR SUPPLIER HAS THEM IN STOCK. The new 
Schrader Swivel-T is ready at your Schrader Supplier. See for yourself... 
first hand ... that you can make a better valve core seal than you ever made before. 
Available in the familiar packages of 100 in bulk or in display boxes of five— 
order today. Cut down on those time-consuming tire and valve repair jobs. 
Schrader Swivel-T Valve Cores are as modern as today’s cars. 





*Teflon is a duPont trademark. 





A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 
a FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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When you want 
new ideas in containers... 
Count on Crown 


The famous Crown ‘“F- 
Style’, ideal for many auto- 
motive chemicals, waxes, 
polishes, and petroleum by- 
products. An outstanding 
example of practical pio- 
neering by Crown, its 
bottom is recessed to per- 
mit firm stacking. 


Many of your display and merchandising problems can be 
simplified by attractive and efficient containers. And you can 
count on Crown... for the finest weather-resistant, 

color-fast lithography . . . for long experience and extensive 
facilities to ease your production. For practical pioneering 

. .- Count on Crown! 


for cans + crowns + closures + machinery 


ey CROWN CORK & SEAL COMPANY, INC., 9300 Ashton Road, Philadelphia 36, Penna. 
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) DD Dy LO) & 
NEWSLETTER 


BY DONALD MacDONALD 


>A four-door sedan in the Rambler 
American line of American Motors 
Corp. is in the offing. Like other cars 
of this series, tooling resurrected from 
1955 models will be used. In this case, 
8 in. will be cut from interior length 
so that the body will fit on the current 
100-in. wheelbase. 

Studebaker in turn will add a but- 
ton-neat four-door station wagon as 
well as a convertible to its Lark series. 
This car will retain its single head- 
lamps. 


»Ford’s forthcoming Falcon will 
bow with all its grease fittings intact. 
Initial consumer experimentation with 
“Teflon” lube-free bearings now seems 
limited to the 1960 Thunderbird and 
partial installation on Ramblers. (For 
a report on the lubeless chassis trend, 
see NPN—Jan., p95.) 


»Smog-causing particles in automo- 
tive exhausts will be eliminated if ef- 
forts by Chrysler Corp. and Thomp- 
son-Ramo-Wooldridge are successful 
(NPN—July, p70). The two com- 
panies have joined forces in an at- 
tempt to develop a practical system 
to do away with this contributor to 
air pollution. 

T-R-W has already built prototype 
after-burner units that do the job. 
However, mass-production costs 
would run nearly $400 per installa- 
tion, and operation of the after-burner 
causes uncomfortable heating in the 
rear passenger compartment. Ford 
seems farthest ahead with its vana- 
dium pentoxide chemical conversion 
of exhaust gases. Mufflers of this 
design are now being tested for dura- 
bility by each of the Big Three. Even 
with the muffler, no one hopes for 
costs less than $50 per unit installed 
and a lifetime of approximately 25,- 
000 miles. 


>A major industry push to a sealed 
cooling system was spotlighted at 
SAE’s recent meeting by Chevrolet's 
D. H. McPherson. Only catch is the 
need for a stable synthetic coolant 
with a specific heat of 1 or greater 
(that is, a substance that absorbs heat 
at least as readily as water). There’s 
none on the horizon. Such a system 
would, of course, soon decimate sales 
of antifreeze, inhibitors and cooling 
system maintenance. 


RICHFIELD 
Distributor 
Team 


TALKING IT OVER: Ben Thornhill, 3rd, gets guidance from Richfield New York 
office as his father, Ben, Jr., head of Lynchburg Oil Company, Inc., Lynchburg, 
Virginia, looks on. The Thornhills are an excellent example of another Father-and- 
Son team chalking up success as Independent Richfield Distributors. 


“Richfield is the Right Conuaniiie? 


says Ben Thornhill, Jr., 
20 years an Independent Richfield Distributor 


“August, 1937, was a happy date in the Thornhill household,” says 
Ben Thornhill, Jr. “That’s when we connected with Richfield. As I 
saw it, I wanted a business that paid off well right away, and also 
offered opportunities for a rosy future for my son, Ben, the 3rd. An 
Independent Richfield Distributorship combined both. 


“Beauty of doing business with Richfield is—they not only supply you 
with the finest products, but the finest cooperation and service in the 
bargain. Whenever young Ben and I need advice or counsel of any 
kind, we call on Richfield, and they are quick to click. And you never 
get any competition from Richfield, either. Believe me, a Richfield 
Distributorship is the right connection for any man!” 


WOULD YOU like to become an Independent Richfield Distributor 
... become associated with a big “name” brand? Write, wire or phone 
us now. We'll tell you all the advantages pronto! 


J\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17, N.Y. 


Serving the Eastern Seaboard from Maine to Florida 
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How McGraw-Hill Circulation 


Advertisers today are asking for more and more evidence on which 
to base their media decisions. This is a healthy attitude that we 


heartily encourage. 


One subject on which we are often queried is circulation. 
From time to time, therefore, I believe it is helpful for us to restate 
and re-emphasize McGraw-Hill’s basic circulation philosophy. 


I am consequently using this method of frankly answering some 
questions that have been asked by agencies and advertisers. 


eS 2. 


PUBLISHER, NATIONAL PETROLEUM NEWS 


a 


Why does McGraw-Hill believe so strongly 
in paid circulation? 


Fundamentally, because payment for a product repre- 
sents the normal and natural way of doing business. 
Agencies sell their services, advertisers sell their products. 
The general magazineg,and newspapers of this country 
are sold, to subscribers or on newsstands. We’re no differ- 
ent from these agencies, advertisers and other media. We 
simply share their belief in the cardinal rule, ‘‘If some- 
thing has value it can be sold.”’ 


Does paid circulation 
guarantee readership? 


No. Payment for a subscription, however, certainly indi- 
cates an intent to read. The subscriber expresses this 
intent in the simplest and most universally recognized 
form—money. Having expressed it, he retains full free- 
dom of choice. If he doesn’t read the publication, he won’t 
continue to pay for it. 

Further evidence of readership of a publication by its 
paid subscribers is contained in a recent Laboratory of 
Advertising Performance study. (Laboratory of Adver- 
tising Performance Sheet 1195 will be sent on request.) 


3. 
Can paid circulation really provide 
“100% market coverage"? 
No, especially if you interpret coverage as readership, not 
just receivership. We recognize that there are in every 


market a certain number of people who do not and will 
not read any publication; you can lead them to water but 
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you can’t make them drink. Nobody is going to get their 
attention as readers. 

There is another group of people who can be reached 
only by McGraw-Hill’s type of vigorous, persistent circu- 
lation selling activity. By direct mail, our own field sales- 
men, and by issue cards, we uncover many of the “hidden 
buying influences” who are important to market coverage, 
but who are not listed in directories or registration rosters 

McGraw-Hill publications provide representative, 
selective circulation in the markets they serve. Both the 
quantity and the quality of the subscribers are identified 
by actual audit of paid transactions. This provides the 
advertiser with documented answers to two basic ques- 
tions about the audience he is buying: ‘“Who are these 
people?” “How many of them?” 


4. 


Does paid circulation guarantee 
“editorial quality”? 


In our view, “editorial quality” is measured directly by 
the publication’s usefulness to the reader. If the editorial 
content does not match his job interests, serve his needs, 
help solve his problems and compel his continuing atten- 
tion, it is not of real use. 

If it isn’t useful, he will neither buy the publication 
nor read it. 

Paid circulation means that we have accepted the 
challenge of placing our editorial services on the block. 
We have given every reader the option of deciding on the 
value of this editorial service to him. He casts his ballot, 
for or against, when he first subscribes and every time he 
comes up for renewal. 

Editorial quality, or usefulness to the reader, thus is 
judged, not on a theoretical basis, but on the hard fact 
of a “sale” or ‘‘no-sale”’ decision by the publication’s 
audience. 
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Policies Benefit Advertisers 


Doesn't it cost more to sell 
subscriptions than to give them away? 


It is possible that, on some publications, selling costs may 
temporarily exceed subscription income. Usually this is 
because of circulation growth factors involved in the sale 
of new subscriptions. However, the economics of paid 
circulation are not based on selling new subscriptions 
only, but on the lower cost of renewals as well. 

For example, over the last ten years, McGraw-Hill 
publications have collected more than $42,700,000 in 
subscription fees. The total of all expenses involved in the 
procurement (sales and collection) of these subscriptions 
amounted to just over $34,700,000. This gave us a sub- 
scription sales margin of about $8,000,000, plus the valu- 
able privilege of mailing under second class postage rates. 
The subscriber, therefore, has shared in the costs of our 
publishing operation. 


6. 


Doesn't paid circulation mean that 
you have to accept all subscriptions, 
regardless of quality? 


Not at all. Subscriptions are solicited and accepted only 
from people who meet the circulation specifications set by 
each publication. These standards are clearly defined, and 
can be examined by any interested advertiser or agency. 
These standards result in audiences of men who benefit 
from the publication’s editorial contents and whose buy- 
ing power benefits the advertiser. 

We make clear in the masthead of each publication 
that we do not offer the publications to everyone who 
wants to subscribe. On the average, we decline about 
20,000 subscriptions a year from people who, based on 
our specifications, would not benefit from receiving the 
publications. (Current listings of subscriptions recently 
declined are available on request. ) 


In addition, the nature of our publications’ editoriai 
contents, and the subscription payments screen out 
people who do not meet circulation specifications. 


y 4 


Is it true that some people don’t pay 
for their own subscriptions? 


In some cases, yes. A study of our subscribers shows that 
17.3% of subscriptions are ordered and paid for by the 
company. Another 32.7% are paid for by the company, 
but requested by the individual. The remaining 50.0% 
are paid for by the individual subscriber himself. So, 
82.7%* of the subscriptions are delivered on the request 
and initiative of the individual. As to the remaining 
17.3%, the company that buys for its key employes un- 
doubtedly makes sure of the usefulness of the publication 
—particularly since it has to be renewed periodically by 
the payment of company funds. 


8. 
What does paid circulation mean 
to the advertiser? 


Many things. But most directly and most importantly it 
means more evidence, and better evidence, as to publi- 
cation values. Namely: 
e Evidence of active interest in the publication, as repre- 
sented by payment for a subscription. 
Evidence, in the same tangible form, of an intent to 
read the publication. 
Evidence of editorial quality, as represented by the 
interest and intent referred to above. 
Evidence of the reader’s true evaluation of the useful- 
ness of the publication, as represented by payment for 
renewal subscriptions. 
Evidence of active circulation, as represented by sub- 
scriber action in correcting and keeping up-to-date 
circulation lists. 


*Figures from Laboratory of Advertising Performance, Sheet 1114, will 
be sent on request. 


This, of course, is not the complete story. Intangible benefits accrue from circulation 
policies based on the sound initial premise that the subscriber must be served first. 
Paid circulation, although an integral part, is certainly not the only ingredient of our 
publishing philosophy. We hope, however, that the foregoing answers have been of 
value in clarifying our position on this vital part. If you have further questions, won’t 
you please contact your local McGraw-Hill representative? Or write directly to us. 


ke > ee A McGraw-Hill Publication All paid @ Audited Circulation 


NATIONAL PETROLEUM NEWS 
For Oil Marketing Management 
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RUSTY ENGINE—MERCHANDISING PROOF. The well-known 
engine that was halved a few years ago by Dow has become an 
important part of many marketers’ merchandising programs. Here is 


dramatic evidence of what really happens inside a neglected cooling 
system. Here is proof for both dealer and car owner. Many merchandis- 
ing experts have used this fine demonstration in their programs. 


ANTIFREEZE: WHY DOW? 


Outstanding marketing support 
backs your sales program 


Dow believes it has an obligation to all customers over 
and beyond producing and delivering quality products 
on time. The extra obligation? To cooperate with cus- 
tomers in marketing their antifreeze. This takes the form 
of a coordinated marketing program designed to supple- 
ment and assist your own efforts. 


This additional Dow service takes many forms, Pictured 
on these pages are some of the more prominent activities. 
Promotional and advertising programs are carried on 
throughout each calendar year. The antifreeze market 
is under constant scrutiny. Dow’s recent depth study of 
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service station dealers received wide comment from the 
industry. 

Public Relations activities create added impression at the 
consumer and dealer levels. Sales training aids have been 
prepared for a number of years, and many marketers 
have incorporated them in their own programs. 


In fact, the purpose of all of these marketing tools is to 
help Dow customers sell more products—and not just 
antifreeze, but year around cooling system maintenance. 
Each tool is designed and prepared so that a customer 
can make good use of it in his own selling effort. 
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HARD-HITTING PROMOTION AND ADVERTIS- 
ING SUPPORT. National Spring and Fall advertising 
and promotion programs have been used to stress cooling 
system care and importance. In an effort to help customers 
gain greater sales, Dow works to increase the total glycol 
antifreeze market. In this way, Dow customers and the 
industry as a whole benefit. 


WHAT IS A 


MODERN COOLING 


SYSTEM? 


THE DOW CHEMICAL 
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CONTINUING MOTIVATION AND MARKET RESEARCH PRO- 
GRAMS. The “Service Station Dealer” study illustrated at left was one of the 

first major probes into the psychology of the service station dealer. This report 

__) was presented to all oil marketers by Dow. It illustrates the type of activity Dow 
is interested in conducting to cooperate with its customers. Most of Dow's studies 
are on markets, however. Complete antifreeze market research studies are con- 
ducted annually and other studies of a related nature are continually in progress. 
The data obtained is of material benefit to customers and the industry. 


TRAINING AIDS FIT CUSTOMERS’ PROGRAMS. Special meetings 
with well-known marketers and training specialists have led to the improvement 
of new training aids, designed to blend into every marketers’ scheme of training. 
This area holds much promise for the future, and antifreeze marketers are urged 
to consult with Dow on their cooling system training plans. There is a good 
chance Dow can assist the rapid implementation of your training programs. 


DOW CHEMICALS basic to automotive needs 


ANTIFREEZE - BRAKE FLUIDS 
SYNTHETIC LUBRICANTS + HYDRAULIC FLUIDS 
VISCOSITY INDEX IMPROVERS 


th 
ny ea bi, gL E agtet tice = 


COMPANY - MIDLAND, MICHIGAN 
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“The Name that Counts” 
...In Gasoline Pump Computers with 


Sma, NEW PRESET 
e.. | FEATURE 


a 


This is the “‘familiar face’’ you see on today’s gasoline 
pumps... the Veeder-Root ‘Head for Figures” which com- 
putes price and gallonage and posts the total amount of the 
sale immediately. New improvements have been constant 

. more easily readable figures . . . semi-automatic reset 
. . . fewer parts for greater reliability. 
Now ... here’s the new push-button preset device which 
delivers GAS TO CUSTOMERS IN EVEN-DOLLAR AMOUNTS. Five keys 
can be pushed, from one to five dollars. This, with the automatic 
shut-off nozzle, permits pumping of even-dollar amounts as well 
as full tanks. 
Here’s another way in which Veeder-Root speeds up customer 
service, and at the same time reduces station operating costs. 


. . and in the Master Meter Duplicator for Fuel-Oil Tanks 
and Bulk Plants. This meter register and ticket-printer, long used 
on trucks delivering home fuel oil, now has been stepped up to 
longer life, higher capacity, and operating speed for use on large- 
volume petroleum pipelines. These ticket-printers are an impor- 
tant link in overall communications systems for recording and 
checking data vital to extensive pipeline and other petroleum 
operations. 


Veeder-Root inc. 


HARTFORD 2, CONNECTICUT 
Hartford, Conn. « Greenville, S.C. ¢ Altoona, Pa. * Chicago 
New York « Los Angeles * San Francisco * Montreal 
® Offices and Agents in Principal Cities 
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Nationwide Aluminum Welding Facilities! 
Fruehauf Factory-Type Service ... Nearby! 





os 


There’s a whole world of difference between 
neighborhood shop welding and the precision work 
performed at Fruehauf Factory Branches by factory- 


trained personnel. That’s why more and more 
Fruehauf Branches in major cities across the country 
are installing specialized, factory-type tank welding 
equipment, and manning them with trained welders 
—to serve you better. 


Fruehauf Branches work to rigid ASME standards 


Fruehauf Aluminum Welding Facilities 
Are Available For Repair Of: 


e Truck Transmission Housings e Bumpers 
e Truck Cabs eEngine Oil Pans e Fuel Tanks 


e Spring Hangers e Tank Trailers 


for pressure vessels. All welding equipment and tech- 
niques have been developed by Fruehauf after years 
of testing and research. This factory-guaranteed 
aluminum welding service is backed by Fruehauf’s 
45 years of experience in building the finest Tank- 
Trailers in the business. 


Fruehauf welding facilities are being expanded 
rapidly to more cities, bringing this exclusive service 
closer to you. Why not check with your nearest 
Fruehauf Branch? Chances are they already have a 
factory-guaranteed welding service ready to serve you. 





World's Largest Builder of Truck-Trailers 


FRUEHAUF TRAILER COMPANY 


10948 Harper Avenue ° Detroit 32, Michigan 


SEND FULL FACTS, WITHOUT OBLIGATION, ON THE 
FRUEHAUF LINE OF ALUMINUM TANK TRANSPORTS. 


Name 





5 
4 ai 


For Forty-Five Years— More Fruehauf 
Trailers On The Road Than Any Other Make! 


Company 





Address 
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City. State 
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Tires—Batteries—Accessories 


Why Sell Better Batteries? 


@ Batteries in today’s cars should be nothing less than 
original-equipment capacity. 





© Dealers owe it to their customers to tell them the reason why. 


ELECTRICAL LOAD built into 
automobiles has gone up 200% just in 
the past 10 years. This calls for a re- 
placement at least equal to the orig- 
inal-equipment battery, says D. L. 
Boyes, general manager, Delco-Remy 
Div. of General Motors. Here’s how 
he explains why: 

High compression ratios demand 
more ignition current and impose a 
heavier starting load on the storage 
battery. While compression has been 
going up, trends in engine design 
leave less and less room under the 
hood for the battery. In bare physical 
proportions, car batteries today are 
only 12% larger than they were 25 
years ago. 

Another apparent side effect of 
higher compression is an additional 
summer starting load. Where former- 
ly cold cranking was the biggest 
problem, now what’s known as “hot 
stall” may occur in hot weather. It’s 
a form of pre-ignition caused by heat 
and compression. There’s more am- 
pere drain with hot stall than with 
cold cranking. 

The car manufacturer today must 
therefore use a battery and starting- 
motor combination that will meet hot 
as well as cold conditions. You may 
rest assured he will not be extrava- 
gant and put an oversized battery in 
his car. 


Wanted: Reserve Capacity 


Both the original equipment bat- 
tery and any subsequent replacement 
should be able to cope with cold 
starting even if partially discharged. 
In cold weather with hazardous street 
conditions, cars are driven less and 
slower. Under such conditions bat- 
teries get a severe test. Generators 
can’t provide enough charging cur- 
rent. Batteries often become dis- 
charged to three-quarters or one-half 
of normal capacity. 

There’s another present-day condi- 
tion that draws heavily on a battery's 
reserve. Encountered in all seasons 
but more acute in summer is slow- 
motion traffic. Driving speed in con- 
gested areas averages only about 12 
miles an hour. This means that more 
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How Your Automobile Sees 


Its Battery in Cold Cranking 











70 amp.-hrs. 
ORIGINAL EQUIPMENT 
FULL CHARGE 
100% CAPACITY 


3/4 CHARGE 
40% CAPACITY 


40 amp.-hrs. 
FULL CHARGE 
dey, 8% CAPACITY 
} 40 omp.-hrs. 
3/, CHARGE 
11% CAPACITY 








FEW CUSTOMERS know what they’re letting themselves in for with low-priced batteries 


than half the time, you’re stopped or 
moving so slowly the generator can- 
not charge the battery. 


What Low Capacity Does 


Few dealers understand what 
they're letting the customer in for 
when they take the easy way to a sale 
by a quick offer of a low-priced re- 
placement. It’s best explained by this 
comparison: 

Take a 70 amp.-hrs. (AH) 12-volt 
battery commonly used in many 
medium priced cars. At full charge, 
let it represent 100% capacity. 

When it’s three-quarters charged it 
has only 40% of full capacity. Sup- 
pose it’s time to replace, and the 
owner makes a big show of price 
resistance. If the dealer sells him a 
40 AH battery, it will represent, at 
full charge, only 33% of the original- 
equipment battery. 

Sooner or later that low-power re- 
placement battery will be called on to 
deliver when it’s only three-quarters 
charged. Now it’s down to only 11% 
of full capacity. 

If more customers understood this, 
there would be fewer second- and 
third-line batteries sold. 

At zero deg. F a 70 AH, 12-volt 
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battery, fully charged, will deliver 
approximately 100 cranking revolu- 
tions. A 62 AH battery will crank 75 
revolutions; a 53 AH, 52 revolutions; 
a 40 AH, 24 revolutions; and a 32 
AH, only 10 revolutions. That’s the 
zero-deg. performance you can ex- 
pect at full charge. Available crank- 
ing revolutions drop off in proportion 
to the state of charge. 


How to Play It Safe 


In any climate with freezing tem- 
peratures in the winter, a dealer 
should never recommend anything 
less than a battery of the same capac- 
ity as the one installed in the car 
when new. 

For extreme cold areas a battery 
of greater capacity than the original 
equipment is the best deal for the 
customer. The larger battery gives 
him a greater margin of safety to 
carry him through the worst of winter 
driving. 

Selling an under-capacity battery 
should be an exception instead of an 
everyday practice. When the under- 
sized battery causes trouble, the war- 
ranty and adjustment policy will not 
help the driver start his car. He 
needs capacity! 
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4 MOST in convenience...4 MOST in quality! 


40 -- 


batteries serve all cars! 


8 M.O.S.T. batteries give dual quality marketing 
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Yes, you have the topmost in convenience when you 
handle the M.O.S.T. system — your maximum oppor- 
tunity for sales and turnover. You need carry only 
4 sizes in M.O.S.T. batteries — or just 8 sizes to meet 
all market demands. You never need to stall a cus- 
tomer, lose a sale or carry a mountain of batteries that 
seldom sell. With the M.O.S.T. system, your invest- 
ment is low, your turnover fast, complete. 

Topmost in quality too! With M.O.S.T. system bat- 
teries you get exclusive features that make them the 
top line. For example: SURE-LOK* channels, plus 
SURE-GRIP* hold-downs fit any M.O.S.T. battery 
into any size battery carrier — solidly, rigidly. Uni- 
tized-cover cases give broader power range. Unit 
packaging of dry-charged batteries permit serving up 
factory-fresh power without delay, waste or guesswork. 

For further details on the M.O.S.T. system for 
greater sales and profits, write Globe-Union today. 
Ask for Bulletin G-100. 


Famous Globe Spinning Power Batteries are also 
available in a complete line of A A B M sizes for 
trucks, buses, tractors, etc. 


*Pat. Pending 
SPINNING POWs, 


Foremost eye-and-buy ap- 
peal — Display dynamics of 
M.O.S.T. batteries — their 
vivid colors and styling — 
project dramatic eye-and-buy 
appeal, help you sell up to 
premium battery profits. Color 
and design variety is infinite 
— gives you a big plus com- 
petitive advantage. 


Foremost installation ease — 
Grip-Ridge, Sure-Grip Hold- 
downs and Sure-lok charinels 
facilitate locking any M.O.S.T. 
battery securely and rigidly 
into any size battery carrier. 
M.O.S.T. batteries come pack- 
aged with all elements for 
swift, safe point-of-sale activa- 
tion with factory-fresh power. 


io» GLOBE-UNION INC. 


i 6 MILWAUKEE 1, WISCONSIN 
PLIT-seconn STARTIN 
If it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 
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THIS IS 


THE WAY 


TO END 


“BATTERY 
ADJUSTMENTS” 


New Fox Powercharger enables operator to follow AABM* 
recommended procedure for activation charge and recharge... automatically 


The increasing trend in the number of batteries re- 
turned for adjustment can be reversed, and profits 
protected, according to a recent AABM report, by 
charging new dry batteries “until temperature reaches 
80°F.” 

In regard to recharging batteries that have been in 
service, the report says: “In many cases dealers are not 
recharging completely, but are merely recharging the 
battery just enough for it to function a few more days 
or weeks, . . . We recommend a high rate charger, 
equipped with a thermostat which automatically shuts 
off the charger when the acid temperature reaches 120°F. 
At this point the battery is fully charged.” 

A Fox Supercharger is equipped with a toggle 
switch which sets the automatic cut-off at 80°F for 
activation charging or 120°F for recharging. This elimi- 


* Ass'n. of American Battery Manufacturers, Inc. 


nates the need for using easily-broken glass thermome- 
ters and frees the attendant from constant visual checks 
to assure sufficient charge and prevent harmful over- 
charging. 

A simple Safetronic temperature detector, having no 
moving parts, is placed in a battery cell. The charger 
cuts off when acid temperature reaches 80° or 120°F 
according to the switch setting. As an added protection 
against overcharging, the charger will not operate if the 
attendant fails to insert the temperature detector or if the 
detector is removed from the battery for any reason. 


For a free copy of the AABM report, 
“Cold Weather Battery Problems,” phone, 
write or wire Fox Products Company, 4710 
N. 18th Street, Philadelphia 41, Pa. Tele- 
phone: DAvenport 9-2700. 


FOX METHODS AND EQUIPMENT 


FOR SELLING AND SERVICING BATTERIES 


(To obtain more data on advertised products see page 200) 
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Straws in the TBA Wind 


ATLAS BUCRON TIRES are being 
introduced by Esso Standard Oil with 
something extra in the way of adver- 
tising support. 
iro) These tires are 
— made of Butyl 
rubber, once 
thought suitable 
only for inner 
tubes. 

Since none of 
the other oil com- 
panies _ licensed 
to sell under the 
Atlas brand are 
handling Bucron 
tires yet, they’re 
not featured in 
any Atlas national consumer adver- 
tising. 

Esso is more 


By Frank Sturtevant 
Editor 


than making up 
for that lack. In generous news- 
paper space, headlines talk about 
“New No-Squeal Atlas Bucron Tires.” 
Other virtues claimed for the Bucron 
tire (all attributed to Butyl rubber) 
are a softer, quieter ride because of 
less bounce, and a shorter stop on wet 
surfaces. 

The Bucron advertising is perhaps 
unique because of what it doesn’t say. 
Today you rarely see tire advertising 
that makes no claim of better mile- 
age, no reference to road hazard 
guarantee, no mention of puncture or 
blowout resistance. 

Of course there’s no offer of bar- 
gain price, because the Bucron tire 
is in the premium-price class. How- 
ever, the dds do mention price in a 
single guarded phrase: “Yet they cost 
less than most premium tires.” 


Battery guarantees for a specific 
term of months#don’t mean what the 
consumer thinks they mean, says the 
Federal Trade Commission. Battery 
advertising seldom explains that ad- 
justments are always made on a pro 
rata basis for as many months as the 
battery lasted. 

Last year FTC laid down trade 
practice rules for tires. These require 
that tire advertising disclose the ad- 
justment basis, including the im- 
portant detail that the value of service 
actually rendered will be calculated on 
list price and not on the sale price. 
Statements to that effect now appear 
in some tire advertising, although 
usually in very fine print. 


>Tuneup training for service station 
operators seems to be getting firmly 
entrenched in the oil business. Ameri- 
can Visuals Corp., publisher of month- 
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ly training booklets for dealers called 
“Hoods Up,” wondered if it should 
include tuneup among its subjects. 

Surveying oil marketers, it learned 
that five oil companies either have 
begun tuneup training or will start 
soon. But what’s more significant, most 
of the others feel eventually they'll 
all have to offer tuneup training. 


Solve Credit 
Problems 


However, oil men don’t think tune- 
up work is for all dealers. Some 
haven’t the space or the money to 
invest in equipment. Others have too 
much other business or wouldn’t be 
able to hire suitable help. 

But for those dealers who are fitted, 
oil marketers estimate tuneup service 
can up gallonage from 5% to 15%. & 


THE 
PETINCO 


Cut SYSTEM 


Transportation 
Costs 





Increase 
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Reduce Paper 
Work 


Hold Good 
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Operators 


7 





ON PUMPS 


Help Get New 
Operators 


on gasoline 
dispensers. 





Mounts directly 


CAN 


PUT 


NEW 
PROFIT 


OPERATION 
EVERYONE BENEFITS 
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BULK PLANT 
Mounts on 
tank truck 

loading meters. 


REMOTE PUMPS 
Mounts on 
product line 

master meters. 


A proved money-saver for oil companies, distributors 
and dealers. Prevents substitution. Eliminates losses. 
Discourages price cutting. Frees capital for other 
needs. Improves efficiency. Aids collections. Minimizes 
paper work. Reduces personnel losses. Helps sales. 


yer 


. - Petinco benefits 
proved in many 
installations are 
confirmed by a 
well known CPA 

firm. Petinco 
may mean more 
profit to you too. . 


NAME 


1300 E. CREIGHTON AVE. 


| PETINCO SYSTEMS INC. i3tt Sten at 


GENTLEMEN: 


Please rush facts about PETINCO to: 





COMPANY 








ADDRESS 
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@ Oil marketers bought 34% fewer service 
station pumps in 1958 than the year before 

@ At the same time, pump makers shouldered 
the tooling cost of more new models 


AN ECONOMIC EIGHT-BALL is 
slowly taking shape in front of the 
gasoline pump industry. Manufactur- 
ers regard it as the most serious prob- 
lem to confront them since World 
War II. 

Sales last year as reported by the 
Gasoline Pump Manufacturers Assn. 
plunged to 70,500, 34% below the 
1957 total of 106,000 and 60% off 
the 114,000 sold in 1956. Highest 
postwar volume was 190,000 in 1947. 

The impact of this sudden drop is 
more serious for gasoline pump man- 
ufacturers than for other suppliers. 
The service station pump is perhaps 
the most specialized piece of hard- 
ware used to market oil products. 
It’s at once a piece of machinery and 
the package that wraps oil’s most im- 
portant product, gasoline. 

The Market Straitjacket—Pump 
manufacturers can do nothing to ex- 
pand the market. They not only pro- 
duce a one-purpose product, they 
have to get a significant piece of their 
annual volume from major oil com- 
panies. Thus major-company ideas 
about pump design become, in effect, 
mandates to the manufacturers. 

One costly result has been model 
multiplicity. There are more types of 
pumps now than ever before. 

“It was inevitable,” observes G. 
Theon Wright, GPMA’s managing di- 
rector, “that the large number of 
combinations and variations of basic 
models, over which oil marketers have 
spread their present low demand, 
would saddle the pump industry with 
the highest unamortized tooling cost 
in its 50-year history. 

“Meanwhile pumps have improved 
constantly in accuracy, safety and 
durability. They meet the test of Un- 
derwriters’ Laboratories, Weights and 
Measures inspectors and fire marshals, 
while operating out-of-doors in a wide 
range of climate. Yet pump prices 
are barely twice the prewar level 
while machinery generally is up 
130%.” 

What Price Progress?—In spite of 
multi-model headaches, Wright says, 
the pump industry still feels it must 
continue to look for new ways to 


tional values into the dispensing pump. 
Sun Oil’s blending pump for multiple 
grades and Sohio’s unique “mailbox” 
style dispenser indicate, he believes, 
interest in this. 

“This industry has vigor and vision 
and top engineering talent,” says 





Equipment 


Eight-Ball: Many Pumps, Few Buyers 


Wright. “Its facilities are second to 
none among the many and varied 
companies which supply petroleum 
marketers. I find no lack of confi- 
dence in the minds of pump manu- 
facturers that they will continue to 
contribute to improved gasoline mer- 
chandising in step with the notable 
advances taking place in other seg- 
ments of the petroleum industry. 
“But some means must be found to 
bring production costs and volume 
into a better balance if the economic 
health and stability of the industry is 
to be maintained.” * 


for the safest remote pumping... 


Fusible Link 

melts at 160° F. to release 
valve arm and shut off 
flow of gasoline 


Shear Point 
on valve w break before 
pipe, to release arm and 
shut off flow of gasoline 


Impact Linkage 
releases valve arm 
event of seve 

cess heot 

shear point 


Air Test Port 

on opposite side) makes it 

possible to test entire re 
t 


mote pumping sy 


specify Red Jacket Safety Check Valves 


Leak Detector 
rertiTTrinm Tre 
here is “én oe 


pressure drop 


Spring Loaded 
Valve Arm 


n when 


Available with Built-in Leak Detector 


The safety features of this new Safety Check 
Valve with optional Built-in Leak Detector 
make it another Red Jacket remote pumping 
first. Installed in the base of a dispenser, it 
protects the remote pumping system against 
damage from impact to the dispenser or danger- 
ous heat. It’s designed to meet strictest local 
regulations. When equipped with the optional 
built-in leak detector, it will warn attendants 
of a leak in the system—one safety check valve 


Safety Valve 


can be supplied without leak 
detector. 


with leak detector can protect an entire remote 
system against loss of valuable petroleum prod- 
ucts. Get complete information today. 


build new merchandising and func-) PETROLEUM EQUIPMENT DIVISION * BOX 270, DAVENPORT, IOWA 
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Bulk cement trailer 


TANK TRAILERS 


_..engineered for every type of liquid and bulk transport 


CT Gua: 
. | 


Aluminum gasoline or fuel train 
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Steel gasoline or fuel tank 
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special commodity tanks contact your nearest 
Trailmobile sales office or write Trailmobile Cincinnati 9, Ohio « Springfield, Missouri 
Inc., Tank Division, Springfield, Mo. Longview, Texas « Berkeley 10, Calif 





Casinghead tank (MC-304 type) 
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Tyrex Inc. (D-6) : 38-39 


United Motors Service—Div. GMC 

(0-6) 196 
U. S. Rubber Co. (G-1) 68 
U. S. Rubber (S-4) 220 
Universal Oil Products Co. (H-2) 80-81 


Vanderbilt Tire & Rubber Co. (K-4) 133 
Veeder-Root, Inc. (O-1) 190 
Viking Pump Co. (B-5) 16 


Wagner, Inc., Paul (P-4) 204 
Warner Lewis Co. (D-5) 37 
Warner-Patterson Co. (G-9) 78 
Wayne Pump Co. (E-5) 48-49 
Wayne Pump Co. (S-8) 226 
Weaver Mfg. Co. (H-3) 82 
Wheaton Brass Works (J-5) 100 
Whiteway Mfg. Co. (J-9) 110 
Wilson’s Sons, Inc., Wm. M. (M-9) 176 
Wilson’s Sons, Inc., Wm. M. (0-9) 204 
Wix Corp. (E-8) 53 
Wood Co., John (A-6) & 
Wood Co., John (D-2) 32 
Wood Co., John (M-2) 163-164 


Professional Services 232 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Manager 

Employment Opportunities 

Business Opportunities 

Equipment 

, Used or Surplus new 

For Sale 
Wanted 





Regional Sales Representatives 
W. J. Parkin, Adv. Sales Manager 


ATLANTA 3, 1301 Rhodes-Haverty Bldg. 
M. H. Miller, Jackson 3-695! 
BOSTON 6, 350 Park Square Bldg., 
Charles W. Haines, Hubbard 2-7160 
CHICAGO 11, 520 North Michigan Ave., 
Ray Kelly, Mohawk 4-5800 
CLEVELAND 13, 1164 Illuminating Bldg.. 
55 Public Square, 
Walter G. Berger, Superior 1!-7000 
DALLAS 1, 901 Vaughn Bldg., 1712 Com- 
merce Street, 
Robert T. Wood, Riverside 7-5117 
DENVER 2, Mile High Center, 1740 Broad- 
way 
J. W. Patten, Alpine 5-298! 
HOUSTON 25, 724 Prudential Bldg., 
Robert T. Wood, Jackson 6-128! 
LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 
NEW YORK 36, 500 Fifth Avenue, 
Charles W. Haines, Oxford 5-5959 
PHILADELPHIA 3, & Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 
SAN FRANCISCO 4, 68 Post Street, 
W. C. Woolston, Douglas 2-4600 
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What's New in Equipment... 





Fast-fill pumps 


. in three model sizes provide high- 
speed fuel oil delivery. Roper Figure 
3607 Series positive displacement pump 
is adjusted upon installation for maxi- 
mum open-nozzle flow. High-capacity 
by-pass holds pressure to 35 psi for 
topping-off. 

Circle No. 1 on Reply Card 


Hub assembly 


. . . for Hannay hose reels offers high 
speed jet aircraft fueling. Reels fitted with 
the new hub are said to permit pumping 
speeds of 300 to 600 gpm with defi- 
nite reduction in line loss, Flanged and 
bolted connection between inlet and out- 
let elbows provides smoother bore than 
usual threaded connection, Elbow design 
minimizes restrictions that produce turb- 
ulence and line loss of standard right 
angle fittings. 
Circle No. 2 on Reply Card 


Mercury floodlight 


. is a heavy-duty, 1,000-watt unit, 
claimed to reduce installation and main- 
tenance costs. The Crouse-Hinds MVE- 
20 can be turned around or tipped over 
for relamping and cleaning and returned 
to its exact original setting by means 
of adjustable stops. Lens diameter is 20 
in. 

Circle No. 3 on Reply Card 


Battery-starter tester 


. . . tests all 6- or 12-volt batteries and 
starting system components. Sun BST- 
10 has heavy-duty carbon pile loading 
device permitting test loads for each 
type and size of battery. Tests on the 
car without disturbing cables or wiring. 
Mounts on chrome-plated portable stand. 
Circle No. 4 on Reply Card 


Gravel stop 


. . . Of porcelain enamel designed by 
Davidson can be installed after roofing 
is completed. Adjusts to desired length 
by means of a telescoping corner design. 
Said to provide accurate, weathertight 
installation without necessity of field 
measurements. 
Circle No. 5 on Reply Card 


Submersible pumps 


. . . fit right in the pipeline, dispensing 
with pump house, concrete base, extra, 
fittings and valves. The Red Jacket In- 
Line pumps are offered in six models 
from one to five hp with capacities up 
to 260 gpm. Mounting brackets are sup- 
plied. 
Circle No. 6 on Reply Card 


Flood lamp 


. added to the Warren line is de- 
signed primarily for jet refuelers. Model 
B-30 is a vapor-proof, combination spot 
and flood unit also suitable for use on 
fuel oil delivery trucks. Made of solid 
brass and threaded for connection to 
screwed conduit, unit has pivot point 
electrical contact that permits 360-deg. 
vertical and 270-deg. horizontal rota- 
tion. O-ring snap seal permits quick 
lens removal. 

Circle No. 7 on Reply Card 


Steam jacketed gate valve 


. . . in 3-in. and 4-in. sizes has been 
added to the Allegheny Valve Co. line. 
Designed for highway transportation 
tanks, new valve is said to retain the 
lightweight, high strength features of 
fabricated valves. Available with steel or 
stainless bodies. 
Circle No. 8 on Reply Card 
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Safe-T-Matic nozzle 


. is trade name of A. Y. McDonald's 
improved, hold-open automatic shut-off 
unit. Manufacturer claims it’s the light- 
est on the market being made of a new 
high-tensile aluminum alloy. Permanent 
packing prevents leaks. Valves need no 
oil. 

Circle No. 9 on Reply Card 


Paint roller 


. paints all sides of pipe, rod or 
cable at one time. Speedway offers models 
to handle work on outside diameters 
from %2-in. to 2%-in. at prices ranging 
from $4.90 to $6.20 fob Brooklyn. Manu- 
facturer claims device saves time and 
produces superior finish, 

Circle No. 10 on Reply Card 


Purity meter 


. . . developed by Bowser measures con- 
tamination in aviation fuel by evaluat- 
ing a sampled stream of fuel against a 
continuous clean sample of the same 
fuel. 

Instrument .detects contaminants by 
measurement of light as it is scattered 
by solids or water. 

Circle No. 11 on Reply Card 


(Continued on next page) 
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NEW JERSEY 


What’s New in Equipment 








e OPW Valves and Fittings 
e Blackmer Pumps 
e Erie Pumps and Equipment 
@ Price Signs 
e Repair Parts for 

all Pumps 


TEN HOEVE BROTHERS 


359 Mielec Blvd Poterson 3 N J 











NEW YORK 


For every size consumer- 
commerciel account. 


LANCASTER TANKS, INC. 
LANCASTER, NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT Ik STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 














OHIO 





EQUIPMENT SALES CO. 
164 €. ppmmange Pie f St., Ales wv Ohio 


weary oc Reet a 
bac ig “Goodrich. 
rl, H ras ic and Gas 


ing Service 
ENGINEERING SERVICE 


SALES—PARTS 











PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 
DISTRIBUTORS FOR: Wayne Pumps & Equipment, 0.P.W. 
Valves and Fittings, mon-Rupp, Fill-Rite Pumps, 
Whiteway Lighting, Saylor-Beall Compressors, Granco 
Pumps Meters and National Hose, Red Jacket Sub- 
mersible Pumps. 
211 Lincolnway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS _ TRUCKS 
SERVICE STATIONS 
Member NAOEJ 








Oll Marketing 
Equipment Jobbers 
This is Your Market Place! 


Write today fer Advertisin 
Space Rates , 


NATIONAL PETROLEUM NEWS 
330 West 42nd &., New York 36, N.Y. 














204 (To obtain more data on advertised products see page 200) 


Dock valve 


. by Kerotest is said to provide an 
easy, practical method of connecting 
heavy tanker or barge hose to manifold 
valve flanges. One valve flange is ex- 
tended, fitted with lugs on which to rest 
the hose flange while aligning gasket and 
bolts. Modified “C” clamps are optional. 

Circle No. 12 on Reply Card 


Gasket material 


. in the form of a new type of silicone 
rubber sheet in the medium property 
range, is now being offered by Hewitt- 
Robins. Suitable for gaskets, seals and 
packing, manufacturer says new material 
costs about 25% less than previous 
silicone sheet. 

Circle No. 44 on Reply Card 


Turntable 


. for front car wheels that can be 
bolted to runways of roll-on hoists has 
been added to the Globe Hoist line. 
Permits swiveling wheels for better ac- 
cess to lube fittings. Table rotates on 
parallel ball races. Total height 146-in. 

Circle No. 13 on Reply Card 


Safety check valve 


: . for remote pumping systems de- 
signed by Red Jacket closes under im- 
pact or fire. An optional feature is a 
built-in leak detector that warns the 
attendants of any leak in piping between 
pump and dispenser before extensive loss 
occurs. 
Circle No. 14 on Reply Card 


Jack accessory 


. consists of a special high post for 
use with Big Four’s air jack. Provides 
extra suspension for raising frame and 
dropping wheels of cars on roll-on lifts. 
Said to offer better accessibility for lubri- 
cation and muffler work on late model 
cars. 


Circle No. 15 on Reply Card 


Offshore terminal 


. is the name of a new unit designed 
for loading and unloading tankers. Float- 
ing platform operates in deep water. Re- 
volving part of platform is free to swivel 
360 deg. Ship and hose lines move to- 
gether permitting tanker to head auto- 
matically into wind. 

Circle No. 16 on Reply Card 


Transistor radio 


. for two-way mobile communication 
developed by General Electric features 
small size and low battery drain. Current 
used by large 75-watt unit on continuous 
standby is said to be 0.040 amps—no 
more than current required to operate 
vehicle clock. 

Circle No. 17 on Reply Card 


Hub cap tool 


. brought out by Coats is designed 
to remove and replace all automobile 
hub caps quickly and easily without 
scarring the metal finish. A forged hook 
at one end is used to remove the hub cap 
while a rubber bumper at the other end 
is used to replace it. 

Circle No. 18 on Reply Card 


Two check valves 


. of new design have been added to 
the Universal line. Model 206-D screws 
to the suction stub at one end while the 
other fits into a Dresser coupling. Model 
211 is a complete unit consisting of a 
check valve insert mounted inside a 
special Dresser fitting. 

Circle No. 19 on Reply Card 
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Self-checking 


. liquid level alarm blows horn to 
warn barge or tanker pumper that tank 
is nearing overflow mark, Scully Signal 
Co. device can be set to sound at any 
predetermined level. Electronic fail-safe 
unit can be used on any large-capacity 
storage tanks. 


Circle No. 20 on Reply Card 


Alignment outfit 


. . is adjustable to handle all wheel 
treads from 424%-in. to 65-in. The Weaver 
W5J-121 floor level outfit is equipped with 
a lock device at the front end that 
prevents the runway from moving. Rack 
is easily moved by hand. 


Circle No. 21 on Reply Card 


Literature .. . 





Batch blending 


. of “cold No. 5 fuel” for use in 
commercial burners without preheating 
is the subject of a new bulletin by 
B-I-F Industries. Bulletin includes line 
drawings and detailed flow diagram of 
a typical No. 5 fuel oil blending installa- 
tion. No. 9479.21B-1. 


Circle No. 22 on Reply Card 


Measurement manual 


. is a guide for checking accuracy of 
quantities in prepackaged commodities. 
Prepared by National Bureau of Stand- 
ards, U.S. Dept. of Commerce. May be 
ordered from U.S. Government Printing 
Office, Washington 25, D.C. Price 35¢ 
per copy. 

Circle No. 23 on Reply Card 


Filter bulletin 


. . . gives details on Bendix combination 
filter-water separator units for avjet and 
avgas. Cross-section drawings and pho- 
tographs illustrate two typical 300- and 
600-gpm models. Filters are suitable for 
tank farms, refueler trucks, hydrant 
carts or pits. 


Circle No. 24 on Reply Card 


ARK-trol bulletin 


. . describes complete new Crouse- 
Hinds line of plugs and receptacles in 
environment-resistant construction. Con- 
nectors are shock-insulated, moisture- 
proof, dust-tight and corrosion resistant. 
Construction provides cushion against 
rough handling. 


Circle No. 25 on Reply Card 


Swing joint chart 


. . . known as OPW bulletin PL-8, il- 
lustrates 28 styles of OPW swing joints 
in sizes 1%-in. to 6-in. in bronze, steel, 
monel and aluminum. Chart shows all 
sizes for each style and material, to- 
gether with weights and prices. 

Circle No. 26 on Reply Card 


(Continued on next page) 
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GIVE YOURSELF THE 


ADVANTAGES 


of faster delivery 
less maintenance 
and greater safety with... 


MTs tiiitii ns 


HYDRAULIC 
DRIVE 
SYSTEMS 


(U.S. Patent No. 2,816,767) 


for product pump 
and hose reel drive 


Here’s a drive system that’s 
already proved on hundreds of 
installations. You can increase 
delivery speed as much as 30% 
compared with mechanical drive 
systems... because Ardmore per- 
mits idea] product pump place- 
ment. Protects truck engine and 
transmission from shock loads. 
Operates under relatively low 
pressure...and at zero by-pass 
when not under load. System is 
virtually maintenance free since 
it is self-lubricating. Easily in- 
stalled. 100% guaranteed for 
performance, providing system 
contains all Ardmore compo- 
nents. For every delivery truck 
or transport need...for handling 
fuel oil, diesel fuel, aviation gas- 
oline and related liquids. Your 
inquiry is invited. 


engineered 


we 


STANDARD 
FUEL ONS 








one 


COMPONENTS ... 

for an Ardmore Hydraulic Drive 
System consist of Ardmore hydrau- 
lic drive motors, control valve and 
reel,..to be used with product 
pump, meter and fittings of your 
choice. Supplied for single or mul- 
tiple product delivery trucks. 


ARDMORE 
PRODUCTS 


1835 Shermer Rood « Northbrook, Illinois 


Eastern Office: 
612 Commerce Road, Linden, N.J. 


International Sales and Service 


(To obtain more data on advertised products see page 200) 





What’s New in Equipment 





Refueler bulletin 


.. . just published by Renick & Mahoney 
is a check list of all components used 
in aviation refueling. Includes bulk stor- 
age, refueler tank trucks, lubesters, 
methanol dispensers, together with ne- 
cessary filters, valves, meters, accessories 
and fittings. 
Circle No. 27 on Reply Card 


Asphalt blending 


. direct to truck and rail transport 
is subject of a new B-I-F bulletin. De- 
scribes Proportioneers package unit con- 
taining blending and metering equipment, 
plus optional ticket printer to identify 
components in the blend and quantities 
of asphalt and diluent comprising the 
blend, 

Circle No. 28 on Reply Card 


Sign catalog 


shows the full line of outdoor 
‘rcelain-enamel signs made by Cali- 
/yrnia Metal Enameling especially for 
Jil industry use. Included are 65 danger- 
worded signs, 16 caution signs and 62 
miscellaneous warning signs. Sizes range 
from 3-in. by 10-in. to 40-in. by 30-in. 

Circle No. 29 on Reply Card 


START THE 
SECOND 
100 YEARS 


New catalog 


... covers the complete Milwaukee Valve 
line of petroleum marketing accessories. 
Included are service station aviation and 
fuel oil nozzles, hose swivels, nozzle 
tubes, fill caps, gate valves, tank truck 
faucets, cross and check valves and line 
strainers. 


Circle No. 30 on Reply Card 


Nozzle parts manual 


... lists each part used on various brands 
and models of automatic gasoline pump 
nozzles. The Weil manual contains a 
list of tools for servicing nozzles and list 
of kits available for modernizing older 
models. Includes expanded view of each 
nozzle but manual is not an instruction 
book. 


Circle No. 31 on Reply Card 


Equipment Suppliers . . . 





Symington Wayne Corp. has recently 
acquired an eastern lift manufacturer 
and a West Coast oil equipment jobber. 
The lift manufacturer, Gibbs Hoist Co., 
has its home office and plant in Phila- 
delphia, with branch plants in Long 


| 
| 


RIGHT ... setting Pennzoil motor oils and lubricants! 


Get in on a gusher. 


For the right kind of distributor there are 
still a few Pennzoil franchise opportunities. 


You may be the man. 


You'll have the kind of margin, turnover, 
public acceptance you’ve always wanted. 


You'll be backed by proven promotions 
and selling programs to station operators, 
new car dealers, garages. National and trade 
advertising in leading consumer magazines 
has built a national ‘‘fan club” for Pennzoil 


quality motor oil and lubricants! 


Call your nearest Pennzoil office and start 


the second 100 years right! 


Executive Offices— Drake Building, Oil City, 
Pa., or 1630 West Olympic Boulevard, Los 


Angeles 15, California. 


DIVISIONAL OFFICES 
511 Perry Brooks Bidg. 
Austin 1, Texas ‘ 


7133 W. 80th St. : 
Overland Park, Kansas 

10116 Franklin Ave. 

Franklin Park, Ill. 

18051 James Couzens Highway 
Detroit 35, Mich. | 
212 Talbott Bidg. 

Dayton 2, Ohio 

700 Military Rd. 

Buffalo 23, N.Y. 


61 Hilton Ave. 
Garden City, N.Y. 


6750 Market St. 
Upper Darby, Pa. 

134 Peachtree St., NW 
Atlanta 3, Ga. 


550 Brown-Marx Bidg. 
Birmingham 3, Ala. 


3007 The Americas Bidg. 
New York 20, N.Y. 





PENNZOIL 


SOUTH PENN OIL COMPANY 
OIL CITY, PA. 


(To obtain more data on advertised products see page 200) 


Beach, Calif.,.and Des Moines, Iowa. It 
will continue to manufacture and mar- 
ket its complete line through its present 
organization. Frank L. Bredimus is pres- 
ident. 

e 

Shields, Harper & Co., equipment 
jobber with headquarters in Oakland, 
Calif., and branches at Los Angeles, 
Portland and Seattle, is now a wholly 
owned subsidiary. As such the firm will 
distribute Wayne’s petroleum equipment 
and will continue to handle products of 
an allied nature. L. R. Wieslander will 
continue as president. 

° 

Jet fuel filtration by a new process is 
being proposed by Linde Co., a division 
of Union Carbide. Originally developed 
for refinery and other chemical process- 
ing the new method consists of passing 
the fuel over beds of sodium or calcium 
alumino-silicate crystals known as molec- 
ular sieves. 

e 

Blackmer Pump Co. has a new dis- 
tributor in Detroit, Petroleum Systems, 
Inc., 2914 E. Grand Blvd., Detroit 2, 
Mich.; phone, Trinity 1-3900. Petro- 
leum Systems will concentrate its sales 
activities in the metropolitan Detroit 
area. 

* 

Maloney-Crawford Tank and Manu- 
facturing Co., Tulsa, has bought the 
Union Tank Div. of Butler Manufactur- 
ing Co., Kansas City. Butler retains the 
Union Tank plant at Houston for pro- 
duction of metal buildings and other 
products. 

e 

Olin-Mathieson Chemical Corp. is now 
producing oil additives at a new facility 
in Doe Run, Ky. The oil additives are 
marketed under the trade name of 
Omavis. 

a7 

Gasoline Pump Manufacturers Assn. 
reports 1958 domestic sales of power- 
operated gasoline pumps: 70,154 com- 
puter and 27,221 non-computer units had 
a total invoice value of $39 million. 

e 


Equipment People . . . 





John Asma has 
been named gen- 
eral sales man- 
ager, International 
Couplings, Inc., a 
division of The 
Gabriel Co., Cleve- 
land. He succeeds 
Cc. N.  Ruscitti, 
who recently re- 
signed. Asma was 
formerly industrial 
sales _srepresenta- 
tive for Scovill 

Manufacturing Co., Cleveland. A native 
of New Haven, Conn., he received a 
B. S. in economics from Niagara Uni- 
versity. 
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E. T. Statler, 
vice president and 
eastern _—regional 
sales manager for 
Inland Steel Con- 
tainer Co., held a’ 
series of plant 
tours recently at 
Jersey City. Pur- 
pose was to ac- 
quaint oil men 
with Inland’s new 
steel _pail-making 
facility which fea- 
tures a number of new, automatic hand- 
ling processes. 


Statler 


August E. Peitz- 
mann has_ been 
named manager of 
a new western di- 
vision of Centrico, 
Inc. He will handle 
distribution of 
Westfalia centrifu- 
gal separators for 
diesel fuel from 
his headquarters at 
3315 Caxton Ct., 
San Mateo, Calif. 
He has been a 
sales engineer for the Englewood, N.J., 
concern for the past seven years. Before 
that he was associated with the main 
plant in Oelde, Western Germany. 


Peitzmann 


Richard M. 
Klaus has_ been 
named chief engi- 
neer at OPW 
Corp., in charge 
of product design 
and development 
and quality control. 
Klaus has won two 
national awards 
for the best use of 
new materials in 
product design, one 
for a porous 
bronze service station tank vent, and 
another for a nylon body vertical check 
valve for gasoline service. 


Klaus 


O’Donnell Kline 


Jack P. O'Donnell has been named 
manager of Lincoln Engineering’s newly 
consolidated eastern seaboard and south- 
eastern sales regions. For the past four 
years he has been manager of the eastern 
seaboard region. 

Warren M. Kline, formerly manager 
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of the southeastern region takes charge 
of the Chicago-Milwaukee operations. 
With Lincoln for more than 20 years, 
Kline also served as assistant manager 
and district manager of the Cleveland 
branch. 


John M. Miller 
has been named 
general sales man- 
ager of Joyce-Crid- 
land Co., Dayton, 
Ohio, and has 
been elected to the 
firm’s board of di- 
rectors. Miller was 
one of three exec- 
utives added to the 
board. All four 
former directors, 
including president 
Huston Brown, were reelected. 


Miller 


Arch F. Jordan has been elected to 
the board of directors of John Wood 
Industries, Ltd., Toronto. He is senior 
vice president and general manager of 
John Wood Co.’s Bennett Pump division. 


Three changes have been announced 
by Rotary Lift Co. Matt Malone, former 
sales representative in Chicago, becomes 


Chicago regional manager. Robert E. 
Andersen, formerly with Warner-Chil- 
cothe Laboratories, has joined the Chi- 
cago office as sales representative. At the 
same time D. L. Schoenfeld has been 
named southeastern division manager. 
Schoenfeld was formerly southeastern 
zone sales manager for Studebaker- 
Packard. 


Ralph Lohse is now manager of the 
Oil Industry Lighting Div. of Compco 
Corp., Chicago. Lohse was associated for 
many years with Amco Corp. and was 
at one time West Coast representative 
for Ever-Tite Coupling Co. 


William W. 
Simons has been 
promoted to the 
position of applica- 
tions engineer for 
Milwaukee Valve 
Co., subsidiary of 
Controls Co. of 
America. He will 
specialize in prod- 
uct applications 
with oil compan- 
ies, aircraft refuel- 
ing services, tank 
truck builders and oil marketing equip- 
ment dealers. 


Simons 


Only FAV E R-Tl T E dick seer 


can make all these claims 


Superior quality 


—precision machined-—~ © 


Uniform wall thickness 


Larger diameter cam ears 
for longer service life 


Extra - 
Hi-Strength 
forged 
handles 
—dgreater 


economy longer 


service 


Uniform heavy wall thickness 


—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Stainless 
Steel pins 
—greater 
safety and 


me 


—no weak eaten a” 


Extra heavy reinforcing rim 


Superior quality 


—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 


(To obtain more data on advertised products see page 200) 





What's New in TBA... 





Spark plug wire 


. for use where high engine com- 
partment temperatures crack or damage 
conventional wire, has been developed 
by Auto-Lite. Steelductor wire has sili- 
cone and glass braid insulation. Besides 
improved heat resistance, new wire is 
said to provide more starting voltage 
with less coil energy, as well as a spark 
of longer duration. Available in 100-ft. 
and 1,000-ft. spools. 

Circle No, 32 on Reply Card 


Truck tire 


. called Dayton Thorobred Deep Skid 
XDL has a new tread pattern described 
as a “retread dam,” said to permit top 
treading instead of usual, higher cost 
full treads. Dam extends across tread 
from shoulder to shoulder at retread lev- 
el, provides a base for adhesion of tod 
tread and also prevents overflow of tread 
rubber into shoulder voids during re- 
treading. 

Circle No. 33 on Reply Card 





rN 
a 


” 


MARKETING DIV. « 
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THE 


OUTSTANDING 
BOMSER MARKETORS 


BOOST GALLONAGE 
MODERNIZE 


CUT COSTS 


BOWSER, Inc. 


Fort Wayne, Indiana 





| New flashlight 


. . . added to the Eveready line is a 
3-cell unit with a built-in magnet switch 
that will hold fast to any ferrous metal 
surface. Model 7MF is available in dis- 
play rack that holds three lights. Sug- 
gested list price $2.49, without batteries. 
Circle No. 34 on Reply Card 


LS oo 


MODEL 414 : 


Two indicators 


. . for dash mounting have been in- 
troduced by King Electric. One gives 
a continuous reading of generator and 
regulator efficiency and also registers 
battery condition at time of starting. 
The other is a performance gage show- 
ing miles per gallon. 

Circle No. 35 on Reply Card 


ignition parts 


: in six new assortments of fast- 
moving Auto-Lite items are now avail- 
able in handy steel cabinets with sliding 
clear-vision doors. One group of three as- 
sortments covers outboard and inboard 
marine engines; the second group covers 
distributors, starters and generators. 
Circle No. 36 on Reply Card 
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Six-volt line 


. . . Of batteries has been brought out 
by Auto-Lite in the first line or original 
equipment price range. Line carries the 
Sta-ful brand formerly applied only to 
premium priced batteries and offers the 
premium feature of needing water only 
three times a year. 
Circle No. 37 on Reply Card 


Transmission sealer 


. known as Flare Liquimatic has 
been put on the market by Bell Co. 
Manufacturer claims the addition of a 
rubber plasticizing compound controls 
swelling of rubber transmission seals 
and also increases stability and oxida- 
tion resistance when added to transmis- 
sion fluids. 

Circle No. 38 on Reply Card 


Sil-Glyde lubricant 


. is now being marketed by American 
Grease Stick in a 6-0z. aerosol can for 
resale or shop service. Sil-Glyde is said 
to be useful on rubber, metal, wood and 
plastics on the car or in the home. 
Effective from +400° F. to —20° F. 

Circle No. 39 on Reply Card 


Wheel weights 


. . . added to the Bear line are de- 
signed to fit Cadillac, Dodge, DeSoto, 
Lincoln and other cars with full wheel 
covers. Longer clips position the new 
weights underneath wheel covers with- 
out interfering with teeth or ring clips 
that hold the ring in position. 
Circle No. 40 on Reply Card 


Tire gages 


. . . for resale to car Owners are now 
packaged by Dill in a new counter dis- 
play designed to attract impulse consum- 
er purchases. Display holds six gages 
each visible through a clear plastic 
“blister” which protects against pilfer- 
age and keeps gages clean and bright. 
Circle No. 41 on Reply Card 


TBA Literature .. . 





Battery catalog 


. . . covering the Exide line has been 
completely revised. New sections are 
now available on batteries for passenger 
cars, trucks, boats and golf carts. Other 
sections cover charging and testing 
equipment and advertising material. 
Circle No. 42 on Reply Card 


Battery facts 


. . . are presented in Exide’s new 32- 
page booklet. “Facts About Storage Bat- 
teries” tells the layman how to get the 
most out of car, tractor and boat bat- 
teries. Booklet contains sections on bat- 
tery chemistry, testing, installing, re- 
charging and storage. 
Circle No. 43 on Reply Card 


TBA Suppliers . . . 





The Sunoco brand symbol is a fea- 
ture of an 18-state summer poster sched- 
ule for Kelly-Springfield tires. Posters 
are located as close as possible to Sun 
stations. 

- * 

Raybestos-Manhattan has prepared a 
new 68-page brake service manual. It 





Quaker State salutes 
100 years of progress in petroleum 





When the first ‘‘horseless carriages”’ 
hit the road, large green and white 
signs were being nailed to trees and 
posts, telling the world about a new 
motor oil— Quaker State. 

Since those early years, Quaker 
State has been ahead of each new 
advance in engine design. The first 
crankcases were filled with Quaker 
State. And Quaker State helped lu- 
bricate the first air-cooled engines. 

As car engines have become more 


powerful, the need for highest 
quality lubricants has increased 
proportionately. 

Today, exhaustive testing and 
consummate refining skill keep 
Quaker State years ahead of the 
toughest lubrication requirements 
of modern high compression en- 
gines. At the same time, Quaker 
State is looking ahead through 
research to even greater benefits 
and further progress with oil. 


lf , 
QUAKER 
Si Nis 


—. 


QUAKER STATE OIL REFINING CORPORATION 


Member Pennsylvania Grade Crude Oil Association 


HOME OFFICE: Oil City, Pennsylvania; REFINERIES: Emienton, 
Pennsylvania; Bradford, Pennsylvania; St. Marys, West Virginia 
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What’s New in TBA 





tells how to bleed and adjust brakes 
on cars and light trucks and how to 
diagnose brake troubles. Available from 
distributors only. 

« 

United States Rubber Co. has licensed 
its major competitors and a group of 
other companies to vulcanize butyl rub- 
ber by a new process said to result in 
lower costs and improved products. Tire 
companies licensed are B, F. Goodrich, 
Firestone, Seiberling, General and Good- 
year. Among the other licensees is Con- 
tinental Can. 


© 
Derby Refining Co., Wichita, Kan., 
a division of Colorado Oil and Gas 


Corp., has a new TBA program based 
on a sales commission contract with 
United States Rubber Co. Some 400 
Derby dealers and jobbers in nine mid- 
western states will be offered the com- 
plete U.S. line of TBA merchandise. 
e 
Dewey and Almy Chemical Div., W. 
R. Grace & Co., Cambridge, Mass., has 
opened a new plant in Owensboro, Ky. 
Among other things the plant will make 
battery separators as well as sealing 
compounds for cans, pails and drums. 
® 
National Carbon Co. reports that cor- 
rosion inhibitors. in Prestone antifreeze 
will be equally effective in aluminum 


With Shure Firdures .. . YOU CAN ALWAYS 


ADD SALES EVEN WHEN YOU 


CAN’T ADD SPACE 


lili ag 








The more merchandise your customers see, the more they will 

buy—and they see more when you use Shure Steel Display Fixtures in your 
Sales Room. Whether you need Wall Displays, Gondolas, Tables or Racks there 
is a Shure Fixture to fit and insure you a custom installation using standard 
components. Complete line of Shop Equipment, Tire Racks and Display 


Shelving also available for the Service Room. 


=, 


THE SYMBOL 
OF BETTER 
MERCHANDISING 
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Write for folder 


ure 


MANUFACTURING CORPORATION 


1601 S. HANLEY RD. + ST. LOUIS 17, MO. 
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cooling systems when they appear. It’s 
already been tested in European cars. 


e 
American Grease Stick Co, has made 
arrangements with Bowes Seal Fast 
Corp. for the sale of RuGlyde rubber 
lubricant by Bowes distributors. 


TBA People... 








Harold Shay, 
long-time territory 
and district manag- 
er for Electric 
Auto-Lite in the 
Northwest, has 
been named dis- 
trict sales manager 
for Washington, 
Oregon and north- 
ern Idaho. With 
Auto-Lite since 
1940, Shay served 
in the Navy during 

World War II and returned to the com- 
pany in 1945. He worked for Sunset 
Electric for a brief period in 1953, re- 
joining Auto-Lite the same year at Spo- 
kane, Wash. He now makes his head- 
quarters in Seattle. 

® 


Eugene D. Conroy has been named 
sales engineer for the battery separator 
department of United States Rubber Co. 
He was formerly a field sales specialist 
attached to the Chicago sales office. 

* 


Percy C. Evans, known in TBA cir- 
cles as Bob Evans, has retired after a 
long association with Schrader. His 
home address is 8309 Talbot St., Kew 
Gardens, L.I., New York. 


New officers 
have been elected 
by the directors of 
Electric Storage 
Battery Co., fol- 
lowing the death 
last May of Carl 
F. Norberg, form- 
er president. 

Elmer B. Ott is 
now chairman of 
the board; Edward 
L. Dwyer is presi- 
dent; William P. 
Cairo, secretary. Ott was president of 
the Ray-O-Vac division, a post he held 
when Ray-O-Vac was acquired in No- 
vember 1957. Dwyer, formerly vice presi- 
dent and secretary, came to ESB as a 
patent attorney. Cairo, also an attorney, 
was formerly secretary of Atlas Mineral 
Products, a subsidiary. 


Dwyer 


* 

Edmond T. Duffy has been named 
executive assistant to E. R. Stroh, vice 
president and director of sales for Elec- 
tric Auto-Lite. Duffy was at one time a 
field representative for Purolator Prod- 
ucts. For the past 10 years he has filled 
a series of sales management posts at 
Weatherhead Co. 


( 
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Gasoline: More Trouble Ahead 


ARLY LAST MONTH the summer market for gasoline seemed well on its way to 
being a good one. Although gasoline stocks were too high, there were offset- 
ting influences: refinery strikes, substantial inter-refinery buying, turnarounds and 
a fire. But then a fight among wholesale suppliers in Twin Cities developed over 
discounting, personalities and injured feelings, and the picture changed. 
Minneapolis wholesale prices for regular-grade gasoline were brought down 
0.375¢ in a move that shook the entire marketing area served by the Great Lakes 
Pipe Line system. Total price cuts for a two-week period amounted to 0.875¢ gal., 
with the FOB Minneapolis price equating to 10.625¢, Group 3 basis. 
Refiners said it was the lowest price for material of Group 3 origin in five years. 
Upshot of this market disturbance was to create confusion in the minds of 
some suppliers and many jobbers at a time when prices actually were beginning 
to move upward at wholesale, dealer tank wagon and retail in many areas. In 
fact, Phillips Petroleum was so sure of gasoline’s strength in the interior that it 
hiked its dealer and consumer tank wagon prices in the so-called Standard of 
Indiana territory by 0.5¢ to 0.8¢ gal. Increases applied in Iowa, Minnesota, North 
and South Dakota, western Wisconsin, Kansas and western Missouri. The com- 
pany also advanced its spot wholesale prices 0.5¢, from 11.5¢ to 12¢, FOB Group 
3, for northern shipment. 


@ East Coast Resid—a Paradox 


Oil import controls were supposed to tighten residual fuel supplies on the East 
Coast, not only erasing discounts but also increasing prices. Ironically, just the 
opposite has happened. 

Unusually sharp competition at the rack level in the New York harbor area and 
elsewhere spawned another discount and pulled cargo prices down. This discount (9¢) 
puts the “going” harbor price for delivered cargoes of resid at $2 bbl. 

August outlook: no clear-cut opinion. There are as many in the trade who say 
low prices will hold as there are who say $2 is impossibly low— it’s identical with 
FOB prices in the Caribbean and the U.S. Gulf Coast. What worries the trade, 
however, is the question that pops into everyone’s mind: “How much material is 
locked in at the retail level with more or less guaranteed margins?” 





YOUR GUIDE TO NPN PRICES 


Market barometer ............ page 213 
Refinery and terminal prices ............... 214 
Key crude oil prices ........ eRe 
Tank wagon prices ........... le bila sence 
Gasoline consumption by states ............ 218 
Gasoline prices for 55 cities ............... 219 
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ILLUMINATED PLASTIC ‘‘MODULES” 


TEL-A-SIGN CREATE SIGNS OF 


DRAMATIC BRAND-POWER!. 























GIANT OUTDOOR MODULAR SIGN 
CREATES INSTANT STATION IDENTITY 
DAY AND NIGHT! 





ee i 
ILLUMINATED MODULAR INDOOR SHELF SIGNS 
MERCHANDISE PRODUCTS AND SERVICES... 


These clean-looking, fluorescent, plastic-faced modular signs 

actively help build sales. How? By commanding the motorist’s attention 
to the station and to the products or services he needs. With or without illumination 
these Plexiglas signs make many “suggestion” sales... help illuminate the station, too! 
Modern and attractive, they resist fumes and stains... are easy to maintain. Modulor 


construction adapts to many size requirements. 


Let us show you how they can help build your sales! There’s no obligation. 


Iliuminated shelf signs produced for 
and used by the Pure Oil Co. 
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\\ 
Vy TEL-A-SIGN, Inc. 
7 960 West 122nd Street, Chicago 43, Illinois 


Wig Sales Offices in Principal Cities 
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Average prices for crude oil, and four principal refined aout 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 














Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 








All prices are supplied by Platt’s Oilgram Price Service, NPN‘s as- 
sociated publication. Arrows indicate upward and downward move- 
ment of the price preceding the arrow. Prices as of July 15. Last 


previous listing: June 17 


Motor Gasoline 


Gulf Coast Cargoes— 
100 oct. prem 12. 754-14 
12.37. 13 


99 oct. prem 2.34 ‘ 
11 8754-13 


98 oct. prem 
97 oct. prem 11. 754-12 625 
95 oct. prem 11. 5A-12.25 
93 oct. prem 11A-11 75 

92 oct, prem 10 75A-11.5 
90 oct. prem 10 BAwi1 25 
87 oct. reg. 10.125 A-10. 62! 
84 oct. reg... 9.75, 

83 oct. reg. 9.625 

79 oct. reg.... 

70-72 oct. M 


75 


13.65-14.65 
65-12 .65 
65-1265 
Chicago, til. 
09 oct. prem... 145A 
98 oct. prem 3.75-14.25 
97 oct. prem. . 3. 25-13 .75 
92 oet. prem. . 625-12.125A 
91 oct. reg... . 5-12A 
8Y oct. reg. 25-11. 75A 
Detroit, Mich. 
98 oct. prem 4V-15.5 
92 oct. reg.......12.4 13.25 
Houston, Tex. 
. - 15.45-16.25 


15.18 
12.18 


B37 3838 
44 ae 
i 


"112.8-13.4 


14-164 
13. 75-14. 25 
--12-13.4 
. 11.75-12.25 


«++, 147-163 
++ 12.7-13.3 


Okla. (Okla. Shpt.) 
99 oct. prem 13.75W-15W 
91 oct. reg 11.75W-12V 


Okla. Group 3 (Northern Shpt.) 
99 oct prem 14W-14.75¥ 


91 oct. reg 11W-11.75¥ 


N. Tex. (Tex. & New Mex. Shpt.) 
98 oct. prem 13.75 16.3 
95 oct. prem 13 75 15.55 
88 oct. reg 11.75W-14.25 
86 oct. reg. .. LL. 75Y-13.75 
84 oct. reg .-11.75V-13.5 


214 


4 


ox. (Tex. & New Mex. Shpt.) 


BARRE: 


~ 
o 


transport lots) 

15 .375-16 .25 

ne soe oe 12,625-13.25 
«eee 12.625-13.75 
2.625-13.25 


SSSer LSeKszE 


RRR 


se 


geese 
: RRRBRS 


zs 


ssz 
RRR 


Kans. (For Kans. destinations only) 
99 oct. prem... 15 15.75 
91 oct. reg. 2V-12 75 


Western Penna.— --,rcaatiaamaias 
98 oct. prem 
93 oct. reg 


oll 
98 oct. prem... . .14.75-15 
93 oct. reg... ....13.25 


Central Michigan 

100 oct. prem..... 16.25 

98 oct. prem.....14.2W-16 
92 oct. reg. 13. 25-13 .5 
91 oct. reg ery | 


California—Los Angeles District 
Rack: 


98 oct. prem... 
94 oct. prem.... 
88 oct. reg... . 
84 oct. reg...... 


Tank Car: 
98 oct. prem 
94 oct, prem 
88 oct. reg. 
84 oct. reg. 


88 oct. reg 
San Francisco District 


18.3-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero. .8.5W-10.375 
No. 2 fuel. ......8.125W-9.875 
53-57 d.i. gas oil..8. 375 V-10.25 
48-52 d.i. gas oil..8.25W-10. 125 
43-47 d.i. gas oil..8.125W-10 
Bunker C fuel....$2.00-2.10 
Bunker C fuel 

max 1% sulf.. .$2 .25-2.35 


Albany, N. Y. 
Kerosine, No. 1. Py 3 
No. 2 fuel. ......§ 
Diesel oil, shore 
plants 
No. 4 fuel. ...... 33. is 4.08 
No. 6 fuel, no 
sulf. guar 


Baltimore, Md. 
maoume, No. 1.. 
do barges. . 


do barges......9. 
Diesel oil, shore 


io barges. . . .$2.93 


No, 6 fuel, no 
sulf. guar... ...$2 wy 40 
do barges $2.17V-2.37 
Light Diesel, — 
unkers 
Heavy Diesel, 
bunkers $3.83 
Bunker C, 
bunkers. ..... .$2.27W-2.37 


Baton Rouge, La. 
Kerosine, No. 1. .9. 
No, 2 fuel....... 9. 
Diesel oil, shore 


Heavy Diesel, 
bunkers 
Bunker C, 


Boston, Mass. 

Keroeine, No. 1. .9. 
No, 2 fuel....... 9.45 -9.7 
Diesel oil, shore 


Light Diesel, 
bunkers 


Buffalo, N. Y. 
Kerosine (a) 

Diesel fuel (a).. 

No. 2 fuel (a).. 

No. 5 fuel. ...... 8.9 
No. 6 fuel. ...... 8.15 


(a) Prices of some sellers to bulk com- 


merical consumers are 0.15¢ higher. 


Charleston, S. C. 
Kerosine, No. 1. .10.2 
No. 2 fuel....... 9.9 
Diesel oil, wheve 
«ay sla at 


bunkers ...$2.24-2.34 


Chicago, Il. 

Range oil, No. 1,.10.25-11.85 
No. 2 fuel. . .9.5-10. 85 
~~ 5 fuel, low 


ulfur 
No. "5 fuel, high 
Pee 8.65-8.75 
es 6 pe low 


No. 6 fuel, high 
SPIRE 7.4- 


Cleveland, Ohio 


9 9.5 
No. 6 fuel *Delivered Cleveland. 
Corpus Christi, Tex. 
No. 6 fuel, no 
sulf. guar. 
do barges... 
Bunker C, 
bunkers 


Detroit, Mich. 
Diesel oil 

No. 1 fuel. . 

No. 2 fuel. . 

No. 5 fuel...... ¢ 
No. 6 fuel. ......8. 


Houston, Tex. 
Kerosine, No. 1. .9.S0-10.375 
do barges......9.75 
9.4-10 
do barges...... 9.25 
Diesel oil, shore 
SIN. c5.00 ve 9.7-10.75 
No. 6 fuel, no 
sulf. guar......$2.18-2.30 
do barges..... .$2.10 
Light Diesel, 
unkers.......$3.88 
Heavy Diesel, 
$3.67 


bunkers $2.10 


Jacksonville, Fla. 

Ke erosine, No. 1 

No. 2 fuel 

Diesel oil, shore 
plants 

No. 6 fuel, no 
sulf. guar...... 
do barges 

Light Diesel, 
bunkers 

Bunker C, 
bunkers 


Miami, Fia. 
Kerosine, No. 1. . 
yr oil, shore 


Minneapolis/St. Paul, Minn, 
Range oil, No. 1..10.68W-11.2 
9.93W-10.45 


sulfur 
No. 6 fuel, high 
gulfur......... 8.4-9.4 


Mobile, Ala. 
Kerosine, No. 1. .10.9 
No. 2 fuel. ......10.7 
Light Diesel, 

bunkers. ......$4.01 


New Haven, Conn. 
Kerosine, No. 1. .10.1 
No. 2 fuel....... 9.6 
Diesel oil, shore 


New Orleans, La. 

Kerosine, No. 1. .9. 
No. 2 fuel..... 9. 

Diesel oil, shore 


New York Harbor 
Kerosine, No. 1. 

do barges..... "9.65-9.9 
No. 2 fuel....... 9.6 

do barges...... 9.15-9.4 
Diesel oil, shore 


Heavy sae, 

bunkers. . . $3.83 
Bunker C. 

bunkers $2.27W-2.37 


Norfolk, Va. 
Kerosine, No. 1. .10.1 
No. 2 fuel....... 9.6 
Die oil, shore 


Light Diesel 

Heavy Diesel, 
bunkers 

Bunker C, 
bunkers 


Pensacola, Fla. 
Kerosine, No. 1. . 


Diesel oil, shore 
plants 


Philadelphia, Pa. 
Kerosine, No. 1. .10.1 


do barges......9. 
Diesel oil, shore , 


$3.30 
No. 6 fuel, no 
$2.40 


do barges... . $2.37 
No. 6 fuel, max. 

. $2.65 

$2.62 


$4.06 
Heavy Diesel, 
bunkers. ..... .$3.83W 
Bunker C, 
bunkers $2.27W-2.37 
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. . 
Key Crude Oil Prices (As of July 15) 
United States 
WE IRI onc cccccccocceccosesesccesccses $3.23 
Oras 
West Texas sour, 36 gravity..............cceceeceeees 2.79-2.83 
Mid-Continent 
Wee srett 88 nelly E cedousinnthucduas aveamen 2.77-2.97 
North Dakota, 36 gravity. .........0...sceceeseseeees 2.62-2.87 
EG I nich bb ade Cu vaddlsdecssateennsvbsedd sackets 4.25 
Canada 
’ PIN ai ING L4E 6 0Kh 0d 2 0ncdé socwcaseccccusoeecess 2.38 
Bachaquero heavy, FOB Las Piedras, flat.............. 1.73-1.88 
Middle East ms 
Persian Gulf, FOB Ras Tanura 
SE  ctcnbisnisnccavadsacccdovuccecas 1.89-1.90 
Port Everglades Fla. 58 & above d.i. 
Kerosine, No. 1. .11.05W-11.3W Diesel. .. 9.5-10.125W 
No. 2 fuel... .....10.8W-11.1W No. 1 fuel. 9.25W-9.75 
Diesel oil, shore No. 2 fuel. 8.5W-£ 
..10.8W-11.1V No. 6jfuel....... $1. 60-1. 80 


pilants....... 
No. 6 fuel, no 

sulf. guar...... $2.35 

do barges...... $2.32 


Light Diesel, 
unkers...... .$4.662 

Bunker C, 

bunkers....... $2.32 

Portiand Me. 

Kerosine, No. 1. .10.3 

No. 2 fuel....... 9.8 

Diesel oil, shore 
plants......... 10.2 


sulf. guar “wee $2.49 
do barges...... $2.46 


Bunker C, 
bunkers....... $2.46 

Providence, R. |. 

Kerosine, No. 1. .10.2 


9.7 


1 
+ $3.32 


4 $2.48 
do barges...... $2.46 
N o. 6 fuel, max. 





1% sulf........$2.83 

do barges...... $2.76 
Bunker C, 

bunkers....... $2.46 
Savannah, Ga. 
Kerosine, No. 1. .11.1-11.4 
No. 2 fuel. . 10.9-11.2 
Diesel oil, shore 

plants cian 
No. 5 fuel....... $3.01 


sulf. guar...... $2.37 
do barges..... . $2.34 


unkers .. .$4.578W-4.704V 
Heavy Diesel, 
bunkers....... $3.65 
Bunker C, 
bunkers....... $2.34 
Tampa, Fla. 


Kerosine, No. 1. .10.9-10.95W 
No. 2 fuel. . 10.7 
Diesel oil, shore 


plants ..10.7 
No. 6 fuel, no 
sulf. guar...... $2.37 


do barges......$2.34 
Light Diesel... . .$4.62 


Bunker C, 
bunkers....... $2.34 
Toledo, Ohio 
Kerosine........12W 
Diesel oil. ..... . 11.9 
No. 1 fuel...... 11.75Y-12.9 
No. 2 fuel.......10.75W-11.9 
No. 5 fuel....... 8.75-9.05 
No. 6 fuel....... 8.25 
Wilmington, N. C. 
Kerosine, No, 1. .10.2 
No. 2 fuel. ...... 9.9 
Diesel oil, shore 
ences 
No. 4 fuel....... $3.34 
No. 5 fuel. . $2.91A 
Light Diesel, 
oe ee $ 
Okla. (Okla. shpt.) 
w.w. 
kerosine...... .9.875-10.25W 
58 & above d.i. 
Diesel.........9.75-10.25W 
No. 1 fuel...... 9.75V-10¥ 
No. 2 fuel 9W-9.25V 
No. 6 fuel....... $1.80-1.95 
Okla. Group 3 (Northern shpt.) 
42-44 w.w. 
kerosine....... 9.75-10.25 


August, 


N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. 
kerosine....... 10. 5-11.25 
bove d.i. 


58 & above d.i 
Diesel... . . 10.5-11V 
No. 6 fuel....... $1.95-2.50 
W. Tex. (Tex. & New Mex. shpt.) 
42-44 w. 
Retest aad Wi 11-11.25 
58 & above d.i 
No. 1 fuel. ......10.25-11 
No. 2 fuel....... 10 
No. 6 fuel....... $2.60 
pA (Truck transport lots) 
42-44 w.w. 
ibengeces 10.5-11.1 
58 & above d.i. 
seegevecese 9.75-10.5 
No. 6 fuel....... $2.00-2. 


58 & above d.i. 
“BOMBS Hes 10.75 
No. 6 fuel. ...... $2.60 
Kansas (For Kans. destinations only) 
42-44 w.w. 
kerosine.......10W-10.75W 
52& — di. 
[| Ss 
58 & above d.i 
Diesel. ....... .9.75-10.25W 
No. 1 fuel. ......9.75W-10.25W 
No. 2 fuel.......9W-9.75W 
No. 5 fuel....... $1.70 
No. 6 fuel. ...... $1.80-1.90 
row? es om to Ark. & La.) 





Western Penna.— hai 


Kerosine........ 

55 cetane Diesel. i 

No. 1 fuel....... 11.25 

No. 2 fuel....... 10.75 

36-40 gravity fuel.10.25 

Oli City 

Kerosine. . . . 12Vv 

55 cetane Diesel. .11.7 

No. 1 fuel. ..... 11.25V 

No. 2 fuel... nv 
Pittsburgh 

Kerosine 11.7W-11.95V 
50 cetane Diesel. .11.45 

No. 1 fuel.......11.7-12V 

No. 2 fuel 11,2W-11.5V 


36-40 gravity fuel.11.25 


Central Michigan 
Range oil, kero- 


sine eens ee dL. 3YW-13.25V 
P.W. distillate. . .13.1W-13.6 


No, 2 rs ‘ 1° 3V-12.5V 
0. fod. ...... 91-0 
No. 6 fuel....... 8.35-8.45 
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200.......... 8.5-11.25 
t fuel 
Hs Metin ve 0cesce $2.80 
ea 
Ps 100 Bvecseeeas $2.15-2.35 
Tank Car: 
40-43 ww. 
kerosine......... 15.8 
Stove di 
| wee 9-15.3 
Diesel 
PS 200.......... 8.5-13.8 
ht fuel 
. ae $2.80 
Heavy fuel 
/ eae $2.15-2.35 
Tank Truck (400 gal. or more) 
40-43 w.w 
kerosine......... 19.3 
Stove dis 
Cae 15.8 
| 14.3 
San Francisco Dist. 
Tank Car: 
41-43 w.w. 
kerosine......... 16.3 
| 3 ee 15.8 
ios 14.3 
ae fuel 
| $2.85-3.03 
Heavy fuel 
Gscdcouce’ $2.40-2.58 
Tank Truck (400 gal. or more) 
40-43 w 
kerosine......... 19.8 
Btove 
7. ee 16.3 
WeNekskadan: 14.8 
Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 
Diesel—PS 200.. .$5.09 
Bunker C—P8S 
GR i stcccvscece $2.10 
San Fi Calif. 
Diesel—PS 200.. .$5.30 
Bunker C—PS 
hie Ueeateoton $2.15 
Seattle. Wash. 
Diesel—PS 200.. .$5.55 
Bunker C—PS 


Guaymas 

Bunker C.......$3.20 
Manzanillo 

| See $5.42 
Bunker C....... $3.20 
Minatitian 

|" ee 
Bunker C....... $2.15 
Salina Cruz 
Diesel........... $5.42 
Bunker C....... $3.20 
Tampico 

): Se $3.88 
Bunker C....... $2.15 
Vera Cruz 

Bunker C........ $2.15 


Natural Gasoline 


} are to blenders on freight basis 
shown; shipments into tanks cars or pipe- 
Co apeay bal in any Mid-Continent 
basis of last sale unless 
aaa designated. 
FOB Group 3 
Grade 26-70 
4.5¢ 
FOB Breckenridge, Tex. 
ee 26-70 


LP-Gas 


Producers contract prices, tank cars 

New bg 
pO re 8.55-8.8 

Philadolohia bined 8.3 


Oklahoma 

Group 3.......4 
Baton Rouge... .4.625-4.875W 
New Orleans... .. 4.875 


Lubricating Oils 


Western Penna, 
Varese Neutrals—No. 3 Col. Vis. at 


5 p.t. 
10 ey ae at song 10405 flash. 
: 9 


200 vis. (180 at 100°) 420 to 425 flash. 
ARR 


inated 
148 to 165 va. a 20, Wo. 8 Co. 


Mid Continental 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals. 
vis. at 100° 0-10 p.p. 


Bright 
160-160 vis. 
6-10 p.p., 95 v.i... 23-24 


Neutral Oils—Conventional Pate Oils 
60-85 


86-110 vis. 

No. 2 col........ 15 
150 vis. No. 3 col.16.5 
180 vis. No. 3 col.16.75 


200-210 vis...... 19.5-20. 
Wi cvccccees .5-21.5 
Cylinder Stocks 
ar. olive 
Gi adceuenses 175 
Gulf Coast 
— Refined Oils 


Mid 
tinent grade crude: FOL ship at Gulf for 
Bright ~m vis. at 210 
150-160 
0-10 k.t., “ss vA. .24 


Sees iene 06 v.1. 0-10 p.t. 


Wie ccvcseee 
200 vis.......... 20.5 
Sec ascpocss 21.5 
PE Oisecnseces 22.5 
South Texas 
Vis. at 100° F., FOB 8. Tex. refineries for 
domestic and/or export shipment. 
Pale Olls 
100 vis. No. 
Hs sl oS 16.5 
No. 
Gn sececcce 17 
300 vis. No. 
a aeeedss 17.5 
eee 
+ No. 
3-4 col........... 18.25 
1200 vis. No. 
~ ae 18.75 
200 vis. No. 
Htevbeeetes 19.25 
Oils 
100 vis. No. 
Oissacecasea 15.5 
200 vis. N 
intecveceos 17 
300 vis. No. 
_ as 175 
600 vis. No. 
6-6 col........... 18 
750 vis. No. 
6-6 col,.......... 18.25 
1200 vie. No. 
Cf Seer 18.75 
2000 vis. No. 
6-6 ool........... 19.25 
(Continued on next page) 





REFINERY AND TERMINAL PRICES _ 
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Avgas 

New York, N, Y. 
Grade 100/130... 
Grade 91/96.....17. 
Grade 80.... 


oo 
Grade 100 
irade 80 


Wax 


West yet Ne tn bulk) 
248 AMP wh 
crude scale. . ie 28 


Seaboard Wax 

Prices are for bulk lots in cents per pound 
in tank cars or tank & code. F.0.B.Atian- 
tie or Gulf Coast refi For slabs, 
add: 0.9¢ Ib. for 1500-2,00 000 Ib. pallets; 


1,15¢ for bg A pe 1.6¢ lb. a 
Ib. cartons. ting points are AM 
nelites 

124-180.........6.6 


Refined Wax 
123-145. .......7.65 
Refined Wax 

149-151........- 9.15 


Petrolatums 


Western Penna. 
Bbis.; carloads; -_ =, 2.25¢ less. 


Light amber. .... 
pS re & : us 
ed 6.7 


Naphthas & 
Solvents 


Mad. 


Baltimore, 
Mineral spirits. ..17.5 


Providence, R. |. 
Mineral spirits. ..18.6 


FOB Group 3 

Stoddard solvent . 13.375 

Gon — geokthe.t 3.875 
Naphtha. ......13.875 

Mineral spirits. . ‘ 


12. 875 
aes 2 
Benzol diluent. . 


is. 375 
.15.125-15.625 


Western Penna. 
Ol City: 
Stoddard solvent. 18 


Stoddard vaiveot..18 








Tank Wagon Prices 








Prices for gasoline do not include taxes; they do however, include inspection fees, 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate 
column include 3¢ federal and state taxes; also city and county taxes as indicated in 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
in effect July 15, 1959, as posted by principal marketing companies at their head- 
quarters’ offices, but subject to later correction. 


Mobil Oil Co. 


Mobi 


New York City 
Manhattan. ... 
Bronx.... 
Kings 
Queens 
Richmond beige 

Mt. Vernon, N.Y... 

Albany... Py 

Binghamton...... 

Buffalo : 

Jamestown... .. 

Plattsburg.... . 

Rochester 

Syracuse 

Bridgeport, Conn. 

Hartford 

New Haven.... 

Bangor, Me. 

Portland 

Boston, Mass... 

Manchester, N. H... 

Portsmouth 

Providence, R. I. 

~~ Vt. 

Rutland. . 


*Com. cons. t.c. prices 0.15¢ higher. 


Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2 
Discounts: Mobil Kerosine & Mobilheat 


of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 


( 


Cwwew SIO SD eS tO tO DOS 


Swen noe.c 


$ Gasoline 
ular) 

Cons. Gasoline 
T.W 


a q D 
Cr oO -s33-95) 


CNN eo 


ee 


2% city sales ta 


NYC (all boroughs) & Mt. Vernon, t.w. owe 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 


12.3 
12.3 


July 15 
Month ago 
Year ago.... 





NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
16.20 
16.39 


16.24 12.84 


Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast. 





*Mobil Kerosine 
Cc. Yard T.W 


eOk-M: HON Wwe 


oruec: 


Dare 


T.C. 


Mobitheat 
*(No. 2 Fuel) 
Yard T.W. 


—- 


SHRM —KSSeo: oS 
co: 


SONnNOK pe oD: 
a 
Co: SN 222022 Amz 
&: 8: 2eeee £ 


11.8 
11.8 


All points, t.w. less 0.5¢ for deliveries 











ragon 


30 £. 40 ST., N.Y. C. EM 1-4100 








color tor 


Tare) 


aelastiaciahi 
solvent extracted 


FYole[bita-mm ¥] ofeiel] | 
° 
Petroleum Colors 


PATENT CHEMICALS, 
INCORPORATED 


Paterson 4, New Jersey 








Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York 


Sydney, N. S. 


Boston 











(To obtain more data on advertised products see page 200) 





@ SOLVENT NEUTRALS 
AND BRIGHT STOCKS 
@ MULTI-PURPOSE OILS 
@ CYLINDER STOCKS 


KERR-McGEE OIL INDUSTRIES, INC 
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Atlantic Refining 







Atlantic Gasoline —— 
(Regular) No. 2 
r. Cone. Gasoline No. Tue (a) - nia) 
T.W. T.W. Taxes T.W. 
Philadelphia, Pa.... °15.3 16.3 8.0 15.0 her 
Reading \ 16.3 8.0 15.25 14.6 
16.3 8.0 15.25 14.6 
16.3 8.0 15.25 14.6 
16.3 8.0 15.55 14.9 
16.3 8.0 15.55 14.9 
17.1 8.0 15.8 14.95 
17.1 8.0 15.8 14.95 
17.1 8.0 15.8 14.95 
17.1 8.0 15.8 14.95 
15.9 8.0 éoeu sides 
16.7 9.0 eave en 
16.7 9.0 oawe 14.6 
14.4 8.5 cece exes 
15.4 8.5 acee sade 
. 14.9 9.0 ves 14.4 
, 15.7 8.0 14.7 14.2 
‘ 15.7 8.0 14.6 14.1 
‘ 16.4 9.0 15.0 14.2 
; 16.7 9.0 15.6 14.9 
: 16.4 9.0 16.2 15.8 
: 16.7 9.0 16.0 15 3 
‘ 16.7 9.0 15.7 15.1 
=r . 16.9 9.0 ane Cada 
Baltimore, M 14.9 15.9 9.0 ates 14.0 
Richmond, Va 13.9 15.9 9.0 14.8 14.1 
Charlotte, N. 14.9 15.9 10.0 14.9 14.2 
Jacksonville, Fla 14.9 14.9 10.0 woe sca 
Miami........ 14.9 16.1, 10.0 oned 
*Pair-trade minimum service station price..........+...+ Sastun b ala ~edaeel 19.9¢ 
**Fair-trade minimum service station price...............seecesseecenseeses 20. 9¢ 


Heavy Fuels 
No. 5 No. 6 
I Fee Ee Feo etecccagsebesi 9.36 7.2 

*Less 0.19¢ voluntary allowance. 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add 1¢ gal 
for t.w. deliveries under 100 gal at one timc. Camden—Add 1¢ for deliveries of 100-299 

gal, 2¢ for under 100 gal. 

(a) Prices subject to 0.5¢ per gal discount; except Philadelphia and Camden, 0.6¢; 

and Charlotte, no discount. 


Esso Standard 








Esso Gasoline Kerosine 
(Regular) and No. 2 
Dir. Cons. Gasoline No. 1 Fuel Fuel 
T.W. T.W. Taxes T.W. T.W. 
Atlantic City, N.J...... 15.0 16.0 8.0 14.6* 14.1 
De incbescenswe 15.0 16.0 8.0 14.6* 14.1 
Baltimore, Md.. 14.9 15.9 9.0 eens 14.4 
Cumberland. ..... 15.9 16.9 9.0 ween oat 
Washington, D. 14.9 15.9 9.0 anal 14.7 
i 15.4 16.4 9.0 15.2* 14.4 
14.9 15.9 9.0 14.8 14.1 
13.9 14.9 9.0 14.8 13.7 
14.9 15.9 9.0 14.8 14.1 
15.9 16.9 9.0 16.2* 15.2 
14.9 15.9 10.0 14.9* oad 
14.9 15.9 10.0 16.4* 
14.9 15.9 10.0 15.3* 
16.1 17.1 10.0 15.3* 
14.9 15.9 10.0 14.9 14.2 
14.9 15.9 10.0 15.1 14.5 
14.9 15.9 10.0 15.4* 14.7 
15.1 16.1 10.0 15.7 15.1 
14.9 15.9 10.0 14.9 14.2 
14.8 15.8 10.0 eitta 13.6 
14.9 15.9 10.0 sden 15.0 
14.8 15.8 10.0 subh 13.9 
ew Orleans, La 12.9 13.9 10.0 13.1* sete 
Baton Rouge. . 13.9 14.9 10.0 12.9° 
Alexandria... 14.9 15.9 10.0 14.0* 
Lake Charles. 13.9 14.9 10.0 12.8* 
Shreveport .. 14.9 15.9 10.0 14,9* 
New Iberia... 14.9 15.9 10.0 13.3° 
Knoxville, Tenn. 14.9 15.9 10.0 15.3* 
Memphis....... 14.0 15.0 10.0 14.8* 
Chattanooga eans owe 10.0 15.2° 
See 14.9 15.9 10.0 15.1* 
Little Rock, Ark........ 14.4 15.4 9.5 15.5* 
*Prices apply for kerosine only. 
Heavy Fuels 
No. 4 Fuel No. 6 Fue! 
I ci end ox KcaRR eee ted duany ss Combadeeeaeted $3.782 $3.03# 
PI My 5 «9 b60 000s dpb sencdssecctsrandceontee’ 4.14 3.23 
Washington, D. C. 1,050 gal minimum.................... 4.42 3.26 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 
gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 

#Subject to temporary voluntary allowance of 8¢ bbl. 











. . 
(Prices are per gal; to arrive at price per U. 8. 
Imperial Oil Sespenrsizes 
Esso Gasoline ou 
(Reqier) Gasoline Keresine (No. 2 Fuel) 
. TW, Taxes Ww, TW. 
© Jehals, Hea. ese 22.9 17.0 24.7 18.2 
Halli -8.. - 21.9 17.0 23.7 17.2 
21.9 15.0 25.7 17.2 
23.6 16.0 26.2 18.8 
22.3 13.0 24.6 17.8 
22.3 13.0 25.1 18.1 
22.3 13.0 25.1 18.1 
22.3 11.0 28.5 18.4 
24.9 11.0 28.5 20.6 
21.6 12.0 25.2 17.1 
24.5 12.0 27.9 17.4 
20.8 10.0 24.4 16.2 
‘ton, 20.3 10.0 23.9 15.7 
Vancouver, B. C 22.3 10.0 25.4 17.1 


Taxes: Gasoline taxes are provincial taxes. 
Note: ‘Premium-grade t.w. 5.0¢ above regular. 


(Established tank wagon prices are shown 
below. Some temporary prices may be in 
effect in one or more localities.) 


Indiana Standar 


Red Crown Gasoline Standard 
(Regular) Furnace Oil 
Dir. Cons. Gasoline Kerosine 1-99 100 gai 
T.W. T.W. Taxes T.W. gal and over 
Chicago, Tll........ 16.4 18.4 8.0 17.1 15.9 (a) 
South Bend, Ind.... 16.0 17.5 9.0 17.5 16.2 15.2 
Detroit, Mich...... 16.5 18.0 9.0 17.8 16.1 15.1 (b) 
Mpls.-St. Paul, Minn. .... 18.3 8.0 17.3 15.9 (a) 
Des Moines, lows... ae 17.7 9.0 17.5 15.7 7 
St. Louis, Mo...... eke 16.9 7.5 17.5 15.9 14.9 
Wichita, Kansas 16.1 17.6 8.0 16.2 14.1 13.1 
Omaha, Nebr....... tea 17.8 10.0 17.7 15.2 14.2 
Fargo, N. D........ 17.1 18.6 9.0 19.2 16.5 15.5 
Huron, 8. D........ 17.4 18.9 9.0 . : 16.4 15.4 
Milwaukee, Wis.. 16.4 17.9 9.0 15.9 (a) 
(a) See below for | prices on larger quantities. (b) 14.9¢ te ts gal & over. 
Standard Furnace Oil = Stanolex Fue Stanolex Fuel C 
100-399 400 gail 1-749 180 oe 1-749 750 gal 
/ gal & over & over & over 
Chicago.......... 14.9 14.4 11.55 10.8 10.25 9.5 
Standard Furnace Oi! 
100-174 175-849 850gal 100-3495 350 gal 
gal gal & over gal & over 
Mole.-Gt. Paul .....0.cccccses 14.9 14.2 Hie ated ee: 
pe 14.9 14.4 


Taxes: St. Louis gasoline tax parent ~ city ton, Des Meine kerosine & furnace oi! 
prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to be 
added where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


Standard of Cal. 


Prices are tank truck postings, ex all taxes, ap- 
as & for deliveries of 400 gal or more; see 
for other deliveries. 











Standard 
“Pearl Chevron 

Chevron Gasoline oil" Diesel Furnace Stove 

(Regular) Taxes Kerosine Fuel oil ou 
18.3 9.0 19.8 4.8 14.8 16.3 
17. 9.0 19.3 14.3 14.3 15.8 
19.4 9.0 21.8 15.6 15.6 17.1 
19.5 8.0 22.7 16.7 16.7 19.7 
20.7 9.0 22.4 17.3 ose 
18.9 9.0 21.8 15.1 see 
19.0 9.5 21.8 15.2 ese 
21.2 9.5 24.6 16.8 mn 
19.0 9.5 21.8 15.2 obs 
20.7 9.0 31.6 16.7 6.7 2 
19.3 9.0 20.7 15.3 13.8° 15.8 
19.4 11.5 20.9 15.6 15.6 
29.1 8.0 37.9 eee 
20.6 8.0 29.8 

No. 3 Barner Oil. 
Taxes: Honolule— Diesel /furnace oil price is ex 1¢ territorial tax; all T.H. prices are ex- 


Hawaiian gross income tax of 0.75% wholesale and 3.5% retail. 
Coovres (renter nad 1¢ for 40-199 yh 0.5¢ for 200-399 
to 400-gal-and-over . 
es than 40 ea add Be el watt at Hoel differential applies 99 gal: for 
oat 2 anh, cacent of Honolulu add &¢ for or ethan 40a to to marine 


100 ga . Chevron Supreme (premium) 
ry Hie 4 Chevron (rerun) for quantity delivered at all oeiute on pao Rit lake 
City. 3. oO ogg on Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
av: > 
Kerosine—Add to 400-gal-and-over price 11¢ - on than 20 6¢ for 20-199 
3¢ for 200-399 gal; —_ pay ne bey deduet 3 peek os 
stove oi! to 400-gal cod-over 40 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. a " - 
(Continued on next page) 














; sto to Figure 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 





New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request 
DEGREE DAY SYSTEMS 39-30n sath st. WOODSIDE Ac N.Y. T Wining 8-6666 
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TANK WAGON. 






































Ohio Standard Continental Oil 


Sohio Extron Gasoline (Regular) ae No ses ' 
Consumer s. Cont Tw. OOM NB. Prices are Continental’s tank wagon prices. Current selling prices may vary trom 
- hese shown because of local conditions.) 


Cenoce a Se ae 
Gasoline Gaso- ry 


‘ a = 
Regu ‘axes 
Aa deliveries of os 


= 68 ; en aed eat 98 gal, deduct 0.5¢; 
els ian 1¢. 
0.6 Notes: Premium-grade t.w. ye 
laeillon ry § 18.7 above regular, except Utah & 
, ’ . 18.8 


premium 
Notes: ate Nos. 1 & 2 Fusle—Prioes are for 100 gal or more; for 60-00 gal, add *Prices apply 
1¢; 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, re- ' sees 18.9 except Oklahoma points where consumer 
Me cue raven BB 8.8. prices are at company-operated stations. 19.9 prices are 1¢ higher. 


“Summer discount of 0.5¢ on tw. lena except at Portsmouth and Zanesville. 20.9 
Kentucky Standard 


19.9 
: oe lie 
Texas Company = tm seit 7 oe" fe 
Fire Chiet Gasoline Austin...... 16 ze , 164 98 15.9 
(Regular) 


Kerosi ° 11.0 15.8 
Dealer hw Dealer” Port Arthur.. 10.0 16.1 


“WwW. Ww. OTCLW. cksonville, 

Z Gasoline taxes: 8¢. Fis. 16.1 100 15.9 
Dallas, Tex... 16.9 ‘ogee, real! 10.0 16.1 
Ft. Worth... 16.4 16.9 _ Notes: Prices are for min. 25-gal. de- . ; ; . 
Wichita Falls 15.6 16.9 i Gasoline—Premi Taxes ham gasoline taxes in- 
Amarillo.... 16.4 16.9 t aboma . aut LA ie County tax. Kerosine 
TYUP.+ sce 16.4 16.9 . diss xes not included in prices: Georgia 1¢; 
E} Paso se re ee consumers. 1 Misdanppl, 0.5¢. 


, SBSBESSEEEE3 
eoceoocevwowooeocn 





2 eseLeeccece 
Co eoeooocooco So 





Gasoline Markets 











Gasoline Consumption by States, February 1959 


(American Petroleum Institute Figures) 
Tax Ratet Month of 3 Months Ending With 

March February oad March 1959 March 1958 March 1959 larch 1958 

Cents 000 Gal 000 Gal. 000 Gal. 000 Gal. 000 Gal. 
Alabama 7 70, 486 83 ,055 76,090 231,634 218,613 
Arizona 5 37,37 39,856 36,424 117,836 108 ,445 
Arkansas 6! ‘ 37 55,354 43,640 137 ,726 126,590 
California 6 32,746 483,454 443,240 1,380,112 1,296,317 
Colorado 6 3, 53,850 46,778 150,002 140,369 


Connecticut 6 55,179 57,349 rity 173,412 163,691 
Delaware g 13,585 16,235 45,511 41,295 
District of Columbia 6 15,668 17,147 49,942 47 ,396 
Florida 156,000 168 ,898 5 483,496 455,107 
Georgia 93,244 107 ,256 § 303 ,568 288,424 


18,979 21,218 20,3 55,884 52,497 
203,797 2 2 224,02 668 ,676 649,366 
121,097 62 ‘ 388 , 286 375,555 

80,179 7 5 232,759 228,973 

80,309 85,22 74 229,816 217,723 


Jdaho 
[llinois 
]ndiana 
owa 
Kansas 


Kentucky 62,836 74,31: 7, 203 ,666 192,443 
Louisiana 69,809 7 2 226,723 217,581 
Maine 21,139 2, y 66, 102 62,148 
Maryland . j 64,582 ve 206 ,050 187,803 
Massachusetts. . . 100,521 104,904 95,511 313,550 297 ,825 


Michigan bs 5 183,339 199,507 188, 679 582,200 567,081 
Minnesota . § 80,937 95,968 378 269,465 252,840 
Mississippi 42,459 61,404 5 157 ,427 141,424 
Missour) d 117,121 144,051 ,597 389,431 357 ,224 
Montana j 15,878 21,965 q 57,337 51,422 


Nebraska a wn 35,931 44,667 39,381 121,200 
Nevada ; 9,994 11,049 9,605 30,429 
New Hampshire j 14,084 14,547 12,468 43,668 
New Jersey h 140,591 157 , 450 140,739 451,862 
New: Mexico , j 36,086 34,854 28,648 102,073 


New York 5 295, 302,313 295 ,086 912,701 
North Carolina 7 228 115,122 107,774 337,890 
North Dakota 5 16, 010 19,927 ¢ 52,110 
Ohio 230,957 249,911 356 726,690 
Oklahoma BM 73,663 83,075 25 234,484 228, ‘003 


Oregon 5 43,183 50,290 95% 142,664 137 ,033 
Pennsylvania f 226 ,596 252,702 ¢ 728,423 696 ,033 
Rhode Island 5 18,328 19,227 ’ 57,371 57,787 
South Carolina 51,357 60,464 d 168,930 158,048 
South Dakota ‘ j 20, 456 22,841 19,598 65,856 60, 486 
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(American Petroleum Institute Figures) 
Month of 


Tax Ratet 
March 
Cents 
ennessee. . 7 
exas... 5 
Utah..... 6 
Vermont. . 6% 
Virginia. 6 
Washington 64 
West Virginia 6 
isconsin. .... 6 
Wyoming...... 5 


Total 48 States and D. of C. 


Daily Average. ... 


Change from previous year: 


Total Change... . 


Percentage change i in Daily Average. 


3 Months nee With 
ser 1959 March 1959 March 1958 March 1959 arch 1958 
000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal. 

90,025 103 ,030 106 ,601 280,728 258 ,853 
349,814 380,587 366 ,037 1,100,252 1,031,793 
23,303 25,758 24,079 74,139 69,598 
8,212 8,734 8,005 25,815 24,534 
94,197 105,994 93,340 300,993 276,091 
82,509 88,512 84,073 237 816 227 982 
30,572 54,091 37,451 123 ,905 110,771 
84,17 93,268 88,031 271,351 261,605 
8,900 11,705 10,295 31,717 29,917 
4,305,759 4,833,398 4,465,910 13,743,677 12,969 ,000 
153,777 155,916 144,062 152,708 144,100 

+367 ,488 +-774,677 

+8. 23% +-5.97% 


*These a1 are state tax rates per gallon. In addition there is the federal tax of three cents (3¢) per gallon. 
*New York gasoline tax up two cents (2¢), March 1, 1959. 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes 


jn 55 representative U. 1959 as compiled by National Petroleum 








Dir. T.W. Ser. Sta. Tax Ser ‘ 
(ex tax) (ex tax) (incl. 3¢ federal) (inel. tax) 
Average U. 8. d-16.06 i-21.33 i-9. 12 i-30.44 
Portland, Me. i-14.90 1-18.90 10. 00 1-28.90 
Manchester, N. H. i-15.60 i-19.90 j-10.00 i-29.90 
Burlington, Vt. ‘ 17.30 24.40 9.50 33.90 
Boston, Mass. 12.40 16.40 8.50 24.90 
Providence, R. I. d-12.90 d-16.90 9.00 d-25 .90 
Hartford, Conn... 15.20 19.90 9.00 28.90 
Buffalo, N. Y. d-15.90 d-21. 40 9.00 d-30. 40 
New York, 3 ¥. d-15.70 d-20.70 9.00 d-29.70 
Newark, N. 14.20 18.90 8.00 26.90 
Piiladeiphia, Pa. 15.30 19.90 8.00 27.90 
Wilmington, Del. 14.90 18.90 8.00 26.90 
Baltimore, Md. 14.90 20.90 9.00 29.90 
Washington, D. C. 14.90 19.90 9.00 28.90 
Charleston, W. Va. 1-14.90 i-19.90 10.00 1-29.90 
Norfolk, Va. d-10.40 d-13.90 9.00 d-22.90 
Charlotte, N.C. 14.90 19.90 10.00 29.90 
Charleston, S. C. 14.80 19.90 10.00 29.90 
Atlanta, Ga. d-11.90 21.40 9.50 30.90 
Jacksonville, Fla. 14.90 19.90 10.00 29.90 
Birmingham, Ala. d-13.90 d-18.90 11.00* d-29.90 
Jackson, M ss. 16.50 21.50 10.00 31.50 
Memphis, Tenn. i-13 .90 1-18.90 10.00 1-28.90 
Louisville, Ky.. 15.90 20.90 10.00 30.90 
Cleveland, Ohio 16.10 20.90 10.00 30.90 
Cincinnati, Ohio 14.40 18.90 10.00 28.90 
Indianapolis, Ind. 17.10 22.90 9.00 31.90 
Chicago, Ill... .. 15.60 21.90 8.00 29.90 
Detroit, Mich... 12.30 18.20 9.00 27.20 


8. cities on July 1 





0 





useful 


Why do oil market- 
ers read National 


Petroleum News? 


Because it’s full of 


money- 


ment ideas 


making manage- 
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News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease 
as compared with June 1, 1959. Tax col. indicates only motor fuel taxes levied as such. 


Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (ex tax) (incl. 3¢ federal) (incl. tax) 
Milwaukee, Wis. 16.40 21.90 9.00 30. 96 
Twin Cities, Minn d-14.20 4-18.90 8.00 d-26 .90 
Fargo, N. D. d-17.10 d-21.90 9.00 d-30.90 
Huron, 8. D. 17.40 24.90 9.00 33.90 
Omaha, Neb. 16.40 21.90 10.00 31.90 
Des Moines, Ia. 16.30 21.90 9.00 30.90 
St. Louis, Mo. 16.40 22.40 7.50°** 29.90 
Wichita, Kans. 15.90 21.90 8.00 29.90 
Tulsa, Okla. 16.30 22.40 9.50 31.90 
Little Rock, Ark. 13.40 18.40 9 50 27.9 
New Orleans, La. 12.90 17.90 10.00 27.90 
Dallas, Tex. 16.40 21.90 8.00 29.90 
Houston, Tex. 15.40 20.90 8.00 28.90 
El Paso, Tex. 17.80 21.90 8.00 29.90 
Albuquerque, N. M. 18.60 24.60 9. 50° 34.10 
Denver, Colo. 16.60 22.90 9.00 31.90 
Cheyenne, Wyo. 18.90 25.90 9.00* 34.90 
Great Falls, Mont. 19.90 26.90 9.00 35.90 
Boise, Idaho 20.70 27.40 9.00 36.40 
Salt Lake City, Utah 19.30 i-24.90 9.00 1-33.90 
Reno, Nev. 20.70 28.00 9.00 37.00 
Phoenix, Ariz. 19.50 d-22.90 8.00 d-30.90 
Los Angeles, Calif 17.80 18.90 9.00 27.90 
San Francisco, Calif. 18.30 23.40 9. 00 32.40 
Portland, Ore. 18.90 19.90 9.00 28.90 
Seattle, Wash. 19.00 1-26.40 9.50 1-35 90 
Spokane, Wash. 21.20 26.40 9.50 35.90 


*Includes 0.5¢ city tax. ** Includes 1¢ city tax. *** Includes 1.5¢ city tax. 





EVER-TITE ¢ JPLING Cf 


254 West 54th Street New York 


(To obtain more data on advertised products see page 200) 
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SUBMARINE HOSE 
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From tanker to shore...the hook-up is U.S. Amazon Hose 


The only submarine unloading point for oil tankers on the 
East Coast is at the Northville Dock Corp., Long Island, N.Y. 

The operators say that submarine unloading would be 
impossible without hose of this character. Foreign and 
domestic tankers use this undersea hose (7100 feet offshore) 
as a hook-up to pipelines discharging heavy and light fuel 
oil directly into storage tanks on shore. Expensive dock and 
wharfage facilities are eliminated. The tankers are moored 
at sea. 

The U.S. Amazon® Hose H2323 in use here resists the 
corrosive action of salt water and the turbulent action of 
swift tides. Its lightness and flexibility enable crew mem- 


Mechanical Goods Division 


bers to make it fast to the deck headers in record time. 
Also it curves easily from the water to the deck. There is 
never any sharp bend to impede flow. 


Similar installations for other oil companies are located 
at world-wide points, proving the soundness of the con- 
struction features and the over-all quality of U. S. Amazon 
Hose. 


When you think of rubber, think of your “U.S.” Distributor. 
He’s your best on-the-spot source of technical aid, quick 
delivery and quality industrial rubber products, 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 


(To obtain more data on advertised products see page 200) 


In Canada: Dominion Rubber Company, Ltd. 
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THE TWENTY-NINERS have had 
their annual wingding for the year, 
holding it at New York City’s Savoy 
Hilton late in June. 

The Twenty-Niners are a group of 
former Richfield Oil Corp. (N. Y.) 
employes who were working for the 
company at its start in 1929, and 
who have become successful Rich- 
field jobbers since 1937, when Rich- 
field gave up its direct marketing in 
favor of jobber representation. Thus 
the Twenty-Niners represent the core 
of Richfield’s jobber network. As 
such, it is an exclusive club. 

These jobbers organized informally 
in 1954 to mark Richfield’s 25th an- 
niversary and to honor Fred Meeder, 
Richfield’s president. Annual meet- 
ings, usually dinner parties, have been 
held since then to renew friendships 
and to meet with present and former 
Richfield officials, many of whom are 
honorary members of the Twenty- 
Niners. This year’s party informally 
marked Richfield’s 30th anniversary. 

Charter members of the Twenty- 
Niners are: 

Kenneth P. Buckley, former branch 
manager at Utica, N. Y., who now 
heads Buckley Petroleum Products, 
Inc., Syracuse, N. Y. 

Joseph W. Butler, who was vice 
president of Lamson Oil Co., Provi- 
dence, R. I., when Richfield bought 
an interest in the operation in 1929. 
He is now president of Butler Oil 


Wa...) San WARD, Fred Meeder, Rich- 
field Oil Corp., (N. Y.) president, enter- 
taining the Twenty-Niners at the annual 
Richfield jobbers’ meeting 


he - See? 


About Oil People 


It's the Most Exclusive Jobber Club Going 


Richfield Twenty-Niners 
hold anniversary party 
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EXCLUSIVE CLUB. Here are former employes of Richfield Oil Corp. (N. Y.), now 
Richfield jobbers, who are the charter members of the Twenty-Niners. Seated (I. to r.) 
are: S. B. Gelfer, K. P. Buckley, G. L. Savory, L. H. Setzer. Standing (lI. to r.) are: 
H. R. Deull, W. S. Kimber, J. W. Butler, R. T. Westmoreland, Jr. 


Co., Philadelphia, Pa., and also presi- 
dent of the Pennsylvania Petroleum 
Assn. 

Harold R, Deull, former salesman 
in Camden, N. J., who runs Deull 
Fuel Co., Atlantic City, N. J. 

Samuel B. Gelfer, former terminal 
superintendent in Long Island City, 
who operates Westchester Fuel Co., 
Yonkers, N. Y. 

Warren S. Kimber, former branch 
manager at Syracuse, whose jobber- 
ship operates as Kimber Petroleure 
Co., Newark, N. J. 

George L. Savory, former mer- 
chandiser at Philadelphia, now own- 
er of Savory Oil Co., Binghamton, 
N. Y. 

Lawrence H. Setzer, former sales- 
man in Newark, who heads Setzer 
Petroleum Corp., Camp Hill, Pa. 

Reid T. Westmoreland, Jr., former 
traveling auditor, who is now running 
Lamson Oil Co. in Providence. West- 
moreland is permanent chairman of 
the Twenty-Niners. 

Another charter member, John R. 
Chambers of Chambers Oil Corp., 
Utica, N. Y., died in February 1958. 

In addition to Meeder, honorary 
members include Ralph F. Glock, 
Richfield vice president; George A. 
Hernandez, Richfield’s manager of 
marketing operations; Mare F. 
Braeckel, former Richfield president, 
now board chairman of Sinclair Re- 
fining; W.-Chalmer Burns, former 
Richfield president, who is now top 
man at Hartol Petroleum Corp.; 
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James E, Dyer, vice chairman of Sin- 
clair Oil’s board of directors; and 
Howard G. Meyers, assistant manag- 
er of Sinclair Refining’s wholesale 
sales. 

While the Twenty-Niners as a 
group meet once a year, they also 
get together at the annual Richfield 
jobbers’ meeting. Then it’s Meeder’s 
turn to treat. And it’s generally a 
champagne breakfast, with Meeder 
(see picture) togged out as a wine 
steward. 


NEWS NOTES 


Jobberships are changing hands out 
Iowa way. Willard Jensen sold Jensen 
Oil Co., Mt. Pleasant, to Richard Voss, 
a former Shell employe; Gifford Shuey 
sold Shuey’s Service, (Deep Rock), Mt. 
Pleasant, to Herman Martin, formerly a 
partner in the Martin Oil Co., also Mt. 
Pleasant; and Robert Brekke left his job 
with the sales department of Cities Serv- 
ice Oil Co. to form a new Conoco 
jobbership, Brekke Oil Co., in Webster 
City. 





2 

J. W. Meehan has been elected presi- 
dent of the Derby Refining Co., Division 
of Colorado Oil and Gas Corp. Form- 
erly executive vice president and general 
manager, Meehan joined Derby in Au- 
gust 1957 after executive assignments 
in the crude oil supply and transporta- 
tion division of Pure Oil Co. W. G. 
Tierney, former president of Derby, con- 
tinues as a vice president and director 
of the parent Colorado. 


(Continued on next page) 
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Jones Watson 


Warren Stauffacher 


Top Brass Changes at Cities 


W. ALTON JONES turned over to Burl 
S. Watson his duties as chief executive 
officer and chairman of the board at 
Cities Service Co., the parent holding 
company. Jones will continue as chair- 
man of the executive committee, devoting 
his major attention to special develop- 
mental projects both domestic and for- 
eign. Watson, president since 1953, is 
succeeded by J. Ed. Warren who joined 
Cities Service in October 1958 when he 
resigned as senior vice president of the 
First National Bank of New York. War- 
ren had previously been an independent 
oil producer and in 1952-53 was deputy 
administrator of the Petroleum Admini- 
stration for Defense. 


10,000 REDA SUBMERGIBLE 


. . For service station 


A Reda Submergible Gasoline Pump operates submerged in the storage tank 
If the unit should need to be 


which may be located wherever convenient. 


removed for any reason such as for tank service, etc., it can be easily extracted 
by one man. It will pump high vapor pressure fuels and will not vapor lock 
Sizes include ‘4, '; and \% h.p. models with capacities to over 60 gpm. One 
Reda Submergible Gasoline Pump can service up to eight dispensers 


Proof of Reda’s top quality is evidenced by the number of major Gasoline 
Dispenser manufacturers who have and are installing our Reda Submergible 
Gasoline Pumps under their own individual brand name. 


Check Reda’s cost-saving advantages. Write for bulletin R-652 which includes 


performance curves and selection chart. 


REDA PUMP COMPANY 


At the same time, three senior vice 
presidents were elected: A. P. Frame, 
Charles S. Mitchell and George H. Hill 
Jr.; and two vice presidents, Erle G. 
Christian and Edward L. Stauffacher. 

Stauffacher, who joined Cities Service 
in 1924, has been president of the sub- 
sidiary Cities Service Oil Co. (Pa.) since 
1955. A vice president of the parent 
company, he will coordinate marketing 
activities of the entire Cities Service 
system. 

F. M. Simpson, executive vice presi- 
dent of Petroleum Chemicals, Inc., chem- 
ical manufacturing affiliate, succeeds 
Stauffacher as president of Cities Service 
(Pa.), effective Aug. 1. Simpson joined 


GASOLINE PUMPS INSTALLED 


remote pumping systems 

















The ease of instal 
lation and excellent 
performance of these 
thousands of Reda 
manufactured gasoline 
pumps tell why service 
station owners and op 
erators choose Reda 
10,000 Reda Submerg 
ible Gasoline Pumps 
have proved they pro 
vide trouble-free serv 
ice for over 5 years 

















BARTLESVILLE, OKLAHOMA 


Manufacturer of Submergible Pumps for Oil, Brine, Water, Gasoline, Jet Fuel, 
Chemicals and LPG for over 35 years 


(To obtain more data on advertised products see page 200) 


the Cities organization in 1923 as a 
junior engineer, and, after a variety of 
assignments, became president of Cit-Con 
Oil Corp., lube and wax subsidiary, in 
1951..In 1954, he joined Petroleum 
Chemicals as vice president and general 
manager. Two years later he was named 
executive vice president. 


H. D. Monroe has been named as- 
sistant manager of Esso Standard Oil 
Co.’s Louisiana sales division. He is a 
former district manager at Baton Rouge 
and Shreveport. More recently he has 
been sales manager at the division head- 
quarters in New Orleans. 

Monroe succeeds W. H. Johnson, as- 
signed to the New York office of Stand- 
ard Oil Co. (N.J.) as assistant manager 
of marketing development in the mar- 
keting coordination department. Assistant 
division manager in Louisiana since 
1957, Johnson was formerly an assistant 
employe relations manager (marketing). 

J. B. St. Pierre has been appointed 
to the newly created post of dealer 
sales manager in Esso Standard Oil Co.’s 
Louisiana sales division. With Esso since 
1947, he served as industrial sales repre- 
sentative and has been manager of the 
firm’s Baton Rouge ‘sales district since 
1957. 


Hawke Dodson 


W. B. (Bart) Hawke, Texaco’s general 
sales manager (merchandising), has 
switched to foreign marketing as as- 
sistant general manager, foreign opera- 
tions department (Western Hemisphere 
and West Africa). With the change, 
Charles H. Dodson, formerly general 
sales manager (wholesale), becomes gen- 
eral sales manager, domestic sales de- 
partment, responsible for both wholesale 
and merchandising. 


I. G. Morgan, formerly assistant gen- 
eral sales manager of Texaco’s Pacific 
Coast region, moves up to general sales 
manager. He succeeds Drewry E. Beaton, 
who retired last May after 42 years 
with the company. Morgan has been 
with Texaco since 1931. He held various 
sales position in the South and became 
manager of the Dallas sales division in 
1947. He has been assistant manager 
on the West Coast since 1953. 

H. E. Paul, manager of the Seattle 
sales division since 1953, succeeds Mor- 
gan. A. G. Daubert, assistant division 
sales manager, moves up to replace Paul. 
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Paul Fike, Phillips jobber in Lake City, 
Fla., took an active part in the city’s 
céntennial celebration and, at the same 
time, tied in the oil industry centennial. 
Bearded himself, Fike set up an old 
fashioned stock, (above) labelled “Had 
razor did shave” for pie-throwing pur- 
poses when a beardless citizen was 
caught. The rest of the display presented 
a review of oil's first 100 years with 
photographs, a banner and antiquated 
pumps. 
* 


W. D. Macyill 
Jr., recently re- 
elected _ president 
of the Virginia 
Petroleum Jobbers 
Assn. for a second 
term, started in 
the oil business in 
1946, when he was 
29. His company, 
New River Oils, 
has its main oflice 
and plant in Pulas- 
ki with a subplant 
and office in Blacksburg. A Mobil dis- 
tributor, Macgill has a total storage of 
110,000 gal. 

A native Virginian and a Virginia 
Polytechnic Institute graduate, Macgill 
is married and has one son, W. D. III, 
who is 14. 


Macgill 


a. 
r. 


Fleming Yantis 


J. F. Fleming, division sales manager 
of Carter Oil Co. at Seattle, becomes 
general office operations manager with 
headquarters at Billings. He replaces C. 
L. Eckmann, who assumes new duties 
as office manager of the company’s mar- 
keting general office. W. K. Randall suc- 
ceeds Fleming as Seattle division sales 
manager. 

C. B. Yantis, general office merchan- 
dising manager for Carter, is now sales 
manager, branded sales. 
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R. O. King, district sales manager at 
Helena, Mont., was named division 
merchandising manager at Billings, suc- 
ceeding R. J. Erhard. Erhard replaces 
Randall as merchandising manager for 
the southern area of the Seattle division, 
which includes Portland, Ore. 

7 

Harry H. Young, manager of Sinclair 
Refining’s Great Lakes division, has been 
elected vice president and general sales 
manager, central region. He succeeds 
the late W. D. Cross, 


John McDougal has been named man- 
ager of Shell Oil Co.’s Oakland, Calif., 
marketing district. He succeeds R. W. 
Baker, who was transferred to Shell's 
St. Louis division. 

9 

A number of organizational changes 
have been made in the marketing de- 
partment of Kerr-McGee Oil Industries. 

Powell O. Morgan, formerly Memphis 
district sales manager, has been named 
northern regional sales manager, co- 
ordinating activities of the Des Moines, 


HERE’S THE KIND OF MAN THAT 


BRINGS ’EM BACK AGAIN! 


The man who is proud of his 
clean, efficient service station 
knows his appearance is impor- 
tant, too! That’s why he chooses 
Riverside Masterbilt Uniforms—to 
give him the neat, businesslike 
appearance that attracts custom- 
ers and brings them back again! 


He knows, too, that he is get- 
ting real economy in Riverside 
Masterbilt Uniforms of Dacron- 
Viscose because they're engi- 
neered to take rugged service 
station wear and look handsome 
as new, longer than other uni- 
form fabrics. It’s acid-resistant, 
wrinkle-resistant, and wears like 
iron. 


Comfort and economy can be 
yours this year, in Riverside Mas- 
terbilt Uniforms that help you to 
“bring ‘em back again,” to your 
friendly service station.* 


TAS 
Oe 4 ) 
\ MASTERBILT ,/ 
ry *w¥e) 


in A 


RIVERSIDE 


Business Uniforms 


Riverside Manufacturing Company 


Moultrie, Georgia 


For further intormation, write 
tor our winter catalog, listing 
o full selection of uniforms 
and uniform fabrics! 


(To obtain more data on advertised products see page 200) 
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Atlantic Gives a Boost to Creativity 


ATLANTIC REFINING CO. 
has made an_ organizational 
change that upgrades the role 
of “creative services” in oil 
marketing. It has combined 
advertising and sales promotion 
into one department and put it 
under a manager responsible di- 


research. Picou continues his research functions. 
This has the effect of putting research advertising 
and sales promotion into one team. 


Explaining the change, Colley says, “The re- 
alignment . . . will produce close coordination at 
top management levels in the development of over- 
all marketing plans and increase the opportunity 
for creative management to contribute directly to 





rectly to Dwight T. Colley, mar- 
keting vice president. 

Who this manager is has add- 
ed significance. He’s John H. 
Picou, director of marketing 


Cox, Jr: 


major policy decisions.” 


Continuing as head of advertising is Richard 
Borden and as head of sales promotion E. R. 


/ 








Minneapolis and Fargo districts. Head- 
quarters are in Des Moines, Shell 
Blakely, formerly district salesman in 
Little Rock, succeeds Morgan. 

Jerry Spencer, formerly district sales- 
man at Memphis, has been transferred 
to Little Rock as district sales repre- 
sentative. 

R A. (Dick) Mooney, formerly man- 
ager of the training and development 
department in Oklahoma City, replaces 
A. W. Willisch, Des Moines district 
manager. Willisch is taking a leave of 
absence upon the advice of his physician. 

Lowell Clark, formerly training super- 
visor, is now manager of training and 
development. 

Ford Thompson, formerly Fargo dis- 
trict salesman was appointed manager 
of the Minneapolis district. 

Henry L. Fehrenbach, formerly Des 
Moines office manager, is being trans- 


ferred to the internal auditing depart- 
ment in Oklahoma City. 

R. D. (Ron) Kruger, formerly man- 
ager of product pricing in Oklahoma 
City, becomes office manager at Des 
Moines. 

Samuel A. Kearney, formerly office 
manager in Oklahoma City, is now man- 
ager of product pricing. Jack Walsh, 
formerly with the design and construc- 
tion department, succeeds Kearney. 

John Taylor, formerly with the train- 
ing and development department, is 
district salesman at Des Moines, replac- 
ing Dallas Conn, who died of a heart 
attack on April 6. 

W. E. Saunders, formerly in training 
and development, has been transferred 
to Oklahoma City as service station 
supervisor. 

Richard Biesel, formerly manager of 
the company’s Mason City, Iowa, serv- 


ice station, was transferred to the train- 
ing and development department, 
Oklahoma City. 


s 

A. H. Zinkand was named staff as- 
sistant to the home office marketing 
manager of Tidewater Oil Co.’s western 
division. He had been acting marketing 
manager of the central division before 
it was consolidated, with the southern 
division. 

Also in the western division, D. T. 
Whalen goes from wholesale sales man- 
ager to retail sales manager. He joined 
Tidewater in 1955 as sales training man- 
ager and later became distributor sales 
manager. 

W. B. Dubin, administrative assistant 
to the home office marketing manager, 
moves to Sacramento as district market- 
ing manager. P. T. Greer becomes Los 
Angeles district credit supervisor. O. W. 





Canada Ltd., Montreal. 


Who's Who at NYU's Retailing Seminar 


HERE’S A LIST of the men who attended New 
York University’s third seminar in retailing for 
petroleum executives (see page 172). 

R. E. Crighton, general sales manager, BP 


Philadelphia. 


J. F. Flanagan, retail programs manager, Mobil, 


Burton C. Fowler, manager marketing depart- 
ing, Mobil International, New York. 
E. M. Johnson, regional retail sales manager, 


George W. Otis, district sales manager, Mobile} 
Oil, Detroit. 

Guy C. Billups, Jr., vice president, Billups 
Western Petroleum Co., Hammond, La. 

Ernest F. Bognar, petroleum accounts super- 
visor, B. F. Goodrich, Akron. 

Spurgeon Kyle Britt, manager sales promotion! 
and advertising, Humble Oil, Houston. 

Thomas H. Cahir, manager service station sales, 
Cities Service (Pa.), Baltimore. 

Silas W. Davis, director service station sales, 
Arkansas Fuel Oil, Shreveport. 

Jasper W. Dunn, dealer merchandising manager, 
Esso Standard, Memphis. 

John P. Finsland, manager dealer services, Shell, 
New York. 





ities Service, St. Paul, Minn. 

W. H. Melton, Jr., sales manager, Esso Stand- 
ard, Charlotte, N. C. 

W. G. Ottley, Jr., sales manager, Esso Standard, 
Richmond, Va. 

C. H. Schaffer, direct marketing manager, At- 
lantic, Pittsburgh. 

James W. Smith, TBA specialist, Ohio Oil, 
‘Findlay. 

Anthony J. Trombetta, manager advertising and 
sales promotion, American Oil, New York. 

William F. Turner, Newark district manager, 
Esso Standard, Elizabeth, N. J. 

Kenneth B. Wood, Jr., manager oil industry 
sales, Climax Molybdenum, New York. e 
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SERIES 








Low-cost punched card system 
automatically controls routing, 
reports truck maintenance daily 


The IBM Series/50—a complete punched card 
system —offers fuel oil distributors the 
following advantages of low-cost data processing: 


= degree day control to determine next 
delivery date automatically 


preparation of preliminary routing 
schedules to aid dispatchers 


complete control over deliveries 
automatic invoicing 


credit control through timely statements 
and credit reports 


sales statistics — by customer, salesman, 
product, and service 


= fleet operation and expense reports 


Like all IBM data processing equipment, 
Series/50 may be purchased or leased. For more 
information, call your local IBM representative. 


TBM. once processine 
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Hillgren becomes staff assistant to the 
division retail sales manager. 


® 

W. E. Martin, Jr., was promoted to 
assistant general manager of Pete Thorn- 
ell Oil Co., Florence, S. C. 


” 

Arthur W. Winter, assistant to the 
president of Great Northern Oil Co., 
Minneapolis, Minn., has been elected 
vice president. He has been with the 
company since 1957. 


e 

F. C. Graves holds the new post of 
assistant sales manager in the branded 
sales section of Lion Oil Co. C. E. 


(To obtain more data on advertised products see page 200) 


Bethel becomes assistant operations man- 
ager in the section. Graves, assistant to 
the Little Rock district manager, is suc- 
ceeded by Grady G. Garrison, sales su- 
pervisor at Harrison, Ark. 

* 

Howard M. Gustafson, assistant man- 
ager of Phillips Petroleum Co.’s Chi- 
cago sales division, moves to Calgary, 
Alta., as superintendent of marketing, 
Canadian operations. Phillips operates 
manufacturing and marketing facilities 
in western Canada in partnership with 
Pacific Petroleums, Ltd. Gustafson suc- 
ceeds J. P. Coates, who is transferring 
back to the U. S. 


LASTS LONGER...EASY 
PUSH-PULL OPERATION 


Wayne Diaphragm Hand Pumps are 
built to last longer... pump easier. 
They pump when pushed or pulled 
++ .No waste motion. Pump up to 20 
gallons per minute. 

Wayne Diaphragm Hand Pumps 
assure easy service in handling 
alcohol, lube and flushing oils, anti- 
freeze, kerosene, gasoline, and fuel 
oils. Available in pedestal type or 
barrel type. Write for folder giving 
full details to Wayne Pump Company, 
Division Symington Wayne Corp., 
Salisbury, Maryland or Wayne 
Pump Canada, Ltd., Toronto, Ontario. 





Tim Loizeaux, president of T. R. 
Loizeaux Fuel Co. and chairman of 
Oil-Heat Institute’s distribution division, 
is “man of the year” in his home town 
of Plainfield, N. J. Tim was chosen for 
this honor by five local service organi- 
zations for his civic, charitable, busi- 
ness, educational and religious activities. 


Vickers Doctor 


James W. Vickers, formerly marketing 
vice president at Vickers Petroleum Co., 


; was elected executive vice president, re- 
| sponsible for coordinating all company 


operations. Marketing vice president 
since 1957, he was elected to the board 


| of directors last year. James A. Doctor, 


marketing vice president for Champlin 

Oil & Refining Co. for the last five 

years, moves from Ft. Worth to Wich- 

ita to succeed Vickers. Doctor also be- 

comes president of Kent Oil Co., Vick- 

ers subsidiary in Salina, Kan. Before 

joining Champlin, Doctor had been di- 

rector of sales administration for Con- 
tinental Oil Co. 

° 

Ray Thomas, 

Champlin Oil & 

Refining Co., be- 

comes marketing 

vice president, suc- 

ceeding James A. 

Doctor. Thomas, 

34, joined Champ- 

lin in 1954 as co- 

ordinator of di- 

vision sales. in 

Enid, Okla., after 

four years with 

Continental Oil Co. 

In January 1956, 


| he was named manager of division sales 
| and moved to company headquarters. 


Also promoted were Ed Hardin, for- 
merly manager general office sales now 


| general sales manager, and John Dewell, 


division manager, Oklahoma City, now 
manager of division sales, Fort Worth. 
s 
H. F. van der 
Voort has returned 
to Denver as man- 
ager of marketing 
for Continental Oil 
Co.’s Rocky Moun- 
tain region. He 
was marketing op- 
erations manager 
there until last 
winter when he 
transferred to 
Houston on special 
assignment He suc- 
ceeds L. R. Kump recently named coord- 
inator of marketing trade relations. 


van der Voort 
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M. T. Swanson is assistant manager of 
marketing for the region, succeeding 
R. W. Hird, recently transferred to Hous- 
ton as director of real estate. Dale Chap- 
man, Salt Lake City division marketing 
manager, succeeds Swanson as Denver 
division marketing manager while C. O. 
MacLeod, regional sales development 
manager at Denver, succeeds Chapman. 
W. E. Biggerstaff, Billings, Mont., dis- 
trict marketing manager, succeeds Mac- 
Leod. 

Carl W. Poll, assistant manager of Salt 
Lake, retired after 41 years with the 
company. 

In the northern region, Hugh U. Me- 
Birney moves from Kansas City to Chi- 
cago to become Chicago division market- 


ing manager succeeding Warner Tyler | 


named to the new post of industrial re- 


lations manager for the northern region, | 
headquartered at Kansas City. McBirney | 
had been assistant marketing manager | 


of the region. 


Conoco also announced that Sam J. | 


Larson, coordinator of marketing organi- 


zation since 1958 and southwestern re- | 


gion marketing manager before that, has 


retired. Immediate plans call for a three- | 


month vacation to the West Coast. 
° 
Paul E. Talia- 
ferro is new presi- 
dent and chief ex- 
ecutive officer of 


Sunray Mid-Conti- | 


nent Oil Co. He 

succeeds W. C, 

Whaley, who re- 

tired after seven 

years as president. 

Whaley will stay 

on as chairman of 

re mittee. Cc. H. 
Wright continues as chairman of the 


board, and R. W. McDowall, president | 
of D-X Sunray, continues as vice chair- | 


man. 

Taliaferro (pronounced Toliver) joined 
Sunray in 1931 as general attorney and 
has been a director since 1946. He has 
been executive vice president since 1952. 


D. A. Hagen, 
district manager in 
Marquette, Mich., 
for Standard Oil 
Co. (Ind.), moves 
to New York as 
manager of sales 
training for Ameri- 
can Oil Co., Stand- 
ard subsidiary. 

Amoco also an- 
nounces that J. D. 
Nitzschke succeeds 
retiring William 
Delderfield as 
Providence, R. L., 


Hagen 


ton at the Portland, Me., terminal. 
a 


It’s O. W. (Walt) Wine who is president | 
of the Virginia Oil Men’s Assn., not Hine | 
as we had it in the July issue, a typo- 


graphical error. 
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the executive com- | 


superintendent of the 
terminal. R. G. Mac- | 
Lean succeeds retiring George Milling- | 


J. Richard Shaner, publicity manager 
at American Petroleum Institute for the 
past ten years, has joined the editorial 
staff of Petroleum Week, NPN’s sister 
magazine. Daniel M. Doherty moves up 
to replace Shaner at API. 

a 

Ole Berg, Jr., was named executive 
vice president and a director of Sunland 
Refining Corp., Fresno, Calif.. Berg was 
president of British American Oil Co. 
from 1951 to 1955. Before that he was 
with Union Oil Co. of California from 
1921 to 1948. 

a 

Glenn E. Douglass has moved into 

his new office. Champion Service Co. 


is still in Hamilton, Ohio, but at 1490 
Hensley Ave. 
- 


Kenneth Snodgrass is back in the oil 
business, this time in Kingsman, Kan., 
as the Snodgrass Oil Co. Several years 
ago he sold out his Lyons, Kan., opera- 
tion. 

4 

A. D. “Bud” Eubank, vice president 
of Quaker State Oil Refining Corp., was 
appointed to the general committee of 
the API division of marketing. He suc- 
ceeds F. O. Koontz, also of Quaker 
State, who resigned. 

(Continued on next page) 


HANNAY 


INTEGRAL HYDRAULIC PTO 

















The integral power 
take-off and hydraulic 
pump from HANNAY 
eliminate mounting 
saddle, jack shaft and 
universal joints. 

For efficiency, economy 
and flexibility in 
hydraulic fuel delivery, 
SPECIFY hose reels 
and hydraulic components 
by HANNAY.. 

first choice among 
progressive fuel oil 
dealers. 











CLIFFORD B. HANNAY & SON, INC., WESTERLO, NEW YORK 


yn See | 
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Kellog: 101 Years of Lubes 


BACK IN 1858 E. H. Kellogg & Co. 
started selling cylinder oil made from 
whale oil and animal fats to steamships 
along the piers of lower Manhattan. 
Cylinder oil is still the company’s biggest 
seller; but the customers now are mostly 
sugar and cotton factories and sales are 
worldwide. 

All the old company records were 
thrown out five years ago, so company 
history is dim. One item was saved, 


though—a letter of praise from the 
manufacturers of the Stanley Steamer. 

By 1890, business was good enough 
to open an office in Liverpool, with 
Kellogg’s partner Sanxay, in charge. A 
Paris office was started later. Both stayed 
open until World War II when E. H. 
Kellogg Sanxay, the partner’s son, re- 
turned to New York. Now representa- 
tives take orders in Europe, but there’s 
no active selling there. 





oper 
g pump and related equipm 
ew or existing tank trucks... call you 
Blackmer distributor or representative. 





tole re muatlehe-darel| 


Tersresitare| 


DFIT FEATURES — () Flanged pipe 
, (2) Built-in pressure-control valve, 
ilic ‘sliding vanes self-adjusting for 

dge-type mechanical seals, ( (3) Anti- 


equipme nt 


BLACKMER 


TRUCK PUMPS 


BLACKMER PUMP CO. 


See Yellow Pac yes for 


(To obtain more data on advertised products see page 200) 


° Grand pape 9, Michigan 
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In 1947 the business was incorporated, 
and Neil Moore, a lubrication engineer 
and salesman, started buying stock. 
Moore has been around Kellogg a long 
time. As a youngster he used to help 
his father, the foreman, clean out the 
tanks. Now he’s president and majority 
stockholder. 

Kellogg & Co. now manufactures and 
markets all types of specialized lubri- 
cants for steam, diesel, turbine and metal 
working engines. It also markets its own 
motor oil in New England and New 
Jersey under the names Kellogg, Crown 
and Imperial. Crown Central and Im- 
perial Oil Ltd., haven’t bothered them 
because Kellogg used the brand names 
first. Permanent type antifreeze is sold 
to local commercial accounts and re- 
sellers. 

All distribution is direct. Two small 
plants in Houston and Memphis serve 
their 200-300 sugar accounts and cotton 
customers. Other orders are shipped 
from the company plant in Mt. Vernon. 

Kellogg has 22 salesmen and repre- 
sentatives both here and abroad. That 
includes Moore, who travels the Car- 
ibbean twice a year. He considers himself 
a salesman first, president second. 

Sales totalled $500,000 last year, rang- 
ing from very small orders (Moore 
claims they'll make up a pailful for a 
customer) to sizable orders from some 
oil companies that find specialty orders 
unprofitable. 


Sherrouse: Look in the houseboat 


IF YOU CAN'T find John Sherrouse, 
Jr., at the office, try the Ouachita River. 
The new president of the Louisiana Oil 
Marketers Assn. is an enthusiastic boater 
and spends as much time as possible on 
the company houseboat. He’s an ardent 
football fan, too, and a great LSU Tigers 
rooter. 

Sherrouse is with Central Oil & Supply 
Corp., Texaco distributors in Monroe, 
where he is secretary-treasurer and the 
active head. He’s also vice president of 
Sherrouse Realty Co., and secretary- 
treasurer of Central Tire Co., Central 
Transport Co., DeSiard Gas Co. and 
S. & S. Realty Co. 

Civic-minded, Sherrouse is on the 
board of directors of the Monroe Area 
Industrial Development Corp., United 
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What free time is left is well occupied 
by his wife and three daughters, ages ° ° ee 
12, 10 and 8. If you can’t get delivery during present crisis, try 

Other LOMA officers are: W. Me- ° e 
Kerall O’Niell, Jr., first vice president; us. 3 day delivery, most sizes up to 20,000 gal- 
Fred A. Palmer, Jr., second vice presi- 


dent; William R. Ziegler, secretary; | lons. 
Wilmer J. Boudreau, treasurer. 


aes ra | THE HILYARD CO. 


Dowell, Shell Oil “ NORRISTOWN, PA. 


Nentger Nee | CHESTNUT HILL 7-4044 
Orleans _ since . 

1953, moves to 
Chicago as assist- 
ant to the vice 
president of the 
midwest marketing 
division. He suc- 
ceeds F. H. Staub, 
named Chicago di- 
vision manager 
last spring. 

R. W. Knipple, southeastern aviation 
manager, moves to New York to head 
the new technical section of the head 
office aviation department. 


Givers Fund, Bayou DeSiard Country 
Club and Ouachita National Bank. | 
| 











McDowell 


Deaths .. . 


Nathalie Ronis 
Oddie diciéd June 
30 after a_ brief 
illness caused by 
encephalitis, other- 
wise known as 
sleeping sickness. 
She was 32. 

For five years 
she was executive 
assistant to the 
vice president in & 
charge of business Mrs. Oddie 
research and edu- 
cation (L. T. White) at Cities Service 
Petroleum Inc. Mrs. Oddie resigned in 
April 1958 when she married Richard 
Oddie, assistant vice president of the 
Bank of America, and moved to San 
Francisco. While with Cities Service, 
she was editor of the Distributor and 
lectured widely at jobber management 


institutes and _ distributive education ALLEGHENY EMERGENCY VALVE WITH 


courses. 6 e ° 
Before joining Cities Service, she had bt oO 
been editor of the Empire State Petro- 


leum Assn. magazine and oil marketing 
editor of the New York Journal of 
Commerce. At the time of her death she 


Pat. Pending 


Fabricated design makes possible an 
was consultant to the Coro Foundation, Emergency Valve with integral drain pocket 


a nonprofit public trust to promote public 


affairs, leadership and better government, at NO EXTRA COST °. & .6. 0: @ (eu8 ° 


and was establishing a management con- 
sultant service for oil marketers. saves cost of drain pocket 


* ; eliminates gasketed joint 
B. Garland Morgan, Texaco jobber in . 
a heart attack. 


3 2, 3 & 4 inch sizes in steel, stainless & aluminum 


Gordon A. Gray, 57, southern Ontario 


division manager for Canadian Oil Com- ALLEGHENY VALVE COMPANY 


panies Ltd., died June 21 in Toronto, 
Ont. WARREN, PENNSYLVANIA 
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@) Helical Pumping Gears. . 


(2) Heavy Duty Bearings 


4) Mechanical Seal . . 


‘Marketers need to appraise the 
effects of a multiplicity of factors as 
they look down the road...” 


(Begins on page 115) 
scientific and thorough planning will show up in 
more profitable marketing performance. 

e@ Automation. Now in an early stage in mar- 
keting, automation has been applied extensively 
in other segments of the industry. As marketing 
establishments grow larger, it’s likely that auto- 
mation will be used more widely. This can cause 
a complete change in management thinking, be- 
cause of the cost and effects on an operation. It 
will also bring a sharp increase in operating ef- 
ficiency through more scientific and sensitive 
controls. 

@ Detroit Liaison. Detroit is of incalculable 
importance to the oil industry, so good liaison is 
essential. At one time it was flimsy, but it has 
improved over the past five years. Even closer 
communications and understanding will be nec- 
essary in coming years, as automotive develop- 
ments become more frequent and more complex. 

e@ Brand Value. The present era of oversup- 
ply, with its abundance of strong private brand 
operators and price wars, has worked to cheapen 


Built for 
Fast, Cost-Saving 
Deliveries 


ROPER 360s TRUCK PUMP 


40 to 122 GPM 
To 100 PSI 


. hardened iron; keyed to 
shafts with sliding fit; run in axial hydraulic balance. 
. . « high-lead bronze, self- 
lubricating. 


(3) Adjustable Relief Valve . . . permits full capacity when 


nozzle shut-off without stopping pump. 
. self-adjusting; mating surfaces 
precision lapped for positive sealing and long life. 


pumping... 


6) Outboard Bearing . . . ample size for full shaft support 


and protection to gears and inner bearings. 


Roper Hydraulics, Inc. 
478 Blackhawk Park Avenue 


Rockford, Illinois ROTARY PUMPS 


national brands. In many cases oil companies 
have worsened their problems by putting their 
brands up at second-rate outlets. Many major- 
brand jobbers are now, in effect, selling against 
themselves with a “fighting” private brand. To 
restore national brands to their real value, mar- 
keters of the future will have to set higher stand- 
ards of service and pricing. 


What Marketers Must Do 


Marketers need to appraise the effects of a 
multiplicity of factors as they look down the 
road. Certainly these requirements stand out: 

e@ New Concepts. Marketing has been slow to 
adjust and change. New pressures will force an 
open approach in the new age ahead. 

e@ Creativity. To expand demand against stiff 
competition, imaginative and resourceful sales 
techniques will be essential. 

e@ Interdependence. No single point of influ- 
ence can be singled out as absolute in market- 
ing. With the growing inter-relationship of de- 
partments, influences can be expected to shift 
accordingly. 

@ New Inventions. Marketers have been lax in 
exerting their influence in Detroit. It’s vital that 
marketers contribute more than they have to as- 
sure their own profits in the future. s 


SEE PAGE 77 FOR 
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Coming Meetings 


AUGUST 


South Carolina Oil Jobbers Assn., annual 
summer meeting, Hotel Ft. Sumter, Charles- 
ton, Aug 9-11. 


Society of Automotive Engineers, national 
West Coast meeting, Hotel Georgia, Van- 
couver, B. C., Aug. 10-13. 


National Congress of Petroleum Retailers, 
annual meeting and trade show, Jung Hotel, 
New Orleans, Aug. 16-21. 


Virginia Petroleum Jobbers Assn., man- 
agement institute, William Byrd Hotel, Rich- 
mond, Aug. 17-19. 


Intermountain Oil Jobbers Assn., fall 
meeting, Shore Lodge, McCall, Idaho, Aug. 
20-22. 


Centennial Week Observances, Titusville, 
Pa., Aug. 23-29. 


New Mexico Petroleum Industries Com- 
mittee, annual convention, Western Skies 
Hotel, Albuquerque, Aug. 26-28. 


Oil Industry’s ‘Celebration of the Century,’ 
Titusville, Pa., Aug. 27. 


Pennsylvania Grade Crude Oil Assn., an- 
nual meeting, Wanango Country Club, 
Reno, Pa., Aug. 28. 


SEPTEMBER 


Michigan Petroleum Assn., annual fall 
convention, Grand Hotel, Mackinac Island, 
Sept. 4-5. 


Oil Trades Assn. of New York, Westchester 
Country Club, Rye, Sept. 10. 


Empire State Petroleum Assn., Saranac Inn, 
Saranac Lake, N. Y., Sept. 13-15. 


Illinois Petroleum Marketers Assn., 6th 
management institute, Robert Allerton Park, 
Monticello, Sept. 13-16. 


Missouri Petroleum Assn., annual fall frolic, 
Columbia Country Club, Columbia, Sept. 14. 


API, Marketing Division, lubrication com- 
mittee meeting, Traymore Hotel, Atlantic 
City, Sept. 16. 


Ohio Petroleum Marketers Assn., semi-an- 
nual conference and golf tournament, Hotel 
Sheraton-Cleveland and Lakewood Country 
Club, Cleveland, Sept. 16-17. 


National Petroleum Assn., annual meeting, 
Traymore Hotel, Atlantic City, Sept. 16-18. 


Kentucky Petroleum Marketers Assn., fall 
outing, Phoenix Hotel, Lexington, Sept. 17- 
19. 


Mississippi Oil Jobbers Assn. and Alabama 
Oil Jobbers Assn., Hotel Buena Vista, Biloxi, 
Sept. 20-22. 


North Carolina Oil Jobbers Assn., annual 
meeting, Grove Park Inn, Asheville, Sept. 
20-23. 


Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 20-21. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Hotel Americana, Miami 
Beach, Sept. 23-25. 


Independent Oil Compounders Assn., 12th 
annual meeting, Pick-Congress Hotel, Chi- 
cago, Sept. 27-29. 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, Hotel 
Leamington, Minneapolis, Sept. 27-29. 


American Petroleum Credit Assn., 35th an- 
nual conference, Hotel Radisson, Min- 
neapolis, Sept. 28-30. 


OCTOBER 


Desk & Derrick Club, 8th annual conven- 
tion, Hilton Hotel, San Antonio, Tex., Oct. 
1-3. 


California Natural Gasoline Assn., annual 
meeting, Huntington-Sheraton Hotel, Pasa- 
dena, Oct. 8-9. 


&Colorado Petroleum Marketers  Assn., 
annual fall meeting, The Broadmoor, Colo- 
rado Springs, Oct. 8-10. 


Louisiana Oil Marketers Assn., management 
institute, L.S.U. campus facilities, Baton 
Rouge, Oct. 8-10. 


Tennessee Oil Men’s Assn., annual fall 
meeting, Andrew Jackson Hotel, Nashville, 
Oct. 11-13. 


API, Marketing Division, operations and 
engineering committee meeting, The Broad- 
moor, Colorado Springs, Colo., Oct. 11-15. 


API, Marketing Division, marketing re- 
search committee meeting, The Broadmoor, 
Colorado Springs, Colo., Oct. 12-15. 


Fuel Merchants Assn. of New Jersey, an- 
nual meeting and trade show, Chalfonte- 
Haddon Hall, Atlantic City, Oct. 12-17. 


Petroleum Packaging Committee, Packaging 
Institute, Goodhue Hotel, Port Arthur, Tex., 
Oct. 12-13. 


Indiana Independent Petroleum Assn., an- 
nual convention, Hotel Severin, Indianapolis, 
Oct. 13-14. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 14. 


South Dakota Independent Oil Men’s Assn., 
annual meeting, Sheraton-Cataract Hotel, 
Sioux Falls, Oct. 15-16. 


Packaging Institute, 21st annual meeting 
and trade show, Hotel Statler, New York 
City, Oct. 16-18. 


American Society of Lubrication Engineers 
and American Society of Mechanical Engi- 
neers, joint lubrication conference, Shera- 
ton-McAlpin Hotel, New York City, Oct. 


20-22. 


Nebraska Petroleum Marketers Assn., an- 
nual meeting and trade show, Paxton Hotel, 
Omaha, Oct. 20-21. 


Oil Trades Assn. of New York, annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 21. 


Virginia Petroleum Jobbers Assn., semi- 
annual meeting, Hotel Roanoke, Roanoke, 
Oct. 21-22, 
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Virginia Oil Men’s Assn., semi-annual 
meeting, Hotel Roanoke, Roanoke, Oct. 23. 


Independent Petroleum Assn. of America, 
Statler-Hilton Hotel, Dallas, Oct. 25-27. 


National Lubricating Grease Institute, an- 
nual meeting, Roosevelt Hotel, New Or- 
leans, Oct. 26-28. 


Society of Automotive Engineers, national 
transportation meeting, LaSalle Hotel, Chi- 
cago, Oct. 26-28. 


Society of Automotive Engineers, national 
fuels and lubricants meeting, LaSalle Hotel, 
Chicago, Oct. 28-30. 


Assn. of American Battery Manufacturers, 
Palmer House, Chicago, Oct. 29-31. 


NOVEMBER 


National Oil Jobbers Council, annual 
meeting, Congress Hotel, Chicago, Nov. 4-7. 


API, 39th annual meeting, Conrad Hilton, 
Palmer House and Congress Hotels, Chi- 
cago, Nov. 9-11. 


Society of Independent Gasoline Market- 
ers of America, annual meeting, Congress 
Hotel, Chicago, Nov. 9. 


API, Marketing Division, Congress Hotel, 
Chicago, Nov. 10-12. 


DECEMBER 


Interstate Oil Compact Commission, Ho- 
tel Sheraton, New Orleans, Dec. 3-5. 


JANUARY 1960 


Society of Automotive Engineers, annual 
meeting and engineering display, Sheraton- 
Cadillac and Statler Hilton Hotels, Detroit, 
Jan. 11-15, 


Kentucky Petroleum Marketers Assn., 
34th annual convention and exhibit, Brown 
Hotel, Louisville, Jan. 18-20. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Jan. 20. 


FEBRUARY 


Iowa Independent Oil Jobbers Assn., an- 
nual convention, Ft. Des Moines Hotel, Des 
Moines, Feb. 16-17. 


MARCH 


Society of Automotive Engineers, na- 
tional automotive -meeting, Sheraton-Cadil- 
lac Hotel, Detroit, Mar. 15-17. 


Kentucky Petroleum Marketers Assn., Sth 
management institute, Brown Hotel, Louis- 
ville, Mar. 17-20. 


Texas Oil Jobbers Assn., annual conven- 
tion, Commodore-Perry and Stephen Austin 
Hotels, Austin, Mar. 17-19. 


Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 23-24. 


First listing. 





asics SEARCHLIGHT SECTION oveansinc 


EMPLOYMENT « BUSINESS 


DISPLAYED RATE 


The advertising rate is $17.75 per inch for 
all advertising appearing on other than a 
contract basis. Contract rates quoted on 
request, 


EMPLOYMENT OPPORTUNITIES — $27.00 per 
inch subject to agency commission. 


Send New ADS or Inquiries to Class. Adv. of National Petroleum News, P. O. Box 12, New 


OPPORTUNITIES 


INFORMATION: 


DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads (not including proposals). 


An ADVERTISING INCH is measured 7% inch 


vertically on one column, 3 columns—30 inches 
—to a page. 


_e EQUIPMENT—USED or RESALE 


UNDISPLAYED RATE 
(Not available for Equipment Advertising) 

$1.80 a line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as a 
line. (See 1 on Box Numbers.) 

POSITION WANTED undisplayed rate is one 
half of above rate, payable in advance. 
BOX NUMBERS count one additional line. 


York 36, N. Y., For August Issue Closing July 10th. 








BENDIX 


nic Controller with Rate Action. 
m 


FOR SALE 


ULTRA-VISCOSON FUEL OIL BLENDING SYSTEM 

Model 621 Computer; Special Bendix Single point automatic temperature compensation unit, with 
3 point multiproduct selection; pipeline probe; floor mounted cabinet to house item #1 computer, 
item 72 multiproduct A ‘T’ C’ unit, and modified to house Swartwout Recorder / Controller; Autro- 


HAUCK #9KW Electric OIL PREHEATER 


for operation on 440 volt, 3 phase, 60 cycle current. 
Control circuit to operate on 110 volt, single phase 60 cycle. 


LIQUIFUELS LIMITED 


Attention Mr. N. J. Kennedy, Director of Operations 
Cherry St. & Unwin Ave., Toronto 2, Ont. 





Independent Gasoline station supervisor to live 
in Albuquerque, New Mexico. Mail picture and 
your written references with first letter also state 
experience and salary expected to Box 8384, Sta. 
C. Albuquerque, N.M 


BUSINESS OPPORTUNITIES 


Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 














FOR SALE 


For Sale in Oklahoma—Oil Compounding Blend- 
ing Plant with land, plant facilities, machinery 
and equipment. Ideal location, two railroads, two 
freight lines. Three well advertised trade-mark 
brands of oil and an established brand of per- 








manent anti-freeze. BO-9059, National Petroleum 





The following two sales oppor- 
tunities are open with an ex- 
panding lubricants manufacturer 


Territory—6-8 states. 

Residence—Kansas City, Mo., and Cleve- 
land, Ohio 

Preferred Age—25-45 

Starting Salary—$7,200-$9,000, plus bonus, 
depending upon experience. 

Expenses—Complete, plus automobile. 

Experience—Preferred in petroleum, but 
not absolutely necessary. 
SW-2178 National Petroleum News 

520 N. Michigan Ave., Chicago 11, Ill. 


OPERATIONS MAN 


large independent distributor of pet 
products wants an exp. man willing to 
make himself available 7 days/week, 24 
hours/day to oversee entire operation. 
Prefer man presently working in New 
Eng. Excellent compensation and poten- 
tial go along with responsibility of this 
job. Our employees know of this opening. 
Send detailed resume in complete con- 
fidence to 


P-2110 National Petroleum News 
Class. Adv. Div., P.0. Box 12, N.Y. 36, N.Y. 


News. 


One Federal 1800 gal. tank truck—four threes 
and one each four and two hundred compart- 
os ag —Moto-Pep Inc. 432 N. Dunlap, Memphis, 
* Tenn. 








WANTED 
Late model fuel oil tank truck, please send snap 


shot and information to P.O. Box 4202, Lynch- 
burg, Va. 


An 














Investmente 








Money and Facilities Available 

for Service Station Products 
We are a sub ial, long blished firm, manu- 
facturing and selling equipment to service stations. 
We are looking for new products to make and sell in 
this field. We can be contacted directly or through a 
third party. DO NOT submit unpatented ideas or 
samples with first letter. Writer—Manager, P. 0. Box 
185 Station F, Buffalo, New York. 








| PROFESSIONAL 
| SERVICES 


Productive advertising is 
an INVESTMENT rather 
than an EXPENDITURE. 














WANTED—USED GASOLINE PUMPS 


Will buy any number of following repairable FOB 
your warehouse. 96-C, 904, 906 G&B. 575 5865, 
595 Bowser, 89 Tokheim, 766 Bennett, Quote price, 
model and number of pumps 

W-1502 National Petroleum News 
520 N. Michigan Ave. Chieage 11, tl. 


PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Instolted 


PEACOCK CORPORATION 
Box 268, Westfield, M. J. 





“Searchlight” advertisers 
almost invariably report 
prompt and satisfactory 
results. 


BE CONVINCED—send 











FOR SALE 
2,500 Gallon Transport 


4 compartment, 1948 Butler, fully skirted with 
bucket boxes 2” Meter — Excellent condition. 
$1,075.00, Pictures on request. 


CLEM _TEETS OIL CO., INC. 


Terra Alta, West Virginia 








AUTOMATIC 


I-quart closing machine for canning | quart 
oll cans. Also automatic filler. Compound and 
can your own oil at a great savings. Machine 
in first class order at price of $750. FOB Gar- 
ber, Okla. Call and inspect AD 7-1240 Knox 


dg. 
Box 1472 Enid, Oklahoma 











ADDRESS BOX NO. REPLIES TO: Box No. 


Classified Adv. Div. of this publication, 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 


CHICAGO 11: 520 N. Michigan Ave. 


SAN FRANCISCO 4: 68 Post St. 


us your advertisement 
TODAY. 





POSITIONS VACANT 


Address 





For Union Carbide Corporation—Engineer 
chemist with 3-10 years’ petroleum process 


products experience to buy lube oil, fuel oil, sol- 


vents, waxes, coke, etc., in Central Purchasi 
Dept. N.Y.C. location. Send resume to E. 
Corry, Room 102, 30 E. 42 St., NY 17, NY. 


_ Classified Advertising Division 


| NATIONAL PETROLEUM NEWS 





By Florida Marketer, general manager for chain 
xcellent op- 


of independent service stations. 
portunity for executive with wide experience 


in 
petroleum marketing. Good salary. Expense ac- NEW YORK 36, NEW YORK 


count. Write fully, outlining experience, ref 


ences and vital statistics. P-2102, National Petro- 


leum News. 


N 


P. O. BOX 12 


er- 
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e Old Trick, New Wrinkles. An Ontario dealer 
“discovered” a classic answer to the price war prob- 
lem this spring. 

The answer: When competitors’ prices slump, send 
a tank truck around and buy up as much product as 
possible. Then hold it until prices return to normal. 
The idea, of course, isn’t new. Sometimes it gets 
results, sometimes it doesn’t. When Mervin Witter 
tried it, it got results—as well as laughs. 

A price war in Witter’s town of Kitchener, 50 
miles west of Toronto, pulled prices 15¢ below normal 
this spring. Witter finally got sick of it and called 
assistant Doug Goetz into his office. “Take the big 
truck around these other stations and get them to 
sell you as much as possible,” he said. “And don’t 
take ‘no’ for an answer.” 

Goetz drove the 4,500-gal. truck to the nearest 
price-cutting station. “Fill her up,” he told the aston- 
ished attendant. 

“You mean the big tank?” asked the attendant. 

“I said fill her up,” answered Goetz. “ALL the 
tanks.” 

But 220 gallons later, the attendant had had 
enough. “Look,” he told Goetz, “this is impossible. 
You'll take everything I have. I got to keep some 
for my regular customers.” 

So Goetz drove to another station. 

“Fill her up,” he said. “The big tank.” 

The attendant saw through the ruse immediately. 
“Not on your life,” he said. “And get that truck 
off my property.” 

Goetz took out a cigarette and settled down for 
a long wait. The attendant called police. 

“Sorry,” said the police. “All the man wants is 
some gas. None of our business.” 

The attendant called his supplier. The district man- 
ager appeared, ordered Goetz to get going. Goetz 


® 
refused. An hour of shouting and fist-waving ensued. 
It was climaxed when the station operator called a 
tow truck, hooked up to Goetz’s truck, and towed it 
off the lot. 

Later Witter eased his prices up 3¢. Nobody in 


“You accept personal checks, don’t you?” 


e Poverty. From Waxahachie, Texas, comes the re- 
port that a Texan’s standard for judging a poor 
neighbor is whether the neighbor washes his own 
Cadillac. 


“Ordinarily | wouldn't talk to the press during my vacation, 
but | feel this is a matter of vast industry significance.” 


the Kitchener district was surprised when all com- 
petitors followed suit within half an hour. 
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You don’t have to be a muscle man 
to lift this new, light hose 


B.F.Goodrich improvements in rubber brought extra savings 


oe used to mean strength in hose. 
But that’s no longer true with this 
new B.F.Goodrich tank truck hose. It 
makes handling heavy, bulky hose 
unnecessary. Drivers make faster deliv- 
eries, more per day. 

The lightness and flexibility of this 
B.F.Goodrich tank truck hose is made 
possible by high tensile nylon cord 
used for reinforcement. It’s 20% light- 
er than other hose of the same size. 
This B.F.Goodrich hose can take sharp 
U-turns, or even an O-bend, without 


flattening to cause shutoffs or slow 
deliveries. 

Special rubber compounds make the 
tube of the B.F.Goodrich hose com- 
pletely gasoline-proof, eliminate swell- 
ing or flaking. A wire spiral woven 
into the body of the hose acts as a 
static ground on the couplings. The 
hose can be dragged over concrete and 
gravel, or through gasoline, oil or 
grease witHout damaging the tough 
cover. 

This »new lightweight construction 


makes 3” hose, shown above, easy to 
handle and 4” hose really practical for 
the first time. One man can load it, 
hook it up and reload it on the truck 
without help. By using a large size 
hose, even more deliveries can be made 
each day. 

The improvements in this B.F.Good- 
rich hose, known as Type 82-A, can 
help you get faster deliveries, reduced 
operating costs with your tank trucks. 
Your B.F.Goodrich distributor can give 
you more information. B. F. Goodrich 
Industrial Products Company, Department 
M-659, Akron 18, Ohio. 


B. E Goodrich: fank truck hose 


(To obtain more data on advertised products see page 200) 
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mooth ag A¢// _ 


thanks to TOKHEIM'S exclusive 


HYDRAULIC CONTROL 


Hydraulic 
Control Valve 


Only the ALL-NEW TOKHEIM 


iE terceptor 


gives you such value! 
Compare it point for point before you buy 





TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA ; 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A.G., 
Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 


Smooth nozzle action and fingertip control 
of the starting switch are only two of many 
fine results of Tokheim’s hydraulic control 
valve for remote pumping. As an integral 
part of each pedestal, it equalizes pressure 
throughout the system, keeps the pump 
always in prime, assures a smooth, full flow 
of product under all operating conditions. 


There sno substitute for TOKHEIM QUALITY! 


ToxiETm 


Gentral 
Service 
System 


of remote control pumping 
breaks the vapor barrier 

















to the peak of service - station appearance and 
efficiency with Smith - Erie gas pumps. 

Their striking styling, their accuracy and honest measure inspire 
confidence in every motorist. And the way Smith-Erie gas pumps 
perform — delivering a million gallons or more without need 
for adjustment — promises a most favorable profit-to-mainte- 
nance cost-ratio. 


They’re worth looking into, even more valuable when they’re 
in your station! 
Get the complete story from your representative or write direct. 











gh research a better way 


AD Sih 


A. O. Smith, since acquiring Erie Pump, CORPORA 
now offers both the L3D and ‘Salesman 


48” lines of pumps as well as many related Smith- = , Division 
accessories. 


Factories: 5715 Smithway St., Los Angeles 22, California; Erie, Pennsylvania 
Offices: Atlanta 5, Ga.; Chicago 3, Ill.; Houston 2, Texas; Los Angeles 22, Calif.: 
New a ig 17, N. Y.; Tulsa, Okla.; Oakland 21, Calif. Canada: Toronto 12, — © 
. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. 

















